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THE NATIONAL NEWSPAPER OF MARKETING 


Read Most? Who Cares?’ | 
Ad Copy Doesn't 
Sell; Art Does, 


Says Martineau 


‘Tribune’ Researcher 
Hits Gallup, Starch at | 
N. Y. Art Directors Meet 


New York, May 29—Continuing 
his crusade against reason-why ad- | 
vertising, Pierre Martineau, re- 
search director of the Chicago 
Tribune, asserted today that visual 
symbols carry “far greater believ- 
ability” than copy and he demand- 
ed that advertising theory be re- 
cast to recognize this situation. 

Mr. Martineau took some heavy 
swipes at copywriters, “hard-sell 
boys,” Gallup-Robinson and Daniel 


Starch in ah *r-and-tongs talk | ’ 

othe 199? Visual Conmunieatons BAL Outlines 

Conference sponsored by the Art 

Directors Club of New York. 3 p ba s 
-Point Promotion 

copy, Mr. Martineau said: 

“Wh sares about th logical | P g f ABP 
denainine on Gallup-Robinson tries| ro ram or 


(Continued on Page 125) 


Fair Trade Takes © 
It on Chin in GE 
vs. Masters Tiff fore the Assoclted 


New YorK, May 29—A _ huge William K. Beard Jr., ABP 
crack has developed in the already | president, made the proposal at 
weak wall supporting fair trade. the 51st annual ABP conference. 

In rapid succession these past} Major parts of the program 
two weeks: | would be these: 

1. “Keep on promoting—only 
stronger—the basic and distinctive 


pueiiplintimpeen eit 
PERFECT PABST—Pabst Brewing Co. 


the June 24 issue of Life. The 


= Belittling the importance of 


Business Paper Volume 


1965, Hubbard Predicts 


Hot SPRINGS, VaA., May 29—A 
three-point promotion program to 
enhance business paper advertising 
|and editorial stature was laid be- 
| fore the Associated Business Pub- 


e General Electric Co. lost a suit! 
mn yt lg yotien sry = oo. functions of the business press 
eals whic » bar) : : 

and how to use it most resultful- 
Masters Mail Order Co., of Wash-|}» 
ington, from selling fair traded | “9. “Keep on helping the mem- 
appliances in New York by mail/pers help themselves—as houses, 
order. las publications, as individual peo- 
e Stephen Masters, head of the ple—recognizing that good pub- 
Masters discount houses which in- lishing is the best possible rebut- 
clude the Washington company, tal to poor publishing.” 
announced that he will place large 


(Continued on Page 125) (Continued on Page 128) 


Newspapers: How They Did in 1956 


Starting on Page 37, ADVERTISING AGE presents its annual re- 
port on newspapers as an advertising medium and traces new 
developments in the newspaper industry during 1956. 

Included in this issue is the Bureau of Advertising’s annual 

tabulation of individual advertising expenditures, broken down 

' by product, of all national newspaper advertisers investing $25,- 

} 000 or more in the medium during 1956. This tabulation starts on 

LP Page 46. 

*, Also included in this issue is a tabulation showing what each 
newspaper advertiser on the 1956 list has spent in newspapers 
since 1952, plus tables showing (1) the top 100 national news- 
paper advertisers and what they spent and (2) the top 100 ad- 
vertisers in four major media—newspapers and newspaper sec- 
tions; general and farm magazines; network and spot tv and 
outdoor. 

To bring the r.o.p. color picture up to date, AA asked space 
vPrayers at ten of the country’s largest agencies for their comments 

Inc; what kind of a job r.o.p. color is doing and what are some of 


preje problems that r.o.p. color still faces. Their views appear on 
i’ 


Vbat makes it perfect! 


Frey Questionnaire Probes Views 
of Ad Managers on Their Agencies 


| Hanover, N. H., May 28—One tionnaire has been mailed to adver- 


phase of a project sponsored by the | tising managers of a “comprehen- 
Assn. of National Advertisers has | sive list of companies which use 
| been launched, it was announced | advertising to an important de- 
today by Albert Frey, professor of gree.” He said the questionnaires 


May Hit $700,000,000 by, 


3. “Do a stronger and more ar-| 


| Last Minute News Flashes 


Meletio Co., Fasco Industries Name D'Arcy 
New York, May 31—D’Arcy Advertising picked up two new ac- 


sey ; r 
ee 


will break the first ad in its new 


“fashionable” advertising approach with this four-color spread in 


same ad, which was created by 


Pabst’s new agency, Norman, Craig & Kummel, will run in The New 
Yorker (July 27) and Vogue (Aug. 5). 


‘Pabst Will Unveil 
New ‘Fashionable’ 
Ads in June 24 ‘Life’ 


CuHicaco, May 29—The Pabst 
Brewing Co. will unveil its new 
“fashionable” advertising approach 
with a four-color spread in the 
June 24 issue of Life. 

Headlining the ad is Pabst’s new 
1957 slogan, “Pabst makes it per- 
| fect.” This slogan will be incor- 
porated into all of the brewer’s 
advertising. The ad features an 
attractive couple clad in sports 
clothes sitting back to back holding 
glasses of beer. 

The same ad will run in the July 
27 issue of The New Yorker and the 
Aug. 5 issue of Vogue. An outdoor 
campaign will supplement the 
magazine advertising. Pabst also 
will conduct an extensive local ad 
push in varied media in 80 mar- 
kets. 

Art work and photography for 
| Pabst advertising this year will be 
|done py Avedon, New York fash- 
ion photographer. The new cam- 


from Leo Burnett Co. Aug. 
(AA, May 13). # 


15 


paign was prepared by Norman, | 
Craig & Kummel, which officially | 
takes over the $6,500,000 account | 


marketing at Dartmouth’s Tuck 
school of business administration. 
The project involves an analysis 
of advertiser-agency-media rela- 
_ tionships and compensation meth- 
| ods. 
Prof. Frey said a 12-page ques- 


Kellogg TV Buy 
on ABC Highlights 
Network Shuffles 


NBC Revamps ‘Tonight,’ 
| Drops ‘Home’; CBS Ends 
Bob Crosby Show Sept. 2 


| New York, May 29—NBC-TV’s 
| Jack Lescoulie is going back to 
“Today,” and the new “Tonight” 
|show is expected to return to an 
adaptation of the old “Tonight” 
| format. “Home”’ is going off the air, 
{but its hostess, Arlene Francis, 
stays to head a new, shorter show. 

Bob Crosby will drop out of 
CBS-TV’s daytime lineup in Sep- 
tember, and the network has 


agreed to accept General Foods’ | 


| choice for the Monday 9 p.m., EST, 
|spot in the fall. Which means that 
the former ABC comedian, Danny 
Thomas, will fall heir to the “I 
|Love Lucy” period, despite CBS 
| reservations about his tv record. 

| It would take an hourly report 
to keep up with the fast breaking 
developments along tv row these 
days as the networks and sponsors 
get set for fall. 
| At ABC the “Patrice Munsel 
Show” has been selected to fill the 
Friday 8:30 p.m., EST, period in 
the fall. Buick already had re- 
served this time, but it will turn 
over half of it to Frigidaire, an- 
(Continued on Page 125) 


counts today. Meletio Co., St. Louis, named D’Arcy to handle adver- 
tising of Golden Dipt breading mix, batter mix and meat loaf mix plus 
a line of institutional package sizes, effective July 1. Al Maescher Ad- 
vertising, Clayton, Mo., is the current agency. Fasco Industries, Roch- 
ester, N. Y., picked D’Arcy to handle advertising of its consumer goods, 
replacing Marwel Advertising, effective June 1. Scrivener & Co., Roch- 
ester, will continue to handle Fasco’s motor division advertising. 


Seay Named General Ad Manager of Westinghouse 


PrTTsBURGH, May 31—E. W. Seay has been named manager of gen- 
eral advertising for Westinghouse Electric Corp. He succeeds Roger H. 


weeks ago (AA, May 20). Mr. Seay, who formerly was assistant man- 
ager of general advertising, joined Westinghouse in 1941. 


‘Schoenfeld Leaves Miller, Forms Own Service 


CuIcaco, May 31—Merritt R. C. Schoenfeld has resigned as an ac- 
| count exec of C. L. Miller Co. and has formed RAMMS Inc., “an inte- 
| grated research, advertising, marketing and merchandising service.” 


seek “hitherto unassembled infor- 
mation on the contribution made 
| by modern advertising agencies 
jand the specific services through 


|which these contributions are 
made.” 
| Questionnaires will be sent 


|shortly to presidents of companies 
and of agencies, he said. 

Information gained from an- 
|swers to the questionnaires will 
|supplement data currently being 
j}assembled through personal in- 
|terviews with agency men, adver- 
| tising media people and advertis- 
ers, said Prof. Frey. 


| 
| 
| 
| 


es “A search for information of 
this magnitude and complexity,” 
said Prof. Frey, “cannot be limit- 
ed to mail questionnaires alone. 
This is only one phase of a three- 
|part effort involving intensive 
| personal interviews, a full exami- 
|nation of all the available pub- 
lished authorities and information 
lon the subject, as well as the mail 
questionnaires.” 
The questionnaire to advertising 
| managers includes the following: 


e “In your opinion, what are the 
three most important advantages 
of having more than one agency?” 


|e “Has your company had 
(Continued on Page 128) 


Papers in 16 
Cities Now Offer 
Local Auto Rate 


WASHINGTON, May 31—Automo- 
bile dealers scored another impor- 
tant gain this week in their drive 
for more favorable advertising 
pe The three Washington daily 
| newspapers today announced their 
willingness to allow a local rate for 
individual dealer display ads for 
new cars. 
| The requirement that dealers 
| pay national rates for new car ads 
has long been a matter of contro- 
| versy here and elsewhere through- 
re the country. In recent weeks 
a concerted effort by dealers, 
|sparked by the National Automo- 
bile Dealers Assn., has resulted in 
a number of changes; dealers now 
report local rates in Cincinnati, 
Dayton, Grand Rapids, Miami, 
Rochester, Richmond, Roanoke, 
| Hartford, Louisville, Reno, Chat- 
|tanooga, Cheyenne, South Bend, 
|Corpus Christi and Charleston, 


any 


Bolin, who was named director of advertising, a new position, two) W. Va. 


Washington newspapers speci- 
fied that the local rate is to be 
javailable only on ads placed by 
| the dealer under his own signature, 
| and paid for entirely by the dealer, 
| without factory assistance. 


| Dealers were cautioned that 


Principals of the company and location of its offices will be announced | multiple signature ads will con- 


| next week. 
(Additional News Flashes on Page 129) 


| tinue to take the general advertis- 
jing rate. + 
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Reaffirmation Day .. . 


WGN-TV Is First 
Affiliate of Pat 


Weaver's Net 


Other Outlets Still 
Negotiating, But Pat 
Remains Optimistic 


CuHIcaGo, May 28—Although its 
other affiliates, and even the 
York originating outlet, 
swathed in the opaque 
“negotiations,” the first 
Pat Weaver’s Program Service was 


remain 


cloak 


of 


announced today—-WGN-TYV, Chi- 
cago. 

The announcement was made at 
the Drake Hotel, a happy and nos- 
talgic choice, since it was in the 
Drake that WGN first went on the 
air (1923), where it originated the 
old Atwater Kent hours (1929), 
and where the meetings were held 
which resulted in the creation of 
the embryo 16-station Mutua! 
Broadcasting System (1934). 

WGN-TV’s step was hailed by 
Ward L. Quaal, vp and general 
manager, as the beginning of a 
move to put Chicago back on the 


television map. He noted that the 
station will originate a number of 
programs for the new network 
(specifically named: A Saturdays 
night dance show from the Aragon 
Ballroom and a noontime theatri- 
cal). 

“Chicago has the 
how 


talent, know- 
and facilities to produce the 
130) 


(Continued on Page 


Herrero Wins Three 
San Francisco Art 
Directors Awards 


SAN FRANCISCO, May 28—Top 
award winners in the 9th annual 
exhibition of advertising art which 
here May were an- 
nounced at a dinner sponsored by 
the Art Directors & Artists Clubs 
of San Francisco 


opened 


“0 


Lowell Herrero, illustrator and 
designer (Butte, Harrero & Hyde), 
led the list of winners with two 
awards shared by art director Jack 
Allen in the color newspaper ad- 
vertising category and a_ third 
award with artist Bill Hyde for 
outdoor poster design. The winne1 


was an S&W Fine Foods ad (Foote, 
Cone & Belding). Mr. Allen is now 
with Fuller & Smith & Ross. 
The Herrero-Hyde poster, 
California Dairy Industry 


for 
Advisory 


Board, was produced with art di- 
rector John Flack, of Cunningham 
& Walsh. It also won the Foster & 
Kleiser medal for outstanding de- 
sign. 

Marget Larsen took dual honors 
as both artist and art director in 
the retail newspaper advertising 
field and also won the William 
Randolph Hearst-San Francisco 
Examiner award for illustration 


and design created for the Joseph 
Magnin Co. 
In the 
artists Bill Hyde 
took honors, and 15 additional 
awards were given participating 
artists and art directors in various 
other categories, Agencies and cli- 
ents shared in all awards. 


experimental category, 


and Don McKee 


@ The art directors special gold 
medal award, given each year to 
the client which contributed most 
to the development of good design 
in advertising, went to Henry J. 
Kaiser. 

The exhibition, presenting more 
than 200 examples of advertising 
art, illustration, design and photog- 
raphy, will continue on public dis- 
play until June 16. + 
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Chrysler 
“Dial 


This page stressing 
Airtemp’s ’57 slogan, 
springtime anytime,” will 
run in Life (June 24). 


Airtemp Uses Robins 
as Spring Symbol in 


Air Conditioner Push 


May 28—Officials of 
Airtemp are enthusiastic 
new copy theme that is 
across message 
air con- 


DAYTON, 
Chrysler 
about the 
getting 
to prospective 
ditioners. 


concise 
buyers of 


a 


‘New Direct Mail 
Foundation Will 
Promote Medium 


Cuicaco, May 28—The Foun- 
dation for the Advancement of Di- 
{rect Mail Advertising has come 


into being as a medium research | 


and promotion organization serv- 


ing the direct mail advertising in- | 


dustry. 

The foundation is an outgrowth 
of suggestions originally proposed 
last summer by David L. Harring- 
ton, board chairman of Reuben H. 
Donnelley Corp. (AA, Aug. 27). 

Set up primarily for direct 
mail producers and_ suppliers, 
FADMA’s purposes are “to ar- 
range for and conduct surveys .. 
in the field of direct mail 1dver- 
tising to determine objectively its 
potential, characteristics, results 
and benefits as an advertising me- 
dium; 

. a better understanding by the 
public at large of the benefits and 
services of direct mail; 
seminate the findings and results 
of all such research . to users, 
creators, producers, manufactur- 
ers, suppliers, graphic art compa- 
nies and others...” 


The theme of the current ad push | 


is “Dial springtime 
was born in a brainstorming ses- 
sion involving Airtemp officials 
and personnel from Grant Adver- 
tising, Airtemp’s agency. A Grant 
man remarked that he “always felt 
good in spring” and added that he 
regarded spring as the ideal time 
of the year. 

All Airtemp ads this year fea- 
ture a robin and a hand reaching 
out to dial a thermostat. It was ne- 
iry to do an abstract version 
of the thermostat, because Airtemp 


anytime.” It 


CeCsSSé 


makes many different types of 
thermostats. 

8 Airtemp currently is running 
color and b&w pages in Good 


Housekeeping, Life, Nation’s Busi- 
Newsweek and Reader's Di- 


ness, 


yest. Also scheduled are b&w pages | 


in 22 trade publications, Outdoor 
signs in 50 cities are being used. 
Airtemp also is providing dis- 
tributors with newspaper mats, tel- 
evision spots, radio scripts and di- 
rect mail pieces. The consumer 
drive will run through September. 
The account handled by 
Grant's Chicago office. 


iS 


oe 


‘Ohio Boating’ Bows 

Ohio Boating, 4175 N. High St., 
Columbus, O., made its newsstand 
|debut on May 23. The 


|rate for the monthly, which is pub- 


lished by Professional Publications, 
is $180. 


Columbus, 


Rand 


ON THE OTHER HAND—Jurors here study entries in the 
Ninth Annual Exhibition of Advertising Art in San 


Francisco. They are Ted Rand, ill 
arts painter, Seattle; S. I. Hayak 


author and member of the faculty, San Francisco 


b&w page 


Hayakawa 


® Precluding any lobbying activ- 
ity, the FADMA constitution says: 
The foundation shall not en- 
gage, nor shall any of its funds, 
property or income be used, in 
carrying on propaganda or other- 
wise attempting to influence leg- 
islation.” 

Expectations are that FADMA’s 
membership will overlap with the 
Direct Mail Advertising Assn., but 
FADMA will be a producer and 
supplier-oriented group while the 
DMAA is primarily user-oriented. 
Another 


is for direct mail producers only. 

Members of both the DMAA 
and MASA were instrumental in 
organizing the new FADMA group 
| but the new foundation will re- 
ceive no financial aid from either 
group. 

FADMA operation will formally 
begin within 60 days when the 
incorporators meet to elect the 
first 12-man board of directors. It 
will probably be about a year, 
however, before the foundation's 
research and industry pr work are 
in full swing, according to Mr. Har- 
rington, who is one of the incor- 
porators. 

Present FADMA headquarters | 
are in the Donnelley offices, 2500 
Prudential Plaza, Chicago, but ac- 
cording to Mr. Harrington, per- 
manent headquarters probably 
wili be established later in New 
'York. # 


F 


Ludekens 
State College; 


oe te 


Rappaport 


ustrator and fine 
awa, semanticist, 


to encourage and promote | 


to dis-| 


organization in the field, | 
the Mail Advertising Service Assn., 


THEY'RE ALONE 


| = 
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| DRIVER DRIVE—Ethyl Corp. makes its 

first direct appeal to the woman 

driver in this ad appearing in the 
June McCall’s. 


Ethyl Corp. Aims 
Magazine Campaign 


‘at Women Drivers 


New York, May 28—“Anywhere 
they go, the ladies know they have 
a friend just down the road—the 

j}man in the service station,” runs 
| Ethyl Corp.’s first ad appealing to 
its wife-mother-chauffeur  cus- 
tomers. Heretofore Ethyl’s adver- 
tising has been planned primarily 


to appeal to the family unit or to! 


men alone. 

The ad, which spotlights the role 
of the service station man in aiding 
the motoring public, appears in the 
June McCall’s. It is part of a new 
series devoted exclusively to boost- 
ing the service station man as a 
dependable citizen, a conscientious 
worker and a substantial contrib- 
utor to his community. 

Other ads in the series are sched- 
uled for American Legion, Life, 
The Saturday Evening Post, Sunset 
Magazine and Time. Young & Ru- 
bicam is the agency. + 
Copy Club to Hear Panel 

A panel of advertising execu- 
tives will address the Chicago 


Copywriters Club on “What Every | 


Copywriter Should Know” at a 
dinner meeting June 4 at the 
Builders’ Club. The moderator, 
James Woolf, ADVERTISING AGE col- 
umnist, will ask the panel members 
such questions as: When should a 
copywriter change jobs? Should 
| the writer be present when his 
copy is presented to the client? 
What should copywriters do 
;make themselves more valuable to 
their agency? 
|clude Leo Burnett, Fairfax Cone, 
Melvin Brorby, Edward H. Weiss 
'and Richard Schlesinger. 


eee 


ee ae 


Gould 


George Rappaport, president of the 
Los Angeles Art Directors Club and art director of 
Calkins & Holden; Fred Ludekens, vp, Foote, Cone & 

Belding, Chicago, and Jerome Gould, Gould & As- | formerly was with WWLP, Sprips- 
sociates, advertising designers, Los Angeles. 


to} 


The panel will in-| 


Advertising Age, June 3, 1957 


Arthur Murray 
Loses Faith in Ads 
When Trendex Drops 


New York, May 28—This is a 
| tale of disillusionment. 
| Arthur Murray spent $12,500 last 
week advertising his May 21 night 
NBC telecast in seven New York 
newspapers. The advertising and 
guest stars—Judy Holliday, Bert 
Lahr, Pearl Bailey, Melvyn Doug- 
las and Gypsy Rose Lee—didn’t 
boost Mr. Murray’s ratings. 

Result: his Trendex rating 
drooped from 10.4 in the previous 
week to 9.8. 

“Cheyenne” pulled an 18.5 Tren- 
dex rating and Phil Silvers a 13.4 
on May 21, against Mr. Murray’s 


= | 9.8. The previous week, when Mr. 


Murray’s rating was 10.4, Phil Sil- 
vers captured the lion’s share of 
the audience, according to Trendex, 
with an 18.3. “Conflict,” which al- 
ternates with “Cheyenne” on ABC- 
TV, scored a 12.7 on that evening. 

This to Mr. Murray was the final 
blow. It proves, he indicates, that 
“you can’t get people away from 
a show they are devoted to,” “Phil 
Silvers” [CBS-TV] and “Chey- 
enne” [ABC-TV], by loading a 
| show with guest stars and by news- 
| paper promotion. 


s Mr. Murray feels that the ad- 
vertising-guest star combination 
could work out all right if his com- 
petition was another variety show, 
but it just won't work against com- 
petition of the comedy or dramatic 
|variety which have long-estab- 
lished audiences. 

Mr. Murray says that he ran the 
heavy New York advertising cam- 
paign to prove a point to sponsors 

(Continued on Page 127) 


Higher Assessment 
May Be Sought for 
Washington Apples 


WENATCHEE, WASH., May 28- 
|Growers of Washington apples 
may be asked to boost their assess- 
|ment for advertising and promo- 
| tion from 4¢ to a record 5¢ per box 
of apples. 

The extra 1¢ a box would raise 
an estimated $225,000 and would 
put total funds of the Washington 
State Apple Commission close to 
$1,000,000 a year. 
| The request for additional pro- 
motion was made by several grow- 
er groups at the commission’s May 
| meeting. The decision will be made 
‘at the mid-June meeting of the 
commission in Yakima, said Otto 
Ross, chairman. If the increase is 
approved by the commission, the 
matter will then go to growers on 
a referendum vote. 

Four major points figured in th: 
| commission’s discussion of a higher 
levy, Mr. Ross said: 
| 


| 


ie Competing apple regions ar 
| steadily strengthening and expand- 
ling their marketing programs and 


| | broadening their distribution area 


e Predictions now indicate a large 
crop next year both for the nation 
as a whole and for Washington, 
which produces about one-third of 
|the nation’s apples. 


|e Cost of advertising space an : 
| time has continued to rise. 


|e After last year’s short crop in 
| Washington, a program heavier 
|than usual will be needed to re- 
build markets for the state’s apples. 


| Apple Commission advertising is 
handled by Cole & Weber, Seattle 


Houck Names Holmes TV Head 
Robert G. Holmes has be” 
named director of the radio a&/ 


Co. Advertising, Roanoke, Va. 


| field, Mass. 


television department of Houck 
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' president, 
' Canteen Corp., treasurer. Robert S. 


. Philip Morris Inc., was reelected 


Advertising Age, June 3, 1957 


Artin Ads Has 
Lost Touch with 
Reality: Dorne 


Artist Says Pictures | 
Are Being Gimmicked to 
Death to Be Different 


New York, May 28—Albert) 
Dorne charged today that much | 
of today’s advertising art has lost| 
“touch with reality.” 

Organizer of the Famous porn 
School and for many years one of 
the top-money commercial illus- 
trators, Mr. Dorne said, “Pictures 
are being designed and gimmicked 
to death in an effort to make them 
different.” 

Mr. Dorne, who spoke at the 
1957 Visual Communications Con- 
ference sponsored by the Art Di- 
rectors Club of New York, allowed 
that contemporary editorial and 
advertising art has “reached a 
point of excellence and good taste.” 
But, he added, “Like all good 
things, it is sometimes carried too 
far—in this case to a point where 
it has affected the meaning of pic- 
tures.” 

Mr. Dorne cited two examples to 
prove his point. 

He said that he admired the 
Hathaway eyepatch approach, but 
“Most of you remember the imita- 
tions—a dame in a postured atti- 
tude holding a big cigar. I doubt 
if any women or men identified 

(Continued on Page 127) 


Butter Makers Take 
to Coupons, Like 
That Other Spread 


New YorK, May 28—Mass cou- 
poning in the butter field, a type 
of promotion previously almost ex- 
clusively a margarine technique, 
has been uncovered in the nation’s 
supermarkets, according to the cur- 
rent issue of Food Topics. 

The magazine, in the first pub- 
lication of what will hereafter be | 
a monthly feature, reports mass 
couponing drives in Chicago in- 
volving Meadowgold and Land-O- | 
Lakes butters. | 


® The same report also notes that 
three cleansers—Procter & Gam- 
ble’s Comet, B. T. Babbitt’s Jet Bon 
Ami and Lever Bros.’ Dove—are 
among new items currently in 
great demand on _ supermarket 
shelves. All three products are in 
the midst of major advertising and 
promotion drives. Reporting on 
“top-selling supermarket promo- 
tions,” the magazine found Comet} 
mentioned in 16 out of 21 basic | 
market areas studied, Jet Bon Ami | 
in 13 and Dove in 9. 

The monthly feature will also be 
published in Food Field Reporter. 
Besides new product information, | 
the report also will cover deals, 
couponing, premiums, contests, | 
displays and other manufacturer | 
activities. At present, it is based | 
on replies from 1,000 to 1,500 oper- | 
ators across the country. + 


N.Y. Sales Execs Elect 

John W. Hubbell, vp in charge 
of merchandising and advertising, | 
Simmons Co., has been elected | 
president of the Sales Executives 
Club of New York. Other officers 
elected are Philip J. Kelly, vp, 
marketing, Calvert Distillers Corp., 
lst vp; Joseph D. Ardleigh, exec 


. vp, Research Institute of America 


Inc., 2nd vp, and John T. Collins, | 
New York Automatic 


Larkin, director of sales promotion, 


secretary. 


jall 


aT 


BREWER’S HELPERS—Three St. Bernard dogs, equipped with miniature 
kegs of “new” Fort Pitt beer hanging from their necks, take a walk 
in downtown Pittsburgh, accompanied by three models. 


Fort Pitt Beer Push | 
Taps Sultry Models, 
Shaggy St. Bernards | 


PITTsBuRGH, May 28—There are a 
lot of new things around the Fort | 
Pitt Brewing Co. these days. 

As of May 1, Fort Pitt’s new 
agency is Dubin, Feldman & Kahn, | 
which replaced Batten, Barton, | 
Durstine & Osborn. BBDO had| 
handled the account for 18 years. 

Fort Pitt currently is conducting 


ja new, offbeat advertising cam- | 
| paign to push its beer. Coquettish | 


models, teasing copy and live St. | 
Bernard dogs, fully equipped with | 
miniature kegs of the beer, are fea- | 
tured attractions. 


® The push opened earlier this 
month with the theme, “Have you 
tried it lately?” The brewer is run- 
ning 20,000 lines of space in area 
newspapers this month with a sim- 
ilar amount of space slated for 
June. In all, the brewer will run 
about 125,000 lines of newspaper 
space during the spring and sum-, 


mer months. 


Outdoor signs and radio spots are | 


being employed to supplement the 
newspaper ads. On the outdoor 
signs, a teaser was used first. Half 
of the ad was posted—a model 
asking, “Have you tried it lately?” 
A week later, the bottom half of 
the poster sheet, the “new Fort 
Pitt” identification was added. 
(See Page 122.) 

The radio commercials feature a 
sultry feminine voice which asked, 
“Hello, darling, have you tried it 
lately? It’s wonderful.” The same 
model and message are featured in 
both the newspaper and outdoor 
ads. In June, the campaign 
switches to “I’ve tried it—it’s won- 
derful” in all media, featuring a 


| different, though similarly sultry, 


model. 


A team of three champion St. | 


Bernards, squired by three pretty 
models, currently is touring down- 
town Pittsburgh, steel mills, fac- 
tories, public assemblies and sport- 
ing events. The dogs wear “Have 
you tried it lately?” blankets, and 
the models sport “New Fort Pitt” 
banners. # 


Weigh Qualitative as Well as Quantitative 


Des Mornes, May 28—Asserting 
that buyers of national advertising 
are being “swamped by the num- 
bers racket,” Arthur A. Porter, 
vp and media director of J. Walter 
Thompson Co., today called for 
throwing “the same degree of in- 
genuity and enthusiasm into meas- 
uring qualitative impact values of 
media that we have devoted up to 
now to measuring quantitative cir- 
culation values.” 

In a speech before the Advertis- 
ing Club of Des Moines Mr. Porter 
declared that television, newspa- 
pers, magazines and other media 
“beg the question” when it 
comes to measuring “the degree to 
which different forms of media 
help to penetrate the consciousness 
of people.” 

“All of them,” 


he “sell 


said, 


Effect of Media, ]WT’s Porter Tells Admen 


quantitatively, claiming large cir- 
culation values per dollar of ex- 
penditure, and all of them sell 
qualitatively, too, stressing the 
intangible values of their medium 
which make it particularly attrac- 
tive to the advertiser.” 

But, he added, “what we are 
really asking ourselves is what 
these values are worth in the de- 
gree of consumer excitement they 
create and how we compare one 
set of intangibles with another.” 

Mr. Porter, who said he has no 
intention of downgrading numeri- 
cal information about media, told 
his audience that the basic job of 
agencies is “to build a certain kind 
of position in the public mind for 
the product our client is selling.” 

s “In our business,” 


he went on, 


| “we're selling images in the mar- 


| 
| 
WILLIAM S. MORGAN JR., formerly vp. 


of McLendon Corp. and general 
manager of the McLendon station, 
KLIF, Dallas, has been named to! 


programming for ABC Radio. | 


ketplace of minds. Our feedbag is 
memory. Our products are not just 
‘impulses’ but rather reflections 
and responses. Our business is the 
automation of the consumers’ at- 
tention and checkbook toward our 
brand because of its familiarity and 


acceptance. Before we command a) 


share of market, we have to de- 
velop a share of mind—a head 
nod for our brand, based on in- 
formation about it and a prefer- 
ence that sets it apart from its 
competitors.” 

Mr. Porter said it would be im- 


portant to discover, for example, | 


“the real difference in the kind of 
depth of impression that is made 
on the consumer mind with a min- 


| ute commercial on ‘Father Knows 


Best’ versus a page in Life versus 


a 1,500-line ad in the Morning 


|the new post of vp in charge of Register versus a broad program of 


(Continued on Page 127) 


Official Films, TPA, Entertainment 
Productions Will Give Data to FCC 


Examiner Recommends 
Court Move Against 
_ 4 Other TV Packagers 


WASHINGTON, May 28—Three of 
the seven ty program producers 
who have defied subpoenas of the 
Federal Communications Commis- 
sion promised this week to pro- 
vide information sought by 


Appliance Dealer 
Uses Outdoor Ad 
for Product Display 


New York, May 28—Never neg- 
lect the obvious. 
Stanley Fried, advertising and 


sales promotion manager of the| 


L&P Electric Co., distributor of air 
lconditioners for Fedders-Quigan 
| Corp., by following that philosophy 
has developed an outdoor sign 
quite different from the run of the 
mill. 

Here’s how it came about: 

“While driving past the apart- 
ment house at 1738 University 
Ave., in the Bronx,” he says, “I 
happened to notice General Out- 
| door Advertising Co.’s space on the 
wall was whited out. 

“The thought popped into my 
mind that I might be able to use 
this wall advantageously if I could 


BUILT-IN PRODUCT 


L&P Electric Co., 
New York electrical appliance dis- 


tributor, used the window in an 

outdoor ad space to install a Fed- 

ders air conditioner and built this 

sign around it. Shown with L&P’s 

Stanley Fried (right) is Robert 

Turnbull of General Outdoor Ad- 
vertising Co. 


put a unit in the window and work 
up copy around it. 

“The accompanying picture 
the final result of this idea. 


is 


s “We gave the tenant who occu- 
pies the apartment an air condi- 
tioner free of charge in considera- 
tion for the copy that we used on 
the wall. The sign has created 
quite a bit of comment around the 


area. As a result, I hope to be able} 


to use similar signs in other places 
around town. 

“Incidentally, 
was delighted to see someone take 
advantage of a window in the mid- 
dle of the wall, which is usually 
a detriment in selling the wall 
space.” # 


‘Roanoke Times’ Offers Color 

The Roanoke 
News is now offering color—the 
first color since a red headline 
was used when armistice was de- 
clared in 1918, the newspaper said. 
Color is currently being offered 
on a limited basis but the newspa- 
per expects to put a more flexible 
set up into effect by about July 1. 


General Outdoor | 


Times & World| 


the commission’s network study 
group, but four others continued 
|to hold out despite threats of court 
| action. 

After initially refusing to pro- 
\vide detailed information about 
product costs and sales prices of 
their properties, three of the 
companies—Entertainment Pro- 
iductions, Official Films and 
| Television Programs of America— 
appeared before FCC's chief hear- 
|ing examiner, James D. Cunning- 
|ham, in New York yesterday and 
/announced they intend to meet 
ithe commission’s demands (AA, 
| May 27). 
| When the four other holdouts— 
|MCA-TV, Review Productions, 
| Ziv Television Programs, and 
Screen Gems—failed to comply, 
Mr. Cunningham todey filed a re- 
|port with the commission recom- 
|mending immediate court  pro- 
|ceedings against the companies 
| and their officers. 

The four non-complying produc- 
ers were represented yesterday 
| only by their attorneys, who ap- 
|peared in order to contest FCC’s 
jurisdiction. Their presence, in the 
| view of FCC, did not constitute an 
appearance in response to the com- 
mission’s subpoenas. 


|# The controversy between the 
program producers and the com- 
mission developed as a result of a 
|complex questionnaire circulated 
| by the commission’s network 
|study group. The producers con- 
|tend the commission lacks author- 
ity to require submission of their 
| business secrets. 

After initial arguments by the 
seven at a hearing in New York 
early this month, Mr. Cunning- 

(Continued on Page 94) 


Bank Ad Budgets Up 
(3.3% in 1957, Says 
Analysis by FPRA 


Cuicaco, May 28—Commercial 
|banks in 1957 will spend 3.3% 
more on advertising than they did 
in 1956, most of the gains coming 
from banks with deposits of more 
than $50,000,000, according to the 
| Financial Public Relations Assn. 

In an analysis of commercial 
bank advertising expenditures just 
published by FPRA, Joseph T. 
Donovan, vp of Rockland-Atlas 
National Bank, Boston, reports that 
banks with $50,000,000-plus in de- 
posits are increasing their 1957 ad 
budgets an average of about 5 
over 1956, while the less than 
$50,000,000 banks will spend about 
1.8% more. 

The analysis data were assem- 
bled from 365 commercial banks 
whose total 1956 advertising ex- 
penditure is estimated at $21,180,- 
000—roughly 25% of the aggregate 
ad spending in '56 of all banks, 
which the American Bankers Assn. 
estimates was $82,000,000. 


907 
2% 


® Institutional advertising will 
continue to claim the largest single 
portion of total bank ad spending, 
| 25.1%, according to reported 1957 
ad plans. Savings accounts will be 
next with 16.8%, closely followed 
by instalment loans with 15.1%. 
Commercial checking accounts, 
trust services and special checking 
accounts follow with 7.8%, 6.7% 
and 5.8% in that order. 
| The media-use picture will re- 
main roughly unchanged from 
1956, though newspapers, the most 
popular medium, are expected to 
increase their claim on the bank 
ad dollar, going from 26.5% in 
1956 to 28.5% in 1957, the report 
| Shows. Tv is expected to be the 
| second medium in 1957, with 9.8%, 
1 (Continued on Page 130) 
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All Customers Must 
Be Told of Co-op 
Setup, FTC Decides 


eral Trade Commission held to- 
day that suppliers must inform 
customers of their cooperative ad- 
vertising plans even though the 
customer may not be in a position 
to participate. 

In an opinion by Commissioner 
Edward T. Tait, the commission | 
said Chestnut Farms-Chevy Chase 
Dairy Co., Washington, violated 
co-op promotion restrictions of the 
Robinson-Patman Act by failing 
to let all of its customers know 
the terms on which promotion as- 
sistance was available. 

The commission found the dairy 
paid promotion allowances to 517 
of the 1,582 retail outlets handling 
its products in 1954 and early 
1955. But the 517 stores repre- 
sented only 23 customers—some 
operating chains. 


The commission found a lack of | advertising allowances, 


jany 


plan or policy in arranging 
allowances even among the 
customers who received them. As 
an example, it found an arrange- 


|ment with Giant Food Shopping 


| Center, 
WASHINGTON, May 28—The Fed- | condition that the 


providing $1,000 on the 
allowance did 
not replace any other existing ar- 
rangement. 

“Clearly,” FTC said, “it was an| 
arrangement negotiated with the 
customer on the customer’s 
terms.” 


® In response to the company’s 
argument that it was not obli- 
gated to offer affirmatively ad- 
vertising allowances to all cus- 
tomers, Commissioner Tait wrote: 
“An allowance cannot be deemed 
available to a reseller when a sell- 
er fails to inform or otherwise | 
offer the promotional allowances | 
to a customer while granting such 
payments to his rival.” 

As to the argument that most 
of its customers are not interested 
in advertising, he ruled: 


23 | 


“When a to publications, 


|must be _ affirmatively eth | 
known to every customer. Wheth- | 
jer or not a customer participates | 
itherein is a decision for the cus- 
tomer. The customer obviously 
must know the specific terms of a 
|plan before he can determine 
whether he - interested in par- 
| ticipating.” 


Remington Rand Demonstrates 
_Accounting to Ad Execs 

| Ira Rubel Inc., Chicago certi- 
|fied public accountant, and Rem- 
ington Rand division of Sperry 
| Rand Corp., are demonstrating to 
advertising agency executives 
Remington Rand’s punched card 
jaccounting methods at meetings 
\in New York and Chicago. Four 
| meetings were held in New York 
on May 27 and 28; two will be 
held in Chicago on June 5. 

The demonstrations cover the 
use of Remington Rand equip- 
ment in the preparation of esti- 
mates, insertion orders, payments 
client invoices, 


seller determines upon a plan of|checks to vendors and cost ac- 


the 


plan | counting reports. 
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.. . and there's PLENTY of WATER in TULSA! 


Pictured here are the two huge 
lakes that keep Tulsa supplied 
Upper and Lower 
There is enough 
in these 
right now to take care of a 
city more than twice the size 
With plenty of 
water, Tulsa’s Magic Empire 
is one of the fastest-growing 


with water. 
Spavinaw. 
water stored 


of Tulsa. 


lakes 


west. 


Tribune 
families in 


*9/30/56 ABC Publisher's Statement 


REPRESENTED NATIONALLY 


=e 


) ruse 


BY 


areas in the southwest. 

With an effective buying in- 
come of $528 million, metro- 
politan Tulsa’s 321,241 resi- 
dents are one of the highest 
group of buyers in the South- 
Your advertising in the 
Tulsa World and the Tulsa 
reaches 


169,185* 
the area every day. 


Gribune 


@ THE BRANHAM CO. — 


OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. 
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Highlights of This Week's Issue 


Lowell Herrero wins three San Francisco 
Art Directors awards .............006« Page 2 


| Ethyl Corp. tailors new magazine promo- 
tion to women drivers ...............Page 2 


Robins are the symbol of spring in Air- 
temp’s air conditioner ads Page 2 


Foundation for the Advancement of Di- 
rect Mail Advertising will research, 
promote the medium 


WGN-TV signs as first affiliate of Pat 
Weaver's new network .... 


Arthur Murray loses faith in advertising 
when Trendex rating drops Page 2 


ED Ge encttctctmniginintall Page 3) 


Bank ad budgets will rise 3.3% in 1957, 
financial pr group says 


JWT's Porter tells admen qualitative as 
well as quantitative measure of media's 
effect is needed 


to FCC; four others face court proceed- 
ings Page 3) 


Air conditioner dealer finds novel use for 
outdoor sign with window in it ... Page 3 


Trading stamps do not raise food prices, 


Five food companies, ADA set June dairy 
month ad program ; Page 18 


Sterling Radio Network formed to pro- 
vide stations live radio sports broad- 
casts Page 18 

Don't tamper with editorial columns or 


you tamper with reader confidence, 
space salesmen are told Page 20 


| 

M. J. Kleinfeld, new chairman of board of 
| Heineman, Kleinfeld, Shaw & Joseph, 
overcame handicaps, is untraditional, 
| frank Page 22 


| Heritage Club steers its book ads away 
from ‘ponderous, lumbering” 


proach Page 24 


| 


| 


Butter makers, like their margarine com-_ 
petitors, are eee | to coupons, Food | 


Page 3 | 
Three ty film packagers agree to give data | 


Sweetheart soap will promote 
wrapper in ad promotion 


its new 
Demand fer liquor will rise in 1957, 1958, 
liquor wholesalers’ group is told Page 32 


Bernard B. Schnitzer Inc., San Francisco, 
finds its own ads on KDFC, fm outlet, 
work; signs for second year ........Page 3% 


Jersey Standard will spend about $41,- 
000,000 in advertising in 19957 .......... Page 93 


Chicago Federated Advertising Club 
gives 71 first awards in its annual com- 
a Page 94 

Spot tv expenditures are reported by 


product classification for the {first 
quarter of 1957 .... Page 94 


Standard-Vacuum, American company 
which operates exclusively overseas, 


holds sales conference in 
ee CU 

| Israel inaugurates radio advertising 
over BBC-modeled BBC-type opera- 
nn Page 98 
Britain finds itself suddenly inundated 
by new brands ..............000000 Page 102 


| 


| 


economist’s study finds Page 6 
Rolit deodorant ads push bargain—you 
get more deodorant for your mon- 
ey Page 6 
FTC says Bantam Books doesn’t use| 
big enough “abridged” on its re- 
prints . Page 16 


Frank Luther Mott says magazines mirror 
their times in fourth volume of his 
history of magazines .................. Page 104 


Independent Television Authority, Brit- 
ish watchdog of commercial tv, bans 
ad series on free — as ‘‘too 


slanted” ..Page 100 


Product literature improves, jurors agree 
in awarding literature aimed at archi- 
tects . Page 108 


Listerine’s classic 
Never a Bride” 
year. 


REGULAR FEATURES 


“Often a Bridesmaid— 
slogan starts its 33rd 
; Page 110 


Advertising Market Place ...........0.0....% 126 
| Creative Man's Corner .......0.....cccccceccnceeenee 118 
Editorials ; saiansieabasinmenneces . 2 
Farm Publications Linage . . 108 
Getting Personal ae . 16 
Obituaries 8, 95 
Photographic Review ... 182 
Rough Proofs 12 
This Week in Washington “4 
Voice of the Advertiser 120 
What They're Saying 12 
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You Ought to Know 


is the size we use for the 


Growing Greensboro Market!" 


Crunch your way through North Carolina’s most tasty market by 
using The Greensboro News and Record. This rich, diversified 
12-county ABC Retail Trading Area has one-sixth of the state’s 
population and accounts for one-fifth of the $3 billion annual retail 


«GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
| @@eeoe7eesweensnseeeeeeeeeeeeee @ 


sales. You can reach them through this dominating medium. Over 
| 100,000 circulation daily—over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 
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The CHALLENGE 4 PARENTHOOD 


PARENTS’ MAGAZINE . . . 1932 
Fe ee eee 6 years 


Parents’ Magazine 
honors 


Ed Fryk 


on his 25" anniversary 
with the 
organization 


Oe dewexscer much younger 
Weight ....... much lighter 
BD seisensacrd space sales 
\¥ | 

| 

a 


ee 
S 4 ! 


PARENTS’ MAGAZINE . . . 1957 
. PPE ree 31 years 
Circulation ..... . . 1,700,000 
Ad Revenue ..... $6,000,000 


a 25 years older 
ME cake» sees a bit more 
Job ... .Midwest Ad Manager 


Nias changes have been wrought since Ed Fryk joined Parents’ Magazine. Changes not 


only in Ed, but in PARENTS’, too! Ed has become a widely known, well-liked personality 
throughout the west. Successful, too. And PARENTS’ has become a BIG 
magazine... reaching the biggest concentration of biggest-buying families with children in America. 
We're proud of the job that Ed has done, Proud of the job we are doing. And looking 
ahead to the next quarter century—knowing that the spurt in families with children has 


really just begun. You'll be hearing a lot more 


PARENTS' MAGAZINE'S 
CIRCULATION GUARANTEE 


about both of us in the years ahead. 


. 


MONTHLY READERSHIP 
5,700,000 


(Readership study on request) 


* 
or 


PARENTS’ MAGAZINE = 52 Vanderbilt Ave., N.Y. 17; 6 N. Michigan Ave., Chi. 2 
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Rolit Deodorant 
Ads Stress Price 
Edge, Packaging 


New York, May 29—Lehn &| 
Fink Products Corp. becomes the 
newest major entry in the roll-on 
deodorant derby, when it intro- 
duces Etiquet Rolit next month. 

Priced at 69¢ for 1% oz., Rolit 
will have a competitive edge over 
roll-on deodorants such as Ban and 
Fresh, selling around $1 an ounce, | 
and Arrid, also 69¢, but half an 
ounce less than Rolit. 

Trade advertising breaks June 
1, and a one-column consumer in- 
troductory ad is scheduled for| 
Life, June 24, based on a “Roll | 
away perspiration worries” theme 
30-second spot radio jingles will} 
run in selected key markets, and 
dealer tie-ins will include news- 
papers, radio and television. Mc- | 
Cann-Erickson is the agency. 

Rolit is touted as the “first roll- 


| package will be emphasized in the 


company’s dealer promotions. # 


Miles Labs Files Suit Against 
Republic Drug Co. of Buffalo 

A trademark infringement and 
unfair competition suit was filed 
May 27 in federal court against 
Republic Drug Co. of Buffalo by 
Miles Laboratories, Elkhart, Ind. 

Miles, manufacturer of “One a 
Day” vitamin capsules, charged the 
Buffalo company with infringe- 
ment in using the “one a day” 
phrase on its cold and anti-hista- 
mine tablets. 

The plaintiff demanded the Buf- 
falo company be ordered to stop 
using “One a Day.” It also asked 


ROLL-ON DEODORANT—Designed by | an accounting be made and all 
Alan Berni & Associates, Lehn &| profits earned by use of the trade- 


'| Fink’s new Etiquet Rolit is self-|mark be paid to Miles Laboratories. 
locked in a pilfer-proof display | 


pack. Packaging will be heavily Larrabee Adds Arosa Line 


emphasized in dealer promotion. 


penser, 


self-locked 


Larrabee Associates, Washing- 
ton, has been appointed to handle 


pilfer- | promotion and public relations for | 


Stamps Don't 
Boost Prices, 


Economists Find 


Retailer Can’t Recoup 
Cost by Raising Prices, 
Indiana U. Study Warns 


BLOOMINGTON, IND., May 28—A 
new study of the effect of trading 
stamps on food prices finds that 
trading stamps generally do not 
raise food prices. “Rather,” the re- 
port says, “the divergence of food 


prices between stamp and non-| 


stamp cities has narrowed.” 
That conclusion is presented in 
a new study, “Trading Stamp Prac- 
tice & Pricing Policy,” by Albert} 
Haring and Wallace O. Yoder of | 
the marketing department, school | 


on lotion deodorant to appear in proof outer display pack.” Designed | the Arosa Line’s Caribbean cruis- | of business, Indiana University. 


non-breakable polyethylene dis- 


by 


Alan Berni 


& Associates, the) es. 
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Using data supplied by the Bu- 


NEERS 
Ress nceos nant rt 


ENGINEER 
TV Deflection Yoke 
Tooling Engineer 


YOU 


have the engineering ability] Sa 


W E EXPERIENCED 


future ELECTRONICS 
jet engine ! ) kt ENGINEERS 


ARE You READY 
ENGINEER IN THE 


Engineers ; BIG LEAGUE? 


Uneers_y) TRANSFORMER 


ENGINEERS and PHYSICISTS for — 
RESEARCH and DEVELOPMENT 


ae rece valve 
oo: 2 for a 
eNOWEERS => engineers 


| CHIEF MECHANICAL 
_ ENGINEER 


gerne. OT ENGINEERING po mr 
PRODUCTION ENGINEER SITIONS ATR RCA 


PROJECT ENGIN ENGINEER 
 TEIMEERS | ysis ENGNEER | 


| x 
Groat pee ewownech MISSILE Method, 
ee TEST ENGINEERS 9 
ENGINEERS _ 


Welding Engineers a Sy 


Engineers are changing your product news and information 
markets ... new and old! publishing ... 4,267 in ’33... 26,216 
Your NEW markets are shaped engineers who now request IEN. 
by engineers. IEN controlled circulation, in 24 
Thousands of new products require years has gone from 30,370 to 

more thousands of engineers. . . 67,402 .. . total present 
witness the ENGINEERS WANTED distribution 75,500. 
ads above, just a few from one But it’s 
issue of a single newspaper. not HOW many but WHO many 
Engineers need that counts. 
Industrial Equipment News Product selectors in all 452 
increasingly to keep pace with industries ask for, read and use 
what’s new and better in IEN every month. 
industrial products. Do you? 
This increased use of IEN by Details? Send for Complete Media 
engineers is reflected in a gain Data file and booklet: 
of 514% sinee we originated “Your Markets are Changing.” 


St ee 


Beenere 
News 


Thomas Publishing Company : 
PRODUCT INFORMATION HEADQUARTERS 


You want ’em? 
We got ’em... 
26,216 of ’*em 
to be exact. 


SR tess 


461 Eighth Avenve, New York 1, N. Y. 


Wilander. 


Advertising Age, June 3, 1957 


,reau of Labor Statistics, which 


'collects cost of living prices on a 
| monthly basis to formulate its con- 
|sumer price index, the study com- 
| pares retail food prices in 20 large 
| cities representing, with their met- 
ropolitan areas, about 30% of the 
population of the U. S. 

By September, 1956, trading 
stamps were being used in a sig- 
nificant number of food stores in 
15 of these cities. They had not 
become important in five: Chicago, 
Los Angeles, San Francisco, Se- 
attle and Washington, D. C. 


8 Food price indexes for each of 
the 20 cities were converted to a 
January, 1950, base, since trading 
stamps were not widely used by 
|major food stores before 1950. The 
food price index for each of the 
| strong stamp cities was compared 
with the index of the city in its 
| region where stamps were reported 
| insignificant. This was done month 
iby month from January, 1950, 
through December, 1956, by divid- 
|ing the index for each city in the 
|geographical area by the index 
|for the control or non-stamp city 
‘in that area. 
Here are the conclusions: 


e “On a city-by-city basis, com- 
paring the food price index of a 
stamp city with a control or rela- 
tively stamp-free city, there is no 
evidence that the introduction of 
trading stamps into a market had 
an identifiable influence forcing 
the price index of the stamp city 
above that of the control city.” 


e “The average food price indexes 
for stamp-dominated cities in 
roughly similar geographic areas 
do not show a pattern of variation 
sufficiently different from that of 
the control—or non-stamp—city in 
each area to warrant any inference 
that the introduction of trading 
stamps exerted any dominant in- 
fluence on food price movements.” 


e “The average of food price in- 
dexes for 15 large cities where 
stamps are important in the food 
business shows a pattern of vari- 
ation comparable to that of the 
average of the indexes for five 
large cities in which trading stamps 
were not a factor in retail food dis- 
tribution in September, 1956. 
“Since July, 1952, which is earli- 
er than stamps appeared in most 
of the markets, the trend has been 
opposed to the hypothesis that 
stamps bring about an upward 
divergence of food prices in the 
communities in which stamps are 
widely introduced into food stores. 
Rather, the divergence of food 
prices between stamp and non- 
stamp cities has narrowed.” 


e “The general conclusion must be 
that this method of analysis does 
not support the hypothesis that 
trading stamps raise food prices.” 


e “From the viewpoint of the food 
retailer, this analysis strongly in- 
dicates that if he uses or is plan- 
ning to use trading stamps, he will 
be unable to recoup their cost from 
increased prices. Rather, the stamp 
retailer must rely on increased vol- 
ume or decreased costs to make 
trading stamps a sound venture for 
his business.” + 


Green Giant Up, Net Off 

Green Giant Co., Le Sueur, 
Minn., reports sales for the fiscal 
| year ended March 31 of $55,464,782, 
compared with $53,605,398 in the 
preceding year. Net earnings were 
$1,267,044, or $2.70 a share of com- 
mon stock, compared with $1,863,- 
637, or $4.06 a share the year be- 
fore. 


Peltier Succeeds Sammons 

Noel C. Peltier, assistant man- 
ager of the merchandising de- 
partment of Armour & Co., has 
been named manager of the de- 
partment, succeeding N. F. Sam- 
|mons, who has retired. Mr. Sam- 
j;mons had been with Armour 30 
| years. 
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Can you bu 


word-of-mouth 
advertising? 


be aes 2 
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The Saturday Evening 


OST 


A CURTIS MAGAZINE 


, 


It’s hard to think of a really big advertising success where word-of-mouth 
hasn’t played a major part. But, to date, starting this chain reaction of 
selling has been a hit-or-miss proposition. 


Now, Alfred Politz has revealed just how and where this word-of- 
mouth selling starts. In a study of The Saturday Evening Post’s impact 
on its readers, he has shown that 8 out of 10 Post readers recommend 
or talk about things they’ve seen in the Post. 


Post readers offer a mass market of gregarious, articulate, INFLUENTIAL 
people. They're receptive to ideas. They like and respond to the ads they 
see in the Post. They present the one big opportunity for word-of-mouth 
advertising that has yet been discovered. Sell them through the Post. 
They tell their friends and neighbors! 


¥ 


~ 


Sell the POST TV INFLUENTIAL 
—-the mass market of active influence 
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Schenley Adds 
Scotch Linesin 
Expansion Move 


New York, May 29—Schenley 
Industries Inc. will become a major 


Armour Kicks Off 
4-Media Push for 
New Golden Dial 


Cuicaco, May 29—Armour & Co. 
will launch an extensive four-me- 
dia advertising campaign June 2 
to promote the introduction of its 
new Dial soap, Golden Dial. The 
drive will extend through August. 


Aenerica’s test traty 
effective deodorant soap 


3 how even better! 


NEW GOLDEN DIAL 
STOPS ODOR 


distributor of scotch and other The push opens June 2 with . +. 
whiskies in world markets. page and half-page ads in comics 

Lewis S. Rosenstiel, chairman sections of Sunday newspapers. ' 
and president of Schenley, told a About 150 newspapers will be : 
press conference here today: used. 

1. That Schenley, starting June; Armour will run four-color 
17, will import Long John scotch spreads in the June 24 issue of : lou you ged 
into the U. S. Importations this! Life and the June 25 issue of Look. “™  % rawered 


year are expected to be about 50,- 
000 cases. The brand is controlled 
by Seager Evans & Co. Ltd., Lon- 
don, England, which Schenley 
bought in 1956 for about $9,000,000. 
The English company owns dis- 
tilleries in Scotland. 


Three single page ads in each of 
the magazines will follow. Golden 
Dial will be publicized on the 
George Gobel show (NBC-TV) 
and the Danny Thomas show 
(ABC-TV). 


SOAP 
BETTER THAN EVER! 


(miter, too!) 


a ee oe 


No ordinary soap with pion 


something added protects you 


hae new Golden Dial! 


you use Diel Soap? 


ereybod) aa!) 


GOLDEN DIAL—Armour & Co. will run this four-color spread for its 

new Golden Dial soap in the June 24 issue of Life and the June 25 

issue of Look. Newspapers, comics sections, two network tv shows 
and direct mail coupons also will be used. 


In addition, more than 15,000,- 


2. Schenley also will import into | 990 direct mail pieces, each con- 
the U. S. another brand of scotch, | taining an 8¢ discount on the new 


Kintore, in about the same quanti- | 
ty as Long John, starting this sum- 
mer 

3. Schenley will allocate to Park 
& Tilford Distillers Corp., a Schen- 
ley subsidiary, a brand of scotch 
known as Scottish Majesty. This 
is expected to be imported in bulk 
and bottled here. P&T will begin 
distribution of the brand late this 
summer. 

4. Schenley will also import into 
the U. S. and other markets, Stal- 
lard, a London dry gin, and a 
scotch gin known as Gold Scottish. | 

Mr. Rosenstiel emphasized that| 


| Soap, will be distributed from coast 
to coast. Foote, Cone & Belding is 


the agency. 


s The new gold-wrapped product 
will replace the standard Dial bar 
that has been marketed by Armour 
since 1948. The new soap contains 


Super AT-7, which Armour claims | 
|is “twice as effective as any de- 


odorant ingredient in any soap.” 
The soap comes in bath and 
regular sizes and costs the same 
as the “old” Dial. 
Armour first test marketed 


| Golden Dial two months ago in 


Lippincott & Margulies’ Busy Week Includes 


Law Suit, New Aftiliate, Research Confab 


New York, May 29—It’s been a) besides Lippincott & Margulies and 
hectic fortnight for Lippincott & its clients. 
Margulies. Within the past few 
weeks, the industrial design com- # At the two-day Package Re- 
pany: } search 
| Arno H. Johnson, senior economist 
of J. Walter Thompson Co., pre- 
dict that the “next ten years will 
|see an unprecedented battle be- 
_e Announced formation of an af-|tween new brands versus the en- 
filiate, Package Research Institute | trenched brands of today.” 
\Inc., to serve as a research and| 
marketing agency for the packag-| the Institute for Motivational Re- 
ing industry. | search, pointed out that packaging 


e Went into court to press suit 
against packaging consultant Wil- 
liam Capitman. 


Conference, guests heard | 


Dr. Ernest Dichter, president of 


the new scotch whisky imports will 
be priced above Dewar’s White 
Label and Ancestor scotch whiskies 
which Schenley now imports. 

The expansion program, Mr.| 
Rosenstie] said, contemplates in- 
‘reased capacity in the several 
small Scottish distilleries owned by 
Seager Evans of about 200,000 U.S 
of whisky annually. 


gal 


| markets. 


s Schenley does not expect to take | 
all of the capacity of the Scotch 
distiller itself, Mr. Rosenstiel said, 
but will sell or trade scotch in bulk 
to others. Schenley, he said, is in- 
vesting about $35,000,000 in inven- 
tory, plant and equipment in the 
Highland distilleries. 

Scotch consumption in the U. S. 
currently, he said, is about 5,555,- 
000 cases. He predicted this would 
increase to 6,000,000 cases by the 
end of 1957. During the next five 
or six years, he estimated, there 
will be an additional increase of 
about 1,500,000 cases. He stressed 
that the making of scotch is a slow 
process and said Schenley has no 
intention of allowing quality to) 
deteriorate because of 


increased | 
demand. Schenley, Mr. Rosenstiel 


|e Sponsored the first annual Pack- 
age Research Conference, a two- 
day session at the Hotel Plaza 
The new soap, in blue, white, green | @UTing which about a score of ex- 
and pink colors, was tested at the | Pets dissected packaging from 
same time. Armour told AA that |'™#DY angles. — - 
tests of these four colors will con-| The igre pig na el Peters 
tinue in the two cities, and ened | ed —_—a Pate 
have not as n expanded to other William Capitman, president of the 

center for research in Package 


Muncie, Ind., and Waterloo, Ia., 
(AA, April 1) although it was not 
called Golden Dial at that time. 


C-C, Employes Committee 


Package Research Center. 
Settle Severance Pay Dispute 


L&M obtained a temporary in- 
Crowell-Collier Publishing Co.| junction today from Judge Morris 
and the C-C employes committee|Spector of New York supreme 
have announced settlement of their | court restraining Mr. Capitman and 
severance pay dispute, confirming! his wife, Barbara (a former L&M 
the story carried in the May 6 is-| employe), from using the name 
sue of ADVERTISING AGE. Dismissal| Package Research Center or any 
payments total some $645,000 to| combination of the words “pack- 
469 employes. The company al! age” and “research.” The plaintiff 
ready has paid out $136,000 in one! contended that Mr. Capitman was 
and two-week severance payments.| exploiting its name, and the pack- 
Under the terms of the agree-|aging conference, for publicity 
ment, all those with more than 18) purposes. 
months’ service will receive one; Mr. Capitman maintains that 
week’s pay for each six months of | actually the plaintiff plagiarized 
service, with a maximum severance| and pirated the name “Package 
of 26 weeks or $5,000, whichever | Research” from him. He says in an 
is less. The schedule calls for com- affidavit that he submitted the 


Marketing Inc., also known as the | 


‘their own behavior and attitudes,’ 


alone has influenced consumers to 
Say one product was better than 
another, when actually the prod- 
ucts were identical. 

Dr. H. A. Witkin, director of the 
psychology laboratory of the state 
university of New York, described 
perception studies which influence 
the way people see. 

A good package was described 
by Barbara Kaye, senior project 
director of Market Planning Corp., 
as “one which evokes an impulse 
readily gratified by the product” 
and which at the same time pro- 
vides a “defense which makes it 
possible for the customer to satisfy 
her impulse in a socially and per- 
sonally acceptable manner.” 


® Dr. Arthur Wilkins, chief of 
copy motivation research at Dan- 
cer-Fitzgerald-Sample, decried tra- 
ditional survey techniques as “‘vir- 
tually useless in package research.” 

“People just do not understand 
he explained. “They may under- 
stand the question perfectly and 
be completely willing to answer, 
but they are at a loss to put into 


estimated, will not be in a so-called| pletion of payments within one 
long position on scotch, despite its | year The agreement affects non- 
acquisitions and investments, for| Union editorial, advertising and 


|circulation employes. The compa- 
|ny already had given one week’s 
severance to employes with service 
under one year and two weeks’ 
for those employes who worked 


at least ten years. 


® In connection with the alloca- 
tion of scotch to P&T, it will be re- 
called that P&T lost most of its 


import brands early in 1956, nota- 
bly Vat 69 scotch to National 
Distillers Products Corp.; Booth’s 
House of Lords gin to Hiram Walk- 
er and Martel cognacs to Browne 
Vintners Co. Last March a com- | 
promise settlement was made 6 
two suits brought by a P&T stock- 
holder against Schenley. As a re- 
sult, P&T agreed to drop its suit 
against Distillers Co. Ltd., British 
corporation which controls most of | 
the scotch whisky imported into 
the U.S.; and Schenley agreed to 
finance P&T’s acquisition and 
packaging of scotch and to supply 
P&T with Canadian whisky and| 
imported gin. 

Schenley is the 16th largest na- | 
tional advertiser, with estimated 
expenditures in 1955 (latest avail- 
able figure) of $25,396,030. P&T 
is currently reported to be spend- 
ing about $5,000,000 for advertis- 
ing. 


more than a year but less than 18 


words their feelings about a pack- 
age. In this new world of research, 
the experimental method must re- 
place the usual techniques of sur- 
vey research if we are to deter- 
mine with accuracy the effect of 
a package, or its design, on the 
customer.” 


name to Lippincott & Margulies 
many months before and that he 
will file a counterclaim against the 
company. 


s Formation of the Package Re- 
search Institute Inc. was an- 
nounced by Lippincott & Margulies 
at the closing session of its Pack- | 


= ‘ 


months. age Research Conference. In an- 
nouncing the new company, man- 
aging partner Walter P. Margulies 
stated: 

“With management’s investment 
in a single package running as high 
as $750,000, we must have more 
precise information on market 
conditions as they affect packaging. 
We hope the institute will fill the 
| gap in these areas that exists now.” 

With headquarters at 430 Park 

Ave., the institute is expected to be 
under the direction of Dr. Myron 
J. Helfgott, formerly director of 
research at Ogilvy, Benson & 
Mather, now a research consultant. 


| Package Research Conference. 
Research operations are already 


FRANK WALSH, formerly a copy su- 
pervisor of McCann-Erickson, Chi- in progress. The institute hopes to 
cago, has joined the creative staff |move into marketing activities in 
of Campbell-Mithun, Chicago, as a the fall. It will service other man- 


copy supervisor. ufacturers and package designers 


® Vance Packard, author of “The 
Hidden Persuaders,” described 


leight techniques for subconscious 


|Dr. Helfgott was director of the | 


selling which he said have applica- 
tion in packaging. Among them: 

1. Emotionally appealing images 
built into the product. 

2. Offer relief from feelings of 
guilt or anxiety. 

3. Offer to satisfy a hidden need 
or offer sensual reassurance. 

4. Make products especially ap- 
propriate for the prospective buy- 
er’s class or sex. 

5. Offer the promise of “status 
enhancement.” + 


— 


Kameny Names Frank 


Marvin Frank has been named 
public relations director of Kameny 
Associates, New York. He succeeds 


Jack M. Janoff. Mr. Frank former- | 


ly headed his own public relations 
company. 


Advertising Age, June 3, 1957 


‘Dade Epstein, 68, 
Veteran Chicago 
Adman, Is Dead 


| Fr. LAUDERDALE, May 28—Dade 
B. Epstein, 68, veteran Chicago 
| advertising agency owner and ad- 
vertising executive, died of a heart 
attack here May 23 while attend- 
ing a chamber of commerce meet- 
ing. 

Born in Evansville, Ind., Mr. Ep- 
stein moved to Chicago while a 
youth. He worked as an account 
executive for the old McJunkin 
agency (now Gordon Best Co.), 
and H. W. Kastor & Sons. He 
| owned and operated his own agen- 
ley, Dade B. Epstein Advertising, 
|for 25 years before disbanding it 
two and one-half years ago. 


s Mr. Epstein was responsible for 

‘giving Dave Garroway his first 
radio show in Chicago more than 
| 10 years ago. Well known in Chi- 
cago in retail advertising circles, 
Mr. Epstein served as a consultant 
for the old Boston Store, General 
Outdoor Advertising Co. and the 
Chicago Daily News. 

He formerly was a member of 
the State Street Council and the 
Chicago Better Business Bureau. 
He moved here more than two 
years ago for his health. 


DALTON LeMASURIER 

DuLuTH, May 31—Dalton Le- 
Masurier, 48, president and general 
manager of stations KDAL and 
KDAL-TV, died May 15, four days 
after his private plane crashed on 
Ferris Mountain, a few miles north 
of Sinclair, Wyo. 

Mrs. LeMasurier, who accom- 
panied her husband, was found 
uninjured yesterday 19 days after 
the accident, and following an in- 
tensive search. The LeMasuriers 
were enroute from Pasadena, Cal., 
to Duluth at the time. 

Mr. LeMasurier formed the Red 
River Broadcasting Co. in 1936 and 
began operation of KDAL, which 
bears his initials. It was the first 
radio station to have its principal 
studio in Duluth. In 1953 Red Riv- 
er was licensed to operate a tv sta- 
jtion and KDAL-TV went on the 
air in March, 1954, and also be- 
jcame a CBS affiliate. 


A. R. FINLEY 

PORTLAND, Ore., May 28—A. R. 
(Dick) Finley, 46, account execu- 
tive of Cole & Weber, died May 23 
|of a heart attack. Born in Italy, 
Mr. Finley was a 1935 graduate of 
Purdue University. For three years 
he was an electrical engineer with 
the Reliance Electrical Engineer- 
|ing Co., Cleveland. In 1938 he be- 
came assistant editor of Steel. In 
1946 he joined the Los Angeles 
office of Foote, Cone & Belding 
as an account executive and also 
worked in the Portland office of 
FC&B before moving to Cole & 
Weber. 


Toll-TV Deal Said to Inspire 
Giants, Dodgers Coast Move 

A multi-million dollar closed 
circuit television deal is reported 
to be behind the projected moves 
|of the Brooklyn Dodgers and New 
York Giants to the West Coast, 
according to two New York news- 
papers late Friday (May 31). Both 
|the World-Telegram & Sun and 
Journal-American carried reports 
|of the deal, but neither named 
sources. Both said Matthew M. Fox, 
head of Skiatron-TV Inc., New 
| York, which is reported to be the 
company behind the deal, has re- 
'fused to comment. 
The Journal-American said that 
| $2,000,000 has been offered. The 
story stated that this is three times 
as much as the teams now receive 
for radio and tv rights. The Dodg- 
ers get $750,000 a year and the 
Giants $600,000 a year. 
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In Sky Bar promotion, we find 
Spot-'V means lerrific Value, 


Mee Se ee eee says Proctor A. Coffin, 

. Advertising Manager of 
New England Confectionery 
Company, Cambridge, Mass. 


When did TV begin to impress you as the 
“terrific value” medium, Mr. Coffin? 


About four years ago. We have been an impor- 
tant candy advertiser since the 1800s and this 
is the first time an advertising medium gave us 
such dramatic results. Within a month after 
we released our first spot campaign on Necco’s 
Sky Bar, the sales response was even greater 
than we had hoped. 


What type of commercials do you use? 


Naturally we like dramatic presentation. Our 
agency, C. J. LaRoche & Co., found our par- 
ticular story was well suited to animation. By 
using good animation, we retained the “fun” 
feeling which is part of candy enjoyment and 
attracted the interest of our key customers — 
children. 


Do you do test advertising? 


Yes, in a reasonably isolated market, specifi- 
cally Binghamton. In 1955 we used the ani- 
mation technique in a test-campaign on 
WNBF-TV, Binghamton, featuring another of 
our items, the Bolster Bar. Binghamton volume 
increased more than five-fold. The percentage 
increase in Elmira was even greater—this con- 
vinced us that our Bolster Bar was also adapt- 
able to spot television advertising. 


What about the current season? 


We've been using Spot-TV with heavier sched- 
ules in most markets east of Chicago. For our 
distribution, the spot-method enables us to keep 
budgets closely aligned with market-potential. 


What about trade reaction? 


Dealers recognize TV as a natural for many 
products. Candy is certainly one of them. 
Counter-position and customer-exposure are 
vital to us. Wholesalers and retailers will give 
immediate attention to products consistently 
advertised on TV. We have been getting better 
breaks along these lines than ever before. So, 
I repeat, TV means Terrific Value. 


PROCTOR A. COFFIN, Advertising Manager, New England Confectionery Company nage soar 
rst f&xctusive 
= i ea athe : ; . ~ Y sie 
For sales building availabilities on these major-market stations...Call B LAI in V National 
Representative 
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GRASS SEED MARTINIS 


lf you can get your tongue 
around “Zubrovka” — that’s 
the name you ask for when 
you want the grass seed now 
flavoring vodka martinis. 
Poland is the place from 
which it stems, but you can 
buy it here by the packet and 
steep it in your own 6 to 1’s. 
The taste? Ah, that would be 
telling. 


You saw it first in Esquire 


RAMIE HATS 


Take care with your lawn 
mower. You may be cutting 
up your new summer hat. 
Now there’s a high grass that 
goes to your head... Ramie. 
Originally from the Middle 
East, now American grown... 
Ramie makes the straw hat 
old hat! 


Be on the lookout for the 
Calypso Ramie. The crown, 
somewhat conical, goes up 
about five inches from the 
brim. The band, a riot of col- 
ors, -rises just as high! 


Really a dasher, this. 


Don’t miss this Esquire eye- 
brow-raiser. 


YANKEE KING MAKER 


“Who, potentially, was the 
greatest Yankee of them all?” 
... asks the man who signed 
Lou Gehrig, Tony Lazzeri, Leo 
Durocher and Whitey Ford... 
Yankee Scout King, Paul 
Krichell. 


You'll never guess his name. 
In fact, you may not even 
recognize it at all. And who 
are the members of Krichell’s 
all-time Yankee discovery 
team? 


Read this eye-opening report, 
as dictated to Esquire, by the 
man whose ability to spot 
top-drawer talent has helped 
skyrocket the Yankees to 
fame. 


IBIZA ISLAND 


“Discovered” just off the 
coast of Spain, this cultured 
pearl of the Balearics is the 
new stomping grounds for 
madcaps and playboys. 


Craggy-lined Ibiza attracts 
the Bohemian’s eye, too, with 
its simple joi de vivre and 
unspoiled quaintness. 


You saw it first in Esquire 
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1 PAGE OF FICTION 
SPARKS 32 ARTISTS 


GOURMET DIET 


Here’s the best news for gour- 
mets since the discovery of 
fire (for flambee desserts, 
of course). It’s dieting a la 
cordon bleu. 


Peter Maas spins a chiller in 
“The Man Who Fed Pigeons.” 


Here’s a sizzling shock-treat 
that crackles right out of its 
soft-boiled label. And the 
jolting kicker-type ending’s 
guaranteed to pop your 
nerve-ends. 


Antoine’s of New Orleans 
shows you how. Follow 
Antoine’s advice and you may 
even have calories to spare 
for a Baked Alaska. 


But why 32 illustrators for a 
single short-short? 


No more raw vegetables and 
skimmed milk. Now you can 
diet with one eye on your 
waistline and the other on 
Escoffier. 


Flip to Page 69 of the June 
Esquire. See why there had 
to be! 


You saw it first in Esquire 
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oe Esquire readers don't just Keen up with the Joneses. 


They are the Joneses ~ the top 109% who ignite 
ihe nation’s buying trends, 


Wc call them “ sellestarters’ because they usher in 


the exciting new ideas that suddenly are sine: 


“in demand” en masse . . . from coast to coast. . 


The “sell-starter’’ was first to discover the foreign 
motor scooter... the vodka martini... 
the silver-threaded jacket. 


Then all America rushed ta retailers, 
Sales snowballed | 


‘What sells the 
sell-starters? — 


News in the magazi 
that’s years ahead. 
Esquire, the magazi 
for the top 10% — 


America’s “first-to-ac’ 


families, Sell them an 
you sell all America 


first and fast! 


See EMU SHE 
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The Editorial Viewpoint... 


Good Adman, Good Citizen 


Americans, and particularly American business men, are not sup- 
posed to be sentimental, nor to voice sentimental statements. But we 
propose to violate this nonsensical taboo right now. 

We propose to utter some extremely sentimental remarks about 
Thomas D'Arcy Brophy, whom ADVERTISING AGE last week called “Mr. 
Public Service of the Advertising World.” D’Arcy Brophy is the kind 
of person who stirs the more tender sensibilities of those with whom 
he comes in contact, and there doesn’t seem to be any point in letting 
the announcement of his planned retirement from this business next 
fall go by without expressing such good old sentiments as esteem, love 
and affection. 

D’Arcy Brophy certainly deserves attention as an advertising man 
and salesman who was exceptionally successful in his chosen work, 
but that isn’t why we’re waxing sentimental over the announcement 
that he plans to retire Sept. 30 as chairman of Kenyon & Eckhardt. 
There are any number of advertising men who have as much stature 
and as much ability as he, in the advertising and selling world; but 
there are too few who have Brophy’s stature as a humanitarian and 
a citizen. 

He represents, as AA’s news story announcing his impending re- 
tirement said, “one of the advertising business’ most outstanding pub- 
lic servants. During the past 17 years he has devoted nearly as much 
—in some years more—time to public service as he has to the affairs 
of the agency and its clients.” 

D’Arcy Brophy almost singlehandedly made the American Heritage 
Foundation an important influence for good citizenship (and for hon- 
est, sentimental pride in the common heritage of Americans)—and 
he, more than anyone else, was responsible for inducing another civic- 
minded retired advertising executive—John Cornelius of BBDO—to 
take over active operation of the Heritage work a couple of years ago. 

The business will miss D’Arcy Brophy, but there are two redeeming 
thoughts which come to mind on the eve of his planned retirement: 

The first is that he is only 63, and while he is planning to retire 
from business, he has no intention of retiring from life. He plans more 
effort than ever for some of his favorite activities, including the 
American Heritage Foundation and Massachusetts Institute of Tech- 
nology. We wish for him long and fruitful years. 

The second is that, great and unusual as D’Arcy Brophy is and has 
been in the field of public service, his leaving does not denude the 
advertising business of good citizens. Not by a long shot. The ad- 
vertising business has an extraordinary number of people, like Bro- 
phy, who have given and are giving more than generously of them- 
selves in civic, philanthropic, religious and similar activities. Admen 
have a peculiar ability in this area; we hope that the examples set by 
Brophy and others will induce more and more of them to exercise it 
as time goes on. 


‘All’ Is Lost to Monsanto 


We view the sale of All detergent by Monsanto Chemical Co. to 
Lever Bros. with mixed emotions. All was one of those dream suc- 
cesses originally—a product developed by a small, unknown com- 
pany in Ohio, almost, you might say, while no one was looking— 
which developed very considerable stature and consumer preference. 

It filled a need, apparently, which the giant soapers and sudsers 
had neglected, implausible as that may seem to bystanders who have 
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Gladys the beautiful receptionist 


—Joe James, Dallas. 


, 


“He questions that new bourbon campaign, ‘Pour yourself a smile. 
A good share of the market, he thinks, is made up of hysterical 
drinkers.” 


watched these giants spew out brand after brand in vigorous competi- 
tion with themselves as well as their rivals. 

Nevertheless, the little-known Detergents Inc. of Columbus, O., 
did so well with All that Monsanto thought it saw an opportunity to 
enter the consumer field, bought the product and expanded its promo- 
tion and its scope enormously. 

We can’t help wondering if this didn’t mark the beginning of the 
end for All. Not that Monsanto isn’t smart, or didn’t know its way 
around, but that a detergent belonging to a small company, and hav- 
ing a tiny segment of the market, is quite different than one with 
Monsanto’s very substantial resources behind it. One can be ignored 
by the giant soapers; the other can't. 
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What They're Saying... 


Verbosity 
Today’s packages often talk too tion which are taken for granted 
much. Talky packages are usually in the daily newspaper. 
designed to sell the boss instead of, Second, the daily newspaper can 
the customer. |supply background and explana- 
A package is a salesman. But | tory information which is news be- 
unlike the human salesman a pack- | hind the news in a way that cannot 
age cannot appeal to the ear or the be equalled by television. The tele- 
intellect, but only to the eye. When | Vision newscaster, like the radio 
you sell to the eye, design and newscaster, is too preoccupied with 
color are your most effective sales “hot copy” to devote himself to 
tools. Words perform a secondary | ©omplicated explanation. — 
function. At this point I’d like to interpose 
The ultimate responsibility for 2" observation that the broad- 
package effectiveness rests with | Casters, generally speaking, are not 
the packaging executive. Base your 5 accurate as the daily news- 
decisions on what will sell your Papers. Their mistakes may be soon 
customers rather than your boss—- forgotten—whereas those in the 
and your package will be your best Printed newspaper live forever. 
eset wens Grieons Times-Plosyens, spesking 
—Albert Kner, director of package the annual convention of the National 
design, Container Corp. of America, Newspaper Promotion Assn. 
Chicago, before Sales Managers’ Assn. 
ieee ite Rather Better than Most 
Those of us who are in advertis- 
|ing know it as an exhilarating and 
value in the field of entertainment. | Stimulating job. It offers a wide 
However, as a news man, rather Variety of fields and caters for 
than as a man of the press, I am| early every kind of talent. It is, 
positive that television never will |50 we believe, one of the most cre- 
rival the daily newspaper in the | 4tive careers on earth. It deals in 
dissemination of information. |ideas. Human beings are its busi- 
There are a number of reasons | Mess. It calls for sound adminis- 
for this. tration, skill in management and 
First, the news in a good news- | 4!l that goes with dealing effective- 
paper is complete. On television it | ly with people, carrying them with 
is limited. No television broad- | You and getting complicated opera- 
caster could consistently give to| tions through on time. To reach the 
his viewers the daily vital statistics,|toP flight you have to become 
the records of the day, the com-| rather better than most people at 
plete market reports, the box scores | 4 number of things. If you are pre- 
of the baseball games, the complete | Pared to do just that you may go 
logs of all radio and television sta- | further in less time than in most 
tions, the reports of oil wells drilled | branches of business. 


Dailies Unrivaled for News 


I give full credit to television’s 


the positions of —“Advertising as a Career,” recruit- 


— 2 ing booklet issued by Britain's Ad- 
every ship in the harbor and scores | vertising Assn. 


of other items of valuable informa- | 


Advertising Age, June 3, 1957 


| Rough Proofs 


“Suddenly you’re younger,” 
| promises Roux hair colors. 
| And suddenly your friends begin 
to wonder what you’re up to. 


AA’s Eye & Ear Man is worried 
about the possibility of kick-backs 
|in the television business. 

This isn’t part of overhead but 
|under-the-table costs. 


Picture Post of London, often 
referred to as the Life of Great 
Britain, has folded. 

Now the comparison will have to 
be with another late lamented U. S. 
publication. 


| Unlike small boys who assert, 
|My father can lick your father,” 
| advertisers often glare at the com- 
| petition and announce, ““My lawyer 
}can get an injunction before your 
lawyer.” 


Casey Stengel can hardly be 
blamed for deciding that playing 
under the lights of the Copa is not 
the ideal preparation for playing 
under the lights at Yankee Stadi- 
um. 


“Air freight carriers spend more 
for ads as tonnage revenues climb,” 
reports the world’s greatest adver- 
tising journal. 

They may even be rivaling the 
revenues collected from passengers 
for excess baggage. 


| 


| Magazines which run_ photo- 
\graphs of beautiful undressed la- 
dies are getting lots of competition 
from advertisers who are stepping 
up readership ratings with pictures 
of beautiful undressed ladies. 


“No product was ever created or 
improved,” remarks Product En- 
gineering, “until the design engi- 
neer harnessed the right design to 
the right materials, parts, finishes.” 

Henry Ford and the Wright 
brothers had to do it the hard way. 


When an advertising manager 
leaves his company to join an agen- 
cy, and the account follows him 
shortly thereafter, it is either a case 
of manifest destiny or merely an 
interesting coincidence. 


General Motors is now showing a 
small car made by its British sub- 
sidiary, with the implied suggestion 
that if you really want to get 35 
miles to the gallon, you'll know 
where to shop. 


A rabbit packer is going to ad- 
vertise his fresh frozen product 
nationally, and hopes consumers 
won't dislike the idea of finding a 
hare in the soup or on the plate. 


According to Lester Krugman, 
there is more than one way to skin 
a rabbit or to make the dealer end 
of a cooperative advertising deal 
one of the juiciest departments of 
his business. 
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OOK : | Lill y Da - . 


Look what came in the 
| morning paper. 


) If you read The Philadelphia Inquirer you could have read all of 
the books illustrated above, and more, without buying them. 


A great ne wspaper During 1956, The Inquirer serialized 16 “Best Sellers’’ as well as a 
. host of special features . . . for The Inquirer is dedicated to the task 

prints more of providing its readers with a mental diet that enlivens their days, 

widens their understanding, improves their leisure and introduces 


than news new people and ideas into everyday existence. 


The result? A vast family of avid readers whose loyalty to The 
Inquirer is reflected in the exceptional response they give to adver- 
tising in The Inquirer. That’s why The Inquirer carries more ad- 
vertising linage than any other Philadelphia newspaper. 
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OPENING — First 
shovelsful of 


Get Your FREE 
< Jer as 


“HOW BUSINESS » =I 
USES cuppincs” BB== 
find out how a See 

clipping bureau 


can benefit you 5 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 29—There’s 
more congressional trouble brew- 
ing for the Federal Communica- 
tions Commission. 

After lengthy hearings last year, 
the House anti-monopoly subcom- 
mittee and Senate commerce com- 
mittee are studying highly critical 
reports charging the commission 
tolerated restrictive practices by 
networks. Meanwhile, two fresh 
committees are organizing another 
kind of look into FCC’s doings. 

Where last year’s investigations 
questioned FCC’s judgment, the 
3356 complete listings for business, §| new ones look at its integrity. One, 
a |by a committee under Sen. Henry 
Sturdy, spiral-bound fab- Jackson (D., Wash.), will deal 
ricoid. 644" x 9%". 288 pp |chiefly with “leaks.” And an even 
PRICE $15.00. more comprehensive examination 

BACON'S can be anticipated later from the 
Publicity Handbook special subcommittee on “adminis- 
Complete text on effective publicity #| trative oversight’ now being or- 
see korn S208 Hie wm. "| SBa foreign commerce commit. 
EITHER OR BOTH SENT ON APPROVAL | While the subcommittee on “ad- 
| ministrative oversight” is led by 
| Rep. Morgan D. Moulder (D., Mo.), 
the real power behind it is said 
to be Rep. Sam Rayburn (D., 


BACON’S NEW 1957 
PUBLICITY CHECKER 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd.. Chicago 4, Iii. 
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duct, Personal 
Appearance 


From milking machines to moccasins 
... from tires to tractors ... your product, 
your service, your sales story belongs in om, 
this outstanding merchandising medium. a 
Here at the biggest Exposition in the East, \2 
a “live” audience of half a million custo- 
mers see, examine and buy. y, 4 
In this “Show Window of the East” ww 4 
you'll find unexcelled opportunities for es 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details g 
EASTERN STATES re 


oSition 


(pte 
SPRINGFIELD, MASSACHUSETTS — 


Sp 


West 


| Trouble Brews for FCC as Senate, 
House Groups Study Critical Reports 


earth from exca- 
vation where new 
47-story Time & 
Life Bldg. will 
rise are scooped 
by Henry R. Luce 
(left), editor-in- 
chief of Time 
Inc., and Nelson 
A. Rockefeller, 
chairman of the 
board of Rocke- 
feller Center Inc. 
Scheduled for 
completion in fall 
of 1959, the $70,- 
000,000 building 
will provide 
nearly 600,000 sq. 
ft. of space for 
Time Inc.’s six 


Tex.), speaker of the House. As 
a former member of interstate he 
takes paternal pride in agencies 
like the FCC. He reportedly scents 
scandal; and he has given this sub- 
committee a hefty working fund to 
dig it out. 


A clue to 
Rep. Dingell what's ahead for 
Scorches FCC FCC may be 
found in the 
speech by Rep. John Dingell (D., 
Mich.) in the House Monday. He 
said, “Among attorneys who are 
practitioners before the present 
FCC, it is now believed a case is 
arranged rather than tried, and the 
winner is the party with the most 
political strength.” 

He termed the impending retire- 
ment of FCC Chairman George 
McConnaughey as “the windup of 
one of the most ignominious ca- 
reers in the history of quasi-judi- 
cial regulatory agencies.” As to 
Commissioner John Doerfer, who 
is said to be next in line for the 
FCC chairmanship, he contended 
Mr. Doerfer’s performance in the 
NBC-Westinghouse deal may be 
explained “by his tours around the 
country at broadcasters’ expense 


passenger air travel is up 130% )|saved in 1955 and $12.9 billion in 
since 1946, so that domestic first | 1952, the next best year. 

class air passenger mileage is more With Americans saving rather 
than double first class rail mileage. | than spending the extra rise in in- 
At the same time, air coach sprout-|come achieved in 1956, there was 
ed in seven years to the point|a substantial reduction in personal 
where it equals roughly a third of|debt, and a notable increase in 
the non-commuter rail coach pas- | savings accounts in banks and sav- 
senger mileage. Competition from | ings and loans. # 


air coach is particularly tough, ICC | _ 


ington-Chicago, Los Angeles-San | 
Francisco, New York-Chicago and 
New York-Miami. 


finds, on long runs like Wash-| 
telling them what wonderful peo- 2 
‘ — The Biggest Buy 


|ple they are.” Final figures ag 
"56 Savings just released by im me 
Publishers of|HitPeak: SEC the Securities & 


|New Rate Bil] controlled circu- 
\Irks Publishers |ation business|mission make mince meat of the 
| magazines arejargument that current “tight mon- 
wondering “who killed Cock Rob-|ey” problems are caused by too | 
in.” By their count, ample votes |little savings by Americans. Actu-} 
were pledged in the House post lally the commission’s figures show | 
office committee for rate bill | individual savings in 1956 totaled | 
jamendments putting controlled! $14.6 billion, the greatest of any| 
| magazines in a special new subsec-| year in the postwar period. This 
tion of second class. But the bill| volume compares with $7.6 billion 
japproved last week leaves them | 
where they are—in a special cate- 
| gory outside any of the four major 
classes. 

| In submitting their amendment, | 
these publishers contended price 
| wouldn’t be a consideration, since 
they are prepared to continue pay- 
jing whatever rate the Post Office 
| proposes. But second class stand- 
ing was sought, chiefly because 
they feel it will insure faster han- 
dling. 

Friends on the committee tried 
|to soften the blow by pointing out 
|that all amendments were beaten 
after the administration demanded 
the bill exactly as introduced. 
| However, the controlled publica- 
tions feel this is only part of the 
story. They claim pressure was 
brought on congressmen and post- 
|al officials, particularly by repre- 
| sentatives of small newspapers who 
jclaimed concessions to controlled 
business magazines might provide 
|“aid and comfort” to “throwaways” 
j}and shopping newspapers. 

Substantial confirmation of 
jtheir suspicions was provided in 
the bulletin of the National Edi- 
torial Assn., weekly newspaper 
group, claiming that the associa- 
tion’s Washington manager, aided 
by certain state managers and in 
cooperation with other interested 
groups, had brought about the de- 
feat of the amendment 
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ASK A 
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SALES DISPLAY FOR EVERY TYPE OF PRODUCT 
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Interstate 
Rails Lose, Air Commerce Com- 
Travel Zooms mission sadly re- 
ports that 1956 
|}coach passenger mileage was less 
| than half of 1946, while parlor 
sleeping car mileage was less than 
a third of 1946. However, the de- 
clines in 1956 from 1955 levels and 
in 1955 from 1954 levels were 
smaller than the drop in 1954 from 
1953 or in 1953 from 1952. 
Meanwhile, ICC notes first class | 
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METAL DISPLAY CO- 
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NEW POLITZ STUDY REVEALS 
MORE EXCLUSIVE SUBSCRIBERS 
THAN BOTH OTHER PAPERS COMBINED 


ALL 2 PAPERS =—— 


ANDO PRESS 


3.4% 


RE 1 a RU ie earn LES eg 
Ses Dat Rene is Sintem eng Benes Sak 


This historical analysis taken from Media Records 
First 50 Report proves conclusively that ONLY 
ONE PAPER in Houston is showing a continuous 
and steady growth. That Paper is The Chronicle! 


mmm Foulte | 
THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — Na/ional Representatives 
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JULIUS A. STRATTON, recipient 
of the IRE Medal of Honor, 

. . . for his inspiring 
leadership and outstanding 
contributions to the 
development of radio 
engineering as a teacher, 
physicist, engineer, author, 
and administrator. 


IRE honors Julius A. Stratton for his 
knowledgeable leadership. Now Chan- 
cellor of the Massachusetts Institute of 
Technology, Dr. Stratton administers 
the academic program of the institu- 


for 
leadership 


tronics industry exclusively edited by 
and for radio-electronics engineers. 
As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 


tion, acts as deputy to the president 
and serves as general executive officer. 
From 1948-1951, and again in 1954, he 
served on the Board of Directors of 
The Institute of Radio Engineers. He 
headed IRE’s Radio Wave Propagation 
and Utilization Technical Committee 
from 1945 to 1948. Dr. Stratton is the 
author of numerous technical papers 
and books on theoretical physics, es- 
pecially electromagnetic theory. 
Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 


@ 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT. 1475 B°WAY, NEW YORK 36, N.Y. » CHICAGO + CLEVELAND » SAN FRANCISCO + LOS ANGELES 


sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 

In radio everything is possible .. . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


The ‘Abridged’ 
Should Be Bigger. 
FTC Tells Bantam 


Wasuincton, May 28—The Fed- 
eral Trade Commission charged 
last week that Bantam Books fails 
to give the public adequate warn- 
ing when publishing reprints 
which are abridged, or which have 
different titles from the original. 

The commission admits Bantam 
prints the information on the cov- 
er and title page, but it contends 
the facts are printed inconspicu- 
ously and in non-contrasting ink, 
while the new title is printed in 
large letters on a contrasting back- 
ground. + 


Eastern t.f. Club Elects 

The Eastern t.f. Club, New York, 
organization of audited business 
paper advertising salesmen, has 
elected George M. Bernard, Penton 
Publishing Co., president. Other 
|officers are Charles A. Wardley, 
Buyers Purchasing Digest, 1st vp; 
Richard A. Gagney, Conover-Mast 
Publications, 2nd vp; Halsey Dar- 
row, Industrial Marketing, secre- 
| tary, and Willis S. Drake, Mechani- 
| zation, treasurer. 


B&B Names Moore, Donovan 

William J. Moore, formerly | 
| manager of program and facilities 
| pricing of National Broadcasting 
|Co., has been named director of 
television operations of Benton &| 
| Bowses, New York. He succeeds | 
| William Vallee, who joined Tele- | 
|PrompTer Corp. as director of op- 
| erations. B&B also has elected 
| Michael J. Donovan, associate me- 
|dia director, a vp. 


You may be a “flop” at the Charity Ball, but... 


W JEFF — GRAND RAPIOS KALAMAZOO 
KOLN- TV — LINCOLN, NEBRASKA 


Associeted wth 
WMED RADIO — PEORIA, KLLINOIS 


N 


when 


The March 
WKZO.-TV 


Knodel for 


ARB proves 
you're “solid” 


you pick 


WKZO-TV 
in KALAMAZOO- 
GRAND RAPIDS 


1957 ARB Report shows that 
is first in 327 out of 416 quarter 


hours —or 78.67 of the time! Ask Avery- 


ALL the comparisons! | 


AMERICAN RESEARCH BUREAU 


H 1957 REPORT | 


MARC 
GRAND RAPIDS-KALAMAZOO 
Number of Quarter Hours 
TIME PERIODS With Higher Ratings 
WKZO-TV Station B 
MONDAY THRU FRIDAY 
8:00 a.m.to 6:00 p.m. 143 57 
6:00 p.m. to 11:00 p.m. 94 6 
SATURDAY 
8:00 a.m. to 11:00 p.m. 50 10 
SUNDAY 
9:00 a.m. to 11:00 p.m. 40 16 


NOTE: Survey based on sampling in the following proportions — 


Grand Rapids (42. 


8%), Kalamazoo (18.9%), Muskegon | 


(19.8%), Battle Creek (18.5%). 


100,000 WATTS e 


WKZO-TV 


CHANNEL 3 @ 1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 


Avery-Knodel, Inc., Exclusive National Representatives 


| 
for Greater Western Michigan | 


Advertising Age, June 3, 1957 


Getting Personal 


An office romance at Roy S. Durstine Inc., New York, blossomed 
into a May 25 marriage for Dorothy Donlon, of the accounting de- 
partment, and James F. Trainor, of the production department .. 
While over at Transfilm Inc., Kay Buell, former production assistant, 
was married to Phil Donoghue, studio manager, May 11. They honey- 
mooned in Florida ... And in a trade press courtship, Florence Leuth- 
ardt, associate editor of Restaurant Management, will be married this 
summer to Russell Carpenter, associate editor of Printers’ Ink... 

In one lucky week, Everett Hoffman, promotion manager of Mc- 
Graw-Hill’s Power, (1) won first prize in a company art show, (2) 
promptly sold the painting to a pair of young collectors, (3) topped 
it all by walking off with $3,100 on a three-day winning streak on 
NBC’s “Tic-Tac-Dough.” A “serious” after-hours painter, he’ll have 
his second one-man show Nov. 1-15 at the Pietrantonio Galleries in 
New York... 

Another “Tic-Tac-Dough” expert is Carel Junge, Fortune re- 
—— who out-maneuvered all challengers for a week, ticked off 

400... 


MR. CLEVELAND RADIO—Warren R. Cox, 77-year-old founder of Ohio’s 
pioneer radio station, WHK, Cleveland, holds the station’s first 
microphone and a transistor radio presented him by the station. 
WHK General Manager K. K. Hackathorn holds a plaque designat- 
ing Mr. Cox as “Mr. Cleveland Radio,” while Mrs. Cox beams ap- 
proval. The station began commercial operations March 5, 1922. 


Don O’Brien, Geyer Advertising economist and a commuter from 
Dover, N. J., has been appointed by Gov. Robert B. Meyner to the 
New Jersey commission to study the state school building code... 

The North Jersey Twelve—a group of agency art directors and 
professional illustrators—is currently showing 50 paintings at the 
Anson Newton Gallery, Morristown, N. J. Art director members in- 
clude Lou Hanke of Monroe F. Dreher Inc.; Everett Sahrbeck of 
Reach McClinton & Co.; Andrew Nelson and Harry Ward of Hazard 
Advertising; Howard Murphy of Gimbel’s, and Edward Torano of 
Bamberger’s ... 

Richard W. Darrow, exec vp of Hill & Knowlton, has been elected 
president of the New York Alumni Assn. of Ohio Wesleyan Univer- 
6s 

H. B. Humphrey, Alley & Richards came through in the final game 
of the Advertising Agencies Bowling League to defeat Ted Bates Inc. 
and win the coveted trophy. Winning team members are Capt. John 
B. Snyder, Arthur Moeller, Marty Meyer, Bill Miller, Fred Stadelman 
and George Lindner... 

Lawrence Weitzner of Emil Mogul Co. is celebrating the May 8 
arrival of his second son, Robert Henry. His first-born, Richard Da- 
vid, is 20 months young... 

Edgar J. Donaldson, radio-tv head and 1946 grad of St. Lawrencc 
U., was selected to represent the university at the three-day inaug- 
uration of the 12th chancellor of the U. of Pittsburgh... 

Phyllis Freyer, of Communications Counselors, and Henry Behar, 
ABC-TV lighting director, are honeymooning in the Virgin Islands 
after their May 19 wedding... 

The New York chapter of the Radio Pioneers has awarded hon- 
orary life memberships to four Pioneers who retired recently. They 
are Linnea Nelson, former media consultant and supervisor with 
Kudner and JWT; Edwin T. Otis, retired exec producer for Mutual; 
Agnes Law, supervisor of CBS Reference department for 29 years; 
and Joseph Bier, farm editor of WOR for 26 years...New New 
York officers of the Radio Pioneers are Gordon Gray, RKO-Tele- 
radio, president; Jeff Sparks, United Nations Radio, vp; Arthur Si- 
mon, Radio-Tv Daily, vp; Ralph Weil, WOV general manager, vp; 
E. B. Lyford, NBC station relations, secretary; Charles Wall, presi- 
dent of Associated Music Publishers, treasurer; and M. J. Shapiro, 
exec secretary of Broadcast Music, treasurer... 

When you win a first prize worth $900 in a raffle, you consider 
yourself pretty lucky, but Jim Brooks, pr manager at Ekco Products 
Co., is not so sure. At a hospital benefit, he was awarded the top 
prize, which turned out to be a 23-ft. swimming pool, retail value 
$900. Without a good place to put it, Mr. Brooks is beginning to 
wonder just how lucky he really is. Any offers? ... 

Nola Luxford, advertising and publicity director of the Hotel 
Pierre in New York, has written a children’s book about a kangaroo 
and a koala bear, not necessarily residents of the hotel, called “Kerry 
Kangaroo.” It was published May 27 by McGraw-Hill... 
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Off the press 


NEXT WEEK! 


— available in our suite at the Waldorf-Astoria 


during the NIAA Convention, 


June 9th to 12th... 


—here are 


the answers on 


how your construction 
advertising can 


pay bigger di vidends! 


Write, wire or phone for your copy today 
| ... See for yourself how you can get more 
readers per dollar, more impact per 
ad, and more sales per schedule when 
you use C & E to deliver your program 
throughout the 62 billion dollar 


construction industry! 


F 7 a 


Contractors and Engineers ' 
magazine of modern construction ” 
470 Fourth Avenue, New York 16, N. ¥., MUrray Hill 5-9250 
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Belgian Agency Publishes 
Market Data Statistics 

Bodden & Dechy, 67 Rue du 
Lombard, Brussels, has published 
a book which “contains all the most 
important statistics about Bel- 
gium.” The book, “Le Marche 
Belge et sa Capacite d’Achat,” in- 
cludes information about popula- 
tion and the Belgium economy and 
is available from the agency for 
400 Belgian francs (about $8). 


GEE! Gas with 


more power’s for me!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested- 

and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV = 
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|in their markets. 

The fall schedule calls for a 
collegiate game from the East fol- 
lowed by one from the West on 
Saturday afternoons. On Sunday 
the same procedure will be fol- 
lowed with a professional game 
from the East and one from the 
West. On the first five weekends 
of the series, Friday and Saturday 
evening games will also be offered. 

Sterling has already signed 
sportscasters Marty Glickman and 
Bud Palmer for the play-by-play 
descriptions and is negotiating 
with Bill Stern for the third mem- 
ber of the team. # 


spring to LIFE 


when typeset by Warwick 
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| 


Send tor tree pies and 1 


Make your advertising message mean a littie more. 

How? Place it in the hands of Warwick typographic 
artists. Here words in print truly spring to life 

Your copy becemes a moving force that motivates 


your prospects é 


For instance, have you tried Warwick Phototype? 
Agencies, printers and advertisers from coast 
to coast continue to sing the praises of this 


time-saving, step-saving, money-saving service: 


“The quality... the typesetting artistry and the 


clean-cut characters place Warwick Phototype 
among the finest / have ever used.’ 
ILLINOIS AGENCY 


Put new life into your ‘sales taik'’—-send your 


very next job to Warwick 
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TYPOGRAPHERS, /NC. 


920 Washington Avenue, St. Louis 1, Mo. 


Barlow Survey Service Bows 
| Barbara L. Garlough, formerly 
rahe ‘ | with the research and marketing 
Morency Milliken Schmitt Chisholm Saverberg Amon ‘department of the Chicago Trib- 
King Klostermann Sawyer Dennett Guenther | une, has organized Barlow Survey 
COLOR CONFERENCE PLANNING—J. H. Sawyer, Sawyer- Kenneth Dennett, O’Mara & Ormsbee; Joseph | Service, with offices at 510 N. 
| Ferguson-Walker Co., shows members of the Amer- Guenther, Branham Co.; J. N. Morency, Hearst | Dearborn St., Chicago. The com- 
ican Assn. of Newspaper Representatives r.o.p. color Advertising Service; Don Milliken, Texas Daily | mene = ae 
conference committee, of which he’s chairman, a Press League; William Schmitt, Moloney, Regan & —— 
placard to be used in the second annual newspaper Schmitt; William Sauerberg, Ward-Griffith Co., and | ‘Mechanix Illustrated’ Rates Up 
r.o.p. color conference to be held in Chicago Sept. James Chisholm and John Amon, both of Needham, | Mechania Itustrated. New York 
22-25. Present were Harry King, Chicago Tribune; Louis & Brorby, representing agency production will increase its guarantee froma 
Ernest Klostermann, Lake Shore Electrotype Co.; managers and art directors, respectively. 950,000 to 1,000,000 with its Janu- 
ary, 1958 issue. Advertising rates 
: | The ADA will use page, four- : : for a b&w page will advance $200, 
5 Food Companies, color r.o.p. ads in newspapers in| Sterling Radio Net | to a cost of $2,000. 
ADASetJune Dairy = 25_ maior_ markets, and will run Porpmed to Provide 
| b&w versions in 86 other newspa- 
Month Ad Program | pers. It also will employ five weeks | Live Sportscasts 
of Disneyland commercials, two 
Cuicaco, May 28—The American weeks of spot radio commercials; New York, May 28—Sterling | 
Dairy Assn. has announced a hefty | on NBC and insertions in Ladies’ | Television Co., tv film syndicator, 
advertising program which may| Home Journal, Life and Reader’s|is branching out into the —_ 
make June Dairy Month (AA, May | Digest. business. 
»20) “the biggest food merchandis- | | The company, in conjunction | 
ing event in history.” ls The five food companies which) with Sports Broadcasts, which sets | 
| Theme of the campaign is “June’s| will participate in the push are|up regional hookups for baseball | 
Best Buys are Dairy Foods.” The | Campbell Soup Co., General Foods| coverage, has formed the Sterling 
| ADA and its five cooperating ad-| Corp., General Mills, National Bis-| Radio Network to provide live) 
| vertisers will use seven major tele-| cuit Co. and Quaker Oats. Camp-|sports and special events cover- 
vision shows, 12 magazines, hun-| bell will promote milk “soup-| age to stations. 
| dreds of daily newspapers, outdoor | shakes” in American Home and| Approximately 72 stations, in- 
and radio and spot tv commercials. | Parents’ Magazine and on its “Las-| cluding affiliates of the major net- 
| sie” tv show. | works, have already signed with) 
General Foods will promote) Sterling to carry some of its sched-| 
Jell-O pudding and milk with a|ule of 60 collegiate and professional | 
479-station radio campaign, and | games next fall. 
will push Log Cabin syrup and ice 
| cream in Ladies’ Home Journal | ® The games are sold to stations| 
_and Look plus 3,000 outdoor signs.| for flat fee that includes line| 
Quaker Oats will develop a “waf-| charge to the city. Stations, which | 
fles a la mode” push on the “Sid| are not required to sign an affilia- 
Caesar” and “Sgt. Preston” tv/ tion contract, can then attempt to 
shows. ; sell the games to local or national 
General Mills will run ads for a) advertisers. By buying packages 
Bisquick “cheese cake pie” in| or groups of games (minimum 
Everywoman’s Magazine, Family| package 24 games), stations can 
Circle, Reader's Digest, and Wom-| obtain an option to buy the next 
| an’s Day, and will push Wheaties-| package to be offered by Sterling 
with-milk in The Saturday Eve-| 
ning Post and in Parade, This Week 
| Magazine and other Sunday sup- 
plements. Wheaties also will be| 
| promoted on the “Mickey Mouse 
Club” and “Lone Ranger” tv shows. 
National Biscuit Co. will use a 
cheese n’ Ritz campaign in Sunday 
| supplements and comic pages, in| 
|chain store magazines, and on 45 | 
tv stations and in radio spots in| 
| 205 markets. + | 


WerBell Elects Chandler; 
Affiliates with Bozell | 


Jack K. Chandler, formerly of | 
Sun-Coast Broadcasting Co., Mi- 
|ami, has been elected president of | 
Mitchell WerBell Advertising, At- 
lanta, succeeding Mitchell WerBell 
III, who has been named chairman 
of the board. 

The Atlanta agency has also con- | 
cluded a working agreement with 
Bozell & Jacobs, with headquarters | 
in New York. The arrangement, | 
Mr. Chandler said, will give B&J | 
a southern outlet and at the same | 
time make its facilities available 
to Mitchell WerBell in the hand- 
ling of the latter’s southern ac- 


INDUSTRIAL 


Int'l Color Plans Plant 

International Color Corp., with 
present facilities in West Nyack, | 
N. Y., will build a new business | 
and manufacturing plant near 
Daytona Beach, Fla. Construction 
is scheduled to start soon, 


FILMS 


counts TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 
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sell the WOMEN ...behind the MEN ... 
_ in the overseas military market 


In Boston or Bremerhaven, the American house- 
wife exerts great influence on the purchase of any 
consumer product. And in the $300,000,000 Military 
Market in Europe, Service wives are responsible for 
nearly half of the consumer buying in P.X.'s and 
Commissaries. You can influence their buying habits 
by advertising in the paper that’s edited especially 
for Service families — The American WEEKEND. 
Published abroad, WEEKEND puts your advertis- 
ing where it pulls—in the home! Let us show you 
how to sell this overseas market without export 
“red tape.” 

Contact nearest office for full information. 


The American 


Family Newspaper for Americans Abroad 


ARMY TIMES PUBLISHING CO. 2020 ™ stn w,, Washington 6, D.C. 


US OFFICES: Charleston, S.C, Chicago, Detroit, Honolul. Los Angeles, Miami, New York, 
~ Philadelphia, Sen Frencscon FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Don’t Tamper with 
Editorial Columns, 
t.f. Club Is Warned 


Cuicaco, May 28—Space sales- 
men who try to pressure their ed- 
itorial people into running pr re- 
| leases for potential or existing ad- 

vertisers are tampering with the 
|all important reader confidence 
|factor that is the backbone of a 
publication. 

This assertion was made last 
week by James M. Lange, exec- 
utive editor of Practical Builder, in 
a talk to the t.f. Club of Chicago. 
| “The reader is king” in the pub- 
|lishing business, Mr. Lange em- 
phasized. If the reader ever sus- 
pects that the editorial content of 
a magazine is losing its integrity 
| (by “selling” editorial space), the 
|publication’s readership declines 

/and its space salesmen are among 
jthe first to be hurt by it, he 
| warned. 

This certainly doesn’t mean that 
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Upper portions of two of the largest supercalenders in the world — at Champion's Texas Division 


Huge ironers add the finishing touch : 
to Champion’s quality coated papers : 


Called supercalenders, towering tiers of metal and fibre 
rollers smooth and polish the surface of Champion coated 
papers at high speeds. Through the use of modern precision 
machines like this, Champion creates the quality and values 
that are necessary foundations for leadership in the paper- 
making industry. 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


- bol 4) leadership Ta peaperamaking 


| CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


Advertising Age, June 3, 1957 


an advertiser’s press release should 
not be considered for the editorial 
columns, he pointed out. But ed- 
itorial attention should be given to 
a news release solely on the basis 
of its newsworthiness, regardless 
of whether or not the company in- 
|volved advertises in the publica- 
tion, he said. 


® There definitely is a legitimate 
area of cooperation between space 
salesmen and _ editorial people, 
though, Mr. Lang acknowledged. 
This, he said, mainly involves ex- 
changes of important information 
—the editorial people relaying tips 
on potential advertisers and pro- 
viding technical information to 
space salesmen and the space sales 
people, in return, telling editorial 
of new developments in the field 
that merit editorial attention. 


® Echoing these sentiments, Frank 
Richter, editor of Modern Rail- 
roads, in another talk, said, “You 
lose effective publishing vitality 
the minute you pro rate editorial 
space to the amount of space an 
advertiser puts in your book.” 

“But that also doesn’t mean 
avoiding them [in editorial space] 
altogether just because they’re ad- 
vertisers,” he said. “Remember, 
each advertiser has something 
for your reader; otherwise, he 
shouldn’t be an advertising pros- 
pect. Accordingly, he is developing 
new products, improved products 
that will be able to meet a reader's 
/needs better than what the reader 
now has.” 

New club officers to be installed 
j}at the next club meeting June 17 
are Robert S. Houts of Mechaniza- 
| tion, president; Robert J. Shea of 
| Public Works Journal, Ist vp; G. 
ic. Hooker of Thomas’ Register of 
| American Manufacturers, 2nd vp, 
jand Stanley F. Girard of Tool 
| Engineer, 3rd vp (a new post). 
| William O. Dannhausen of Gas In- 
|dustries Equipment & Appliance 
|News will continue as secretary 
/and treasurer of the club. + 


Reach McClinton Names Three 
| Frank Sharpe and Stephen Hold- 
ampf Jr., both with Reach Mc- 
| Clinton & Co., New York, for some 
‘time, have been named traffic con- 
trol manager and production man- 
| ager, respectively. Henry R. Jaeger, 
formerly with Calkins & Holden, 
has joined the agency as assistant 
to Mr. Holdampf. 


PHAS CH 


Photo was retouched ond 
cutaway portion wos done 
entirely by @ PAASCHE V 
| AIRBRUSH from an original 
engineering line drawing. 
| PAASCHE Airbrushes save time 

ond increase profits when used for 


layout and finished ort rendering 
| as well os for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PAS CHE sxeanvse co. 


A Division of Cline Electric Mig. Co. 
1909 W. Diversey Pkwy @ Chicego 4 
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How This Stetson Hat Ad Ran 
In More Than 200 Daily Newspapers 
For Only *101 Complete! 


NOT A TYPOGRAPHICAL ERROR! 


Ses 


At Last! The Full Amazing Story 
Of “Famous Brand Mat Service”! 


3 iat 
STETSON : “it 


During the peak Christmas selling season last November and December, this + iis 
Stetson Hat ad appeared more than 200 times in daily newspapers from 2 ith 
Maine to Florida, Wisconsin to New Mexico. ~- ' 2 at 
oN * wake Asst 

And Stetson paid only $101 for all these insertions! ‘i re, 
Miraculous? Not exactly. This ad — and 137 others just like it — was ~ = ig 
part of “Famous Brand Mat Service,” a unique, once-a-year mat service bs “ih 
shipped free of charge in October to every daily newspaper in the United = He) 
States, Alaska and Hawaii. These papers, in turn, used FBMS as the basis for > eo 
selling picture-type gift pages to LOCAL RETAILERS! Usually 16 of the ie he 
items were grouped to the page. And because the entire promotion had a ns Bl 6 iB’ 
feature page quality, the readership was unusually high. THE GIFT OF THOUGHTFULNESS ihe 
The basic fee was only $100 per item! For this we made the necessary He'll appreciate your good taste when you give hima 2m 
engraving, made 1600 high quality, direct pressure mats, printed over 3000 Stetson—the world’s most popular hat! He'll like select- 3#th 


ing his own Stetson, too, because he'll have more colors, i! 
more styles, and more headsizes to choose from. Stop in rie 
today and pick up the distinctive Stetson gift certificate ait 


proofs—and shipped the entire mat kit to every U. S. daily. The additional 
$1 was for a velox. Total: $101 — and not a penny more! 


Famous Brand Mat Service did a comparable job for 79 other manufac- 3 © and miniature hat box. $10.95 to $100.00. ata 
turers . . . from Admiral TV to Zippo Lighters, Kroehler Furniture to King fit nee ke ri 
° = tia lerhste. : pheyte is Mes > 127% c, esti ras Ladin tr: Bt. 1 1 
aati cra tas pete tigers Base HRA te scale 
. ° ° e ° ° . . 4 SS oi yeas SRS - '° += 03 LAY 

It can do the same job for any Christmas gift item with national distribu- Nee hae Haley 2 ameter metas suite init acs Pine 


tion. Get the full story — without obligation. 
(THIS IS SAME SIZE) 


Phone or Write for Your Free Copy Today! 


Here is the complete story of the Christmas/57 issue of Famous Brand Mat Service—and what 
it can do for you. See the full list of manufacturers who participated in FBMS last year (some 
are probably your competitors) . . . and the names of the newspapers that used it. NO SALES- 
MAN WILL CALL! Your copy of the Famous Brand Mat Service Success Book will be mailed. 
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IN NEW YORK CITY, CALL ENTERPRISE 6088 IN CHICAGO, CALL ENTERPRISE 6088 


FROM OTHER CITIES, CALL PLEASANTVILLE (NEW JERSEY) 4620 . . . OR WRITE 


VOLK CORPORATION 


1401 N. MAIN ST.« PLEASANTVILLE, NEW JERSEY 
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You Ought toKuow. . M.1. Kieinteld 


Franklin Bruck 
Corp., a name familiar in agency 
circles for 25 years, last month 
passed into limbo as a corporate 
entity. But the agency as a going 
business and the men who run it 
(except for Mr. Bruck, who has 
sold his interests), continue oper- 


ations under a new name—Heine- | 


man, Kleinfeld, Shaw & Joseph 
(AA, April 22). 

M. J. Kleinfeld, secretary of the 
old corporation, is board chairman 
of the new organization. He is an 
unusual man on three counts: (1) 
For overcoming severe physical 
handicaps, (2) for his untradition- 
al approach to advertising prob- 
lems and (3) for his complete 
frankness in discussing any mat- 
ter that comes up. 

Known to his friends as Mo, Mr. 
Kleinfeld was paralyzed by polio 
at the age of three. He still gets 
about only with the aid of 


WAY OUT 
IN FRONT! 
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ARB: 8 out of TOP 12° 
“February 1957 
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HUNTINGTON-CHARLESTON, W. VA. 


W.3.0. NETWORK 


Affiliated with Radio Stations 
WSAZ, Huntington 6 WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 


Advertising | crutches. 


As a result of his paralysis, he 
is largely self-educated. Although 
he attended public school, he re- 
fused to attend high school or col- 
lege. But he was naturally stu- 
dious, although he prefers to call 
it inquisitive. And, despite his 


and passed his high school re- 
gents’ exams before he was 15. 


s He admits he was a brash 
youngster. He got his first job, 
when he was 16, in a mail order 
house, despite his family’s disap- 
proval. A couple of years later, 
having acquired a liberal educa- 
tion in mail order methods, he 
started his own business, with an 
office in the old World Tower 
Bidg. He sold “everything from 
books and ukuleles to novelties,” 
and before he was 20 he was 
spending $100,000 a year in ad- 
vertising space. 

It was during that period that 
he became acquainted with Mr. 
Bruck and Mort Heineman (now 
president of the agency). The two 
men have had a great influence 
on his life. As a result of his 
friendship with Mr. Heineman, Mr. 
Kleinfeld sold out his mail order 
business, and the two started an 
advertising agency. 

That was in 1928. The following 
year the depression hit, and it 
hit the new agency so hard that 
the partners decided to liquidate. 
After paying their debts, they had 
enough left over to take a vaca- 
tion. This they decided to do, in 
the hope that the depression 
would be over when they returned 
to New York. 


s They took a motor trip to Flor- 
ida, ferried over to Cuba, enjoyed 
themselves for a time and then 
returned to the States. Touring 
north in their old jalopy, they had 
trouble getting their travelers’ 
checks cashed and had to wire 
home for money. 

Back in New York, after suffer- 
ing the bitterness of the depres- 
sion for a while, they joined the 
Bruck agency in 1932. Its accounts 
were chiefly mail order compa- 
nies, and its billings ran about 
$300,000 a year. Within a few 
years after Messrs. Kleinfeld and 
Heineman had become active, the 
Bruck organization became a gen- 


lack of formal education, he took | 


terview, and she accepted the! 
idea. She was interested in raising | 
money for a pet charity, which | 
happened to be the American | 
Friends Service Committee, a} 
Quaker organization, engaged in| 
relief work in Europe. 


= Mrs. Roosevelt broadcast for 15| 
minutes twice weekly on the NBC 
radio network for 13 weeks. She 
talked on matters of her own 
choosing, and the talks were com- 
| pletely non-controversial. 

Mr. Kleinfeld didn’t regard put- 
ting Mrs. Roosevelt on the air as 
likely to stir up controversy. But 
| the newspapers made a big to-do} 
about it, and some political writers 
eral agency and moved into larger | expressed the opinion that it was | 
quarters—even though the de-/a sure indication that the Presi- | 
pression was still on. Last year | dent would not stand for a third | 
the agency billed $5,500,000. term. 


M. J. Kleinfeld 
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media values. These all call for 
more specialization, more _ re- 
search and more marketing know- 
how, in addition to sound adver- 
tising skills and knowledge. 


# “But don’t let’s get too deep 


jinto that,” he interjected. “It’s a 


hobby horse I mount and ride 
every day....” 

Speaking of hobbies, Mr. Klein- 
feld admits he’d rather fish than 
eat. He has probably done every 
type of fishing there is and has 
never tired of it. He is also an 
omnivorous reader and reads with 
great rapidity—a book a night on 
the average. Classical music is 
also something he has to have . 
every day, and his record collec- 
tion is extensive. 

He lives on West 86th St. with 
his wife and 12-year old son, Ken- 


Mr. Kleinfeld directs the tele-/ “As a matter of fact,” Mr.|neth, and as frequently as business 
vision and radio activities of the| Kleinfeld says, “her broadcasts| will permit, he and his family 
agency. He’s the creator of the| increased soap sales, although I take off for their country place in 
famous Coty girl television spots,| don’t remember now how much. | Putnam County. + 
started in 1952 and still going| But the main object was to give 
strong. The Coty girl, as you prob-| the company stature and prestige, | 
ably know, is often called “The! which Mrs. Roosevelt’s broadcasts | 
Hat.” She wears a hat with an| did.” 
overpoweringly large brim. She’s He also had the temerity to ig- 
shown with her head lowered, so|nore the traditional buy of most | 
all you see on tv is the brim of the soap companies—the soap operas | 
hat. Viewers are still fascinated |—and persuaded Sweetheart soap 
when she raises her head, reveal-| to buy news programs—at a time 
ing the black area as a hat. when news shows in general 

achieved their highest ratings. In | 
® These spots have been success-| the seven years he supervised the 
ful in building a “personality” | account, Sweetheart became ra- 
within the framework of a com-| dio’s biggest buyer of local news 


Outrates all 
syndicated 
shows! 


mercial. Even more important, the | 
viewer identifies this personality | 
with the Coty brand name. 

The hat gimmick and the lead | 
line—“Hello, I’m the Coty girl,” 
have had _ extensive _ publicity. 
Many stores have featured “Coty 
girl” hats. Tv personalities, includ- 
ing Martha Raye, Ernie Kovacs, 
Sid Caesar and Milton Berle, have 
used the gimmick for laughs on 
their own shows. 

Mo Kleinfeld is also the one 
who induced Mrs. Eleanor Roose- 
velt to go on the air for an adver- 
tiser when everybody said it 
couldn’t be done. In 1940, the 
year FDR broke all precedents 
and ran for his third term, Mo| 
Kleinfeld induced Mrs. Roosevelt | 
to accept her first broadcasting | 
assignment for Sweetheart soap. | 

“What we wanted to do,” he 
explains, “was to give the com- 
pany stature, so to speak, through 
a well known personality.” 

So he found a close friend of 
Mrs. Roosevelt’s, arranged an in- 


no shortcut 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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| Coins, ™ Miter 
& Hutcuines, inc. 


333 WEST LAKE STREET AT WACKER DRIvE 
CrhiCAGO 6G, ILLINOIS 


to quality 


for national advertisers 


programs. 


|@ Of course, Mrs. Roosevelt didn’t | 
do any of the commercials, as’ 


stars and personalities do today. 
It was rare for a performer to do 
a commercial in the °40s, Mr. 
Kleinfeld recalls, and he is frank 
to admit that he thinks the prac- 
tice is a mistake. 

“It’s basically unsound for a 


performer to give commercials,” | 


he says. “He becomes identified 
with a product; then when he 
shifts jobs and starts plugging 
some other product, the original 
values evaporate. It loses the 
character of a seemingly volun- 
tary indorsement and becomes 
plainly nothing but a sales pitch 
fur a price. To me it’s bad practice. 
But it’s a tough thing to prove. 
Lots of people apparently don’t 
react the same way.” 


Mr. Kleinfeld is loath to accept 
credit for many of the things he | 
has done in the 25 years he has) 


been in the agency business. 

“Ideas in this business,” he in- 
sists, “don’t come from people 
sitting behind desks, but from 
group discussions—sometimes even 
from fights. 

“Sure,” he concedes, “a guy may 
spark an idea, but by the time 
the idea has materialized into an 
ad or a campaign a lot of other 


| 


STAGE 


San Francisco — highest rated 
syndicated program (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
tre, etc. 
Twin Crttes—highest rated syn- 
dicated program in Minneapolis- 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner Brothers, Father 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, P: . 
Oregon, etc. 


people have contributed to it. 


® “I don’t mean to deprecate the | 


| creative part of the agency busi-| 


ness. It’s just as vital today as it) 


/ever was. But the agency busi-| 


ness is changing. The trend is 
more and more toward research 
and market analysis. 

“That’s particularly true,” he | 
says, “in the case of the medium-| 
size agency. Advertising budgets 
today don’t go as far as they used 


'to. You used to be able to do a 


pretty good national job on $1,- 
000,000. But today you’ve got to 
know how and where and when 
to spend a client’s money to the 
best advantage. You can’t get the 
kind of coverage you used to 


|for the same amount of money, 


| 


or even with double the money. 
“Broadcasting has introduced 
new values all along the line. 


| Marketing practices have changed 
| and 
| vamped. To do an adequate ad- 
| vertising job today, agency peo- 


are constantly being re- 


ple have to know more about 
their own and competitive prod- 
ucts, more about markets and 
people, more about comparative 


Stage 7’s a dramatic anthology 
which can do a fine-rating, fine- 
selling job in your market, as it 
is already doing in more than a 
hundred others. Better check 
Stage 7 for your market today. 

rite, wire or phone collect for 
availabilities. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 65-2100 
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~.e- In new markets 


“Outdoor advertising parallels Hamm’s 
distribution and wins instant recogni- 
tion for Hamm’s with the ‘sky blue 
waters’ theme and the large appetizing 
glass of beer”, says Richard L. Forrest, 
V.P. of Campbell-Mithun, agency for 
Theo. Hamm Brewing Co. 

“Taste appeal sells beer, and we be- 
lieve Hamm’s outdoor pictorial pres- 
- entation has been one of the contrib- 


uting factors in Hamm’s climb to fifth 
place in national beer sales. We strongly 
believe in outdoor for Hamm’s and 
place a great deal of faith in its effec- 
tiveness.” 

For additional success stories (Kraft 
Foods, Life Savers, General Tire and 
many others) write the General Out- 
door Advertising Company office in 
your city. Or, write us in Chicago. 


IN 1600 MARKETS 


GO 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


How Hamm’s Wins Instant Recognition 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13.  EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Heritage Club Book 
Ads Veer Away from 
‘Ponderous’ Copy 


New York, May 29—Most book | 


advertising is far heavier reading 


| than the books, the Heritage Club | 


has decided. 
In fact, the “ponderous, lumber- 
ing concept of book advertising” 
may well be the reason Johnny 
|}and his ma and pa just don’t want 
to read, according to the club which 
| monthly mails its members a hand- 
| some edition of a classic. 
| To make the ponderous palata- 
| ble, the club’s new campaign em- 
| phasizes books and their relation- 
|ship to people. 


will be inserted repeatedly in 11 
|magazines during the coming 
| months. 


| ' 


The campaign | 
consists of three b&w pages which | 
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QUALITY FiRST—Heritage Club is run- 
ning this ad in 11 magazines to 
persuade people to prefer “vol- 


One ad, showing four people| umes of lasting quality” rather 


|chatting in a book-lined room, is 
headlined: 
|say about you?” The copy starts 


“What do your books 


NOW... 


KPTV- PORTLAND is VHF 


and film packages of two stations 


your advertising schedule. 


KPT 


Channel 12 - NBC Television 


KPTV __. Oregon’s first television station 
and the world’s first commercial UHF 
station—now gives you a new, VHF 
Channel 12 in the Portland market. When 
you buy KPTV Channel 12, you get four 
exclusive “‘plusses’” offered by no other 
Portland TV station: (1) Top-rated NBC 
shows and stars; (2) The best local shows 


(KPTV 


merged with KLOR, the former Channel 
12); (3) Almost 5 years of viewer loyalty 
to Oregon’s first TV station; (4) Proven 
results for hundreds of advertisers. 
the bright, new KPTV, Channel 12 is on 


Be sure 


Channel 
12 


Portland, Oregon 


NBC Television 


Represented Nationally by George P. Hollinberry Co. 


| than paper-backs, serials and lend- 
ing libraries. 


out, “Books are born gossipers. 
Sitting innocently on your shelves 
they reveal much about your taste 
and your background.” 


s Another ad pictures a young 

|couple happily loaded down with 
books. “They have each other and 
a dozen beautiful books,” says the 
banner. The copy points out that 
Heritage books are of “substance, 
meaning and rank. Always sought 
|after but seldom lent.” 

The third ad poses the question, 
“How does your library grow?” 
and advises, “Be not bamboozled 
into burdening your shelves with 
| short-lived books.” 

The ads then point out that 
|Heritage books are classics “rich 
| with illustrations by world famous 
artists,” handsomely bound in ma- 
|terials “especially suited to catch 
| the spirit of the text,” and printed 
jon paper “tested to insure a life 
of at least two centuries.” 

# A free bonus is offered in each 
ad, but is played down in order to 
keep the emphasis on the books 
themselves. “Proust, Verne, Sten- 
dahl, Goethe and Wilde are trading 
stamps enough for the Heritage 
Club,” is the theory. 

*The ads are running in Atlantic 
Monthly, Cosmopolitan, Esquire, 
Harper’s Magazine, House Beauti- 
ful, House & Garden, Life, New 
York Times Book Review, New 
York Times Magazine, Saturday 
Review and The New Yorker. 

The club was set up 22 years 
ago, and its statistics show that 
membership in each of the 48 states 
is in direct proportion to the state’s 
population—which would seem to 
prove that people in Montana or 
| Alabama like to read and own fine 
| editions just as much as people in 
| New York or California. 

Hockaday Associates is the agen- 
cy. # 


Will Report Copy Changes 

Broadcast Advertisers Reports, 
|New York, which publishes off- 
| the-air monitored reports on radio- 
|tv commercial activity, has begun 
a service which will inform copy 
chiefs and account executives of 
changes in network and national 
spot radio-tv copy on their com- 
petitor’s accounts. 

The organization maintains an 
around-the-clock tape check on 
network radio and tv shows and 
intensively monitors national spot 
copy in the country’s top 20 mar- 
kets. Broadcast Advertisers Re- 
|ports is currently inviting ad- 
|vertising people to register the 
| categories that interest them at its 
|New York office. When copy is 
changed in a spot or on a show the 
j}company has monitored, it will 
| check with these people to find out 
|if they want a transcript of the 
jnew copy. 


| Radio-TV Monitor Unit 
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How do you build a favorable “Brand Image”? 


There is little question today about the importance of the 
“brand image” in selling a product—the big question is: 
how to build a favorable one. 


And this involves much more than what is said about the 
product. It involves countless details—from the design of 
the package to the type in which the selling message is 
set, the tone of the announcer’s voice, the very kind of TV 
show on which the commercial is heard. 


Most important, it involves appraising each of these important 
details for their total, cumulative effect. 


What kind of “brand image”’ is your advertising building? 


DONAHUE & COE 


Advertising 
NEW YORK CHICAGO ATLANTA MONTREAL 
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Campbell-Ewald Adds Travel 
Campbell-Ewald Co., San Fran- 
cisco, has been appointed by Pacif- 
ic Area Travel Assn. to handle 
travel promotion throughout the 


Sweetheart Soap 
AdsPromotelts — 


U. S. and Pacific area countries. | 


PATA is a non-profit organization 
dedicated to the development and 
promotion of travel to and between 
the countries and islands of the Pa- 
cific basin. Its membership in- 
cludes representatives of govern- 
ments of countries from Australia 
to Fiji to Thailand, steamship com- 
panies and airlines serving these 
areas and travel agents in the U.S 


‘Ads into Profits’ Published 

A 22-page planning guide, “How 
to Turn Advertising into Profits,” 
has been published by Wellington 
Co., mutual investment fund spon- 
sor, and Doremus-Eshleman Co. 
The booklet includes a variety of 
mutual fund ads for dealer spon- 
sorship and suggests follow-up 
methods, letters, etc. It is available 
without charge from Wellington 
Co., 1630 Locust St., Philadelphia. 
I f you sell 
§ to 


their own 
“ magazine 


New Wrapper 


Cuicaco, May 28—Sweetheart 
soap, for years known to house- 
wives for its 1l¢ sales, 50%-off 
deals and coupons, will shed its 
price appeal garb and blossom | 
forth next month as an image of) 
leisure luxury. 

On dealers’ shelves Sweetheart | 
will appear in a newly designed 
blue-green metalic foil wrapper 
(sans coupons) and in advertising 
the soap will be cast as part of the 
elegance of milady’s bath—“your 
golden hour, your own special 
time when you alone can know 
the wonder of a warm Sweet- 
heart bath.” 

No change in the soap’s ingred- 
ients or in the bar’s oval design is 
involved in the change. 

The “new look” campaign will 
break in July issues of Better 
Homes & Gardens, Ladies’ Home 
|Journal, Seventeen, True Story 
|Women’s Group and Vogue. Mc- 


Call’s will also be used some time | 
after July and additional books 
may be added to the schedule. 


2 On tv Sweetheart currently 
uses Arthur Murray Dance Party 
| (NBC-TV) but will use a re-run 
lof Loretta Young shows (CBS- 
TV) throughout the summer until 


» 


ja “feminine” soap than many oth- 


Advertising Age, June 3, 1957 


| CBS Radio Signs 2 Sponsors 

New orders from two sponsors 
have been signed by CBS Radio, 
New York. Philip Morris Inc. 
(N. W. Ayer & Son) will run its 
“Philip Morris Country Music 
Show,” formerly on Mutual Broad- 
casting System, in the 10:30-10:55 
p.m. slot beginning July 5. Florida 
Citrus Commission (Benton & 
Bowles) is sponsoring a weekly 
quarter-hour of “Arthur Godfrey 
Time,” plus an additional quarter- 
hour of the program every fourth 
week, for 13 weeks, effective May 
28. 


your geklen hour. . 


| 
|Chicago Group Buys WIL 

A Chicago group, which includes 
|Harry and Elmer Balaban, Harold 
and Leo Lederer, owners of At- 
lantic Brewing Co., and Julius Ep- 
stein, real estate man, has bought 
Missouri Broadcasting Corp., oper- 
ator of WIL, St. Louis, and WWIL, 
Fort Lauderdale, Fla. The sale, re- 
portedly for $650,000, is subject to 
approval by the Federal Communi- 
cations Commission. 


your own special te . 


when vou alone can know the wonder of 4 


warm Sweetheart heath = 


UPLIFTED—Elegance and solitude are the theme of Sweetheart’s new 
ads to break in women’s magazines next month. The four-color 
spread will also announce a new blue-green foil wrapper. 


of America. 
Guiding the Weiss agency in| 


with the appeal of rewards wom- 
en associate with their special | 
engineering the image change was| concept of the bath and (3) avoid 
motivation research, a favorite or-| selling the soap as a facial skin | 
acle of the agency and one it) treatment. 
credits heavily for helping win| Carrying out this theme, the 
the Sweetheart account in the|new Sweetheart tv ads, for ex- 
first place. The agency did elab- | ample, will feature scenes of 
orate motivation studies on Pur- | women in all walks of life, first 
ex’s Old Dutch cleanser a fewjat their daily work activity and 
years ago and when Purex ac-/then in the privacy of their bath, 
quired Sweetheart along with the! the idea being that all women, no 
Manhattan Soap Co. acquisition|matter what they do, can have 
last summer (AA, Aug. 6, '56),|the benefits of a leisurely bath 
Purex hired the Weiss agency to| with Sweetheart soap. 
similarly research Sweetheart’s| The image change campaign 
market situation. will be Weiss & Co.’s first major 
Weiss & Co. formally took over|move with the product. Beginning 
the account Jan. 1 this year from! March 5, however, a special inter- 
Scheideler & Beck. im “Dream-Come-True” 


con- 

test promoting Sweetheart was) 
® What Weiss & Co. learned from launched (AA, Feb. 25) primarily | 
its studies of Sweetheart was, in|'® Clear warehouse stores and 


dealers’ shelves to make way for 


sum, this: consumers like the soap 
the new wrapper stock. + 


itself—its color, odor, shape, firm- 


| 
| 


ness and content. They like its 
“friendly personality” and men Dooly Named PR Manager | want some 
found it far less objectionable as| William G. Dooly Jr., formerly ° 


assistant manager, has been ap- 


of those cookies!”’ 


Gait 
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— . 
NEW LOOK—A new wrapper design 
and new foil paper are part of 
| Sweetheart’s image change. Con- 
|sumers said they didn’t like the 
old design. 


reaches the | 
P U g S i? Pe OW iz R | it begins Perry Mason Show 


(CBS-TV) in the fall. Daytime tv 
of 170,000 busine ss | may also be used this fall. 
and professional women | 


i 


er brands. 

But on the other hand, consum- 
ers felt that the soap was a “cheap 
deal” soap, a “dime store item” 
with a cheap wrapper, that it was 
“dealt” too much and that it was 
generally underdeveloped as a 


| The agency also learned a few 
things about women’s general at- 
titude toward baths and toward 
soaps. For example, according to 
Weiss & Co.’s research, women 
are not particularly interested in| 
sOap as a cosmetic treatment for | 
the face; they’re interested in soap | 
as a factor in their bath which, | 
to them, is their moment of pri- 
vacy, self attention and respite | 
| from household chores. 
| It’s the physiological sense of | 


\the Associated General Contract- 


pointed manager of the department 
of public relations and publications 


Commercials on WGN-TV have 
and editor of the Constructor of 


a way of getting results — because 


; : WGN-TV programming keeps 
ors of America, Washington, guc-!| folks wide-awake. interested 
poor + Baggy we a rt and watching. For proof, let our 
association announced changes in specialists fill you in. on some sur 


prising WGN-TV case histories 


and diseuss your sales problems. 


Put “GEE!” in your Chicago sales 


with WGN A eo 


Chicago 


titles of the executive department 
of the magazine. James D. Mar- 
shall, formerly executive director, 
has been named publisher, and 
Wiiliam E. Dunn, formerly assist- 
ant executive director, becomes as- 
sociate publisher. 


The attempt to create a new 
The female U. S. population outnum- 

bers males by well over 1,000,000. The 
influence of women in the U. S. economy 
is moving upward as more women enter 
business and the professions. They make 
more of the critical decisions, handle a 
greater part of the business dollar, and 
spend more as individuals. The b 
membership of the National Federation 


image for Sweetheart represents|Well being simply from being | 
an effort by Purex Corp., maker |clean that women seek most in 
of the soap, and Edward H. Weiss | their bath and in their soap, the | 
|& Co., the soap’s agency, to boost | Studies indicated. 

|its share of market above the 4% | 

|and 5% it has been holding lately.|@ Plotting its course of action 
Sweetheart held 4.3% of the mar-|from these findings, Sweetheart 
ket in February when it ranked|has decided (1) to eliminate 
seventh among toilet soaps, ac-|the “dealish” image of the brand in 
cording to Market Research Corp.|the public eye and (2) replace it 


of Business and Professional Women's 
Clubs is potent evidence of the trend. 
These women are leaders—they set the 
pace. Their preferences are admired and 
followed. This is the purse powerful 
group who avidly read National Business 
Woman every month. They respond to 
advertising in THEIR magazine. 

If you sell products for their personal 
adornment or for increasing their pro- 
fessional efficiency—if you provide the 
means to whisk them between cities or 
across oceans for business or pleasure— 
if you offer the opportunity of invest- 
ment or the chance to spend for fun— 
if you sel! the machines and equipment 
they need in business or at home—if 
your products and services appeal to 
the American purse powerful—START 
BY ADVERTISING IN 

NATIONAL BUSINESS WOMAN 
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DEALING—Typical of promotion that gave Sweetheart its “cheap deal” 


1300 Connecticut Ave. N. W. ® 
Room 311 © Washington 6, D. C. 


label, Weiss & Co. believes, was this b&w half page ad in the Amer- 
ican Weekly of April 15, 1956 
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t his instigation. Paul E. Warburgh, Sales Manager, metal 
fabrication and engineering design dept. 
of Continental Copper & Steel Industries, 
Inc., writes, “Three words characterize 
CHEMICAL ENGINEERING, ‘Informative, in- 
structional, interesting.’ I find it a gold 
mine of needed information.” 


e reco 


ends and specifies at every stage 
ve buyi 


procedure. 


Seeeeery source of product information 
See! preference has always been CHEM- 
ee EERING — the 3-to-1 choice among 
Seeeeerrgineers in all functions. 


Se CPI continues to out-produce, out-build,  ® CHEMICAL ENGINEER IN ATOMIC ENERGY 


See most every other industry in America. The chemical engineer is a key factor in 
See EMICAL ENGINEERING is the one magazine the nuclear industry. James Wright, an 
Ppens all engineering doors, penetrates every engineer in Westinghouse’s Atomic Power 
Wherevérneys; tne chemical engine thwhile plant for you. Throughout the past 50 Dept., says, “CHEMICAL ENGINEERING sets 
' pivot” in CPI operations. When deali years of spiraling growth, most of today’s leading the standard of achievement in covering 

keep your eye firmly fixed on three essential facts: | companies have established profitable “futures” in technical developments important to the 
’ this field by making CHEMICAL ENGINEERING the engineer, wherever they may be in in- 
F 1. All CPI buying begins with him. No new _ solid foundation of their sales effort. dustry.” 


a “selling- 


CHEMICAL ENGINEERING ... 00 sell the engineer, whatever his function 


A McGRAW-HILL PUBLICATION (ABC-ABP) 330 W. 42nd STREET, NEW YORK 36, N. Y. 


ee Ce a i i A Ried a sp Bh 
eee 12. oe " ee eek on ae a ee Pa 4 STN ee OWS, c-Si = 
as ee : ee te ris Bo yaa eo oe) 6 Saar rato Bet a ere ee ets Mt 5 ieee eam, ue i ae bien Ki PO ee 
i : eet wae ae oe ‘et Oe ae eee cs Cee ain Be ee reps a ee a mo toe a TE NC tae mE 
3 2 toe : " eae eee © y dee: See ro Pe ey 5 cs} a al : ee ot Maen ¢: a aa a aE : Pee he eee: ee ai 
=. Oa oe 7 es a a ee er 
* : ‘ é - 3g + esd . ae ; ore i a oa : oe iyi ier Ok ats ee a 3 oy : SBA: — ar aes nit 
* ia 
IN | | : 
> < 7 = 
Be . r a 
r ~ y > / v ue) 
= ; q 
: tr gh 
; : — .. 
ayy ; pa”: sd » 
ae ‘ a = 
%; g : ¥ 4 ae 
‘ = i 
, - ‘ 
300 mia ey * ; 4 
P , ces: ee . . " 
2 PAs ‘an : > a ae 
if j 4, “x a . OCR : A 3 ‘> ‘ i es eer 
/ - *: > Hews cce es) . Z J “ y . -< a 7 
/ ’ “hf : SX Spee OF a at ia / : i 
Hitt us Arete Es A cS Fie ke < n’ ~ ! F F. 
. hi ‘ 2 es : VY; ‘ ~* y eo Sait 
‘ ree, - =! +f hae ‘a / s i, 
a Rocce ae = cee ~ o 
hee PEON _) are a, MQ 2 ; Rees 
# [ee . te Gaal SS ee Hi. 
[) te Nite aes aus i . . ° 2 - o8 a 
oe, : ae = By 4 wens os 
; ee ya peat ae . a a 
SNS Po. basin ex 7 a? 
: ~ ah : ] : eI a eee — SS 4 ey eae " 
a = ‘ , _ << ee Pa _ a a 7 mana r ee : 
* : ‘s j | (ne SS MA +S ae 1 ee ew 
Re A . MPO Aas re! oe i po oe . f ag a: 
Se } . ay aa ‘zs “Se ae Fs Ne a Fe _ eget Se 
49) ats : ’ o- * pr eS aa eet. +" 5 ane * 8°65 , ’ : reel 
Ak eal oes e le. *e . ” : Set let ae ~*~ -* > 'e ya 
aa hee - i re LSS rie. Beck cn? me 
‘Sane al a - “See TITS ie: ee - es ae ae 
PAC. oe Meas Pt | aes a ‘nn ee, pee z + +-3 ate 4 
a ee o + ose) a ‘ + ¥- OE ley cS 5 aoe bes see ce Fay “3 2: °32 lle kd 
tt) oS ond Se Rae ae ~ Sa heer: Be a .- 2 
Aiea: =. js on. : 4 Lom Z ae i ies ae x >: ee 
Nitin ae ae } uate a ———— et (ié‘ SS oo nage Been re me °Ss ia 
4 ae . ae ay oo \ \ + AERO R a. ee “sie “Seeks eae eo. oe agers le gy 6% re 
ERE a hae a ot on Pita: se Rete atin oa " ay ae Se 
dete Ay Abe ; 7 et og noe a a | Fes ieee * ae aoe 
> vee, 2+ a pe NESTS cee: ne ‘ AF ia ee fe 4 = ad ae PL a 
ort Wey ch. > eres : «os. le Seine shy teal aa . eat a 
sioat\iah eee , EE ARN te 
ea 2 hte, PPmccsie.. ee | oa. Ahr ee 
Bare: & ie amt, |b Pe Ai sti =a e aoe eae 
aay ——- i . Eig Oy Wee pine ec ee i 
| AWN gy en cee Joe f 
“Ny Beet oar Pe “Ngee : Ber “ : 
a* 46 <a 0 ea Poe —" - 2 gui 2 ‘ 
r | oy > oats as St hs ‘ £ je a Be 
, wee é- see \, , | 
= y e OG: rt ae ae | } 
aN Se ; ess ee ee F ’ 
“a Af aay BB EI 5 Sy Te ee a D sae 
ap ae + ie as a3 228 4 anes! = =a oe) rs i " . f i oy eas 
a ete od “- ee, Beagtl “ASN a RE i ARs 4 
; ers ty é a * in SAE A ead oe avo b F a ee 
Ee eee S a sie a mf he J bn 
= Bota ae - a ee a Pe } pe 
5 SRM ee ~ ae, hae 3 - ae 
; Nhe gts oabes te Ft GE gk 5 eee r k oe 
Bee eg) ee ge afi gS ver i er me 3 ate a - 
ees ee | 2 ea 
‘4... ae o feel 
sth 4 ; ees ae. i pigs 0 te ae ae 
y 44 Se ee P27 Caan 4 fee ie de Sanaa ee oe 
Y, 4 eo f —— Se fea Pat aro, | ie . rae 
“4 A j eee ok, ee ye yt " ny ee 
“hip Kk etter = al eae the ¢ ea % 
a : H , Ph se er a aa F : FESS Od 
Vie d ; wk O65 ee aoe VE Sie ome 5 ee 
: —- mei ADSENSE pw ame 
" : ee Oe rae ase Be 
é — — ee eT : eg 
? nivel aie aa 
o, a a RAR : ‘. : 
3. 2a i any arene? ca 
ot a s a 2) en 
atthe rr . : oe 
rk ae rad A> Ae et fs : - ee 
vs eee hat soy: , = r cs oy aS 
ES ee , oe ae 
via cere Ks i ie 
t* , fis 3 + a 
“a s > J 
% ~ 5 < Af i. _ ye ¥ i“ 
: YY : ’ 4 = ’ . 
x Be: 4 ‘ , a €: 2 i ge 
: 2 F . ie =, afresem 
. e a 3 ; oor te sha 
os oes, j eis 
P ‘. one 
? 3 * Na 
: . | , ie ae 
he eee 
la x we 
ay a ; “ mee Pp are 
+ a * Fees —-s 
TH ° ICALa = ae 
F ry ; . oe 
: os : [ mir eae 
: ‘ ee Be 
~ ‘ A ee te 
. iN es a 
, es S¢ 277 ngi ay 
4 “ahh ey 
a ee ae 
e ; te t Be 
: Pe 5-5 = sane 
f ; Kye 
: ; : Mae 
f - anit 
) ‘ pee 
- 2 es 
rs J ae: ad ae ek 
‘ a e i <a 
iS neue 
if é es 
i “tote j 
mc) eee 
’ Bapineer? 3.8 ek 
od steed 
: . Mee. i= 
mify.His «ag ae 
- fo 4 
iii 
’ ci 
ee 
ae 
». 4 # 
ee 
; =e Noe 
Ses ee ieee Bie iid sacs by, re : Z sae i ea % 
et Rt ot can Ne ae whic phe) Be cehcg ae eer a roge oa Te Pet eee Paes e “Sen 8 3 ae 
rate TA ee : ae ees : ¥ i ara ere : f , Pe ii 0 . rae oe Pere A * ie , ae . ‘ x 
na = A ape oie cae, sas ie bat recta a ae) eras ea aat oe tsa s * _ cat pean ae ioe eat ¥ eas i ae ee. Ans ge Eee ee es Wee eee ae ss Aoe pare ey ry 
I a aie eee eet cee yi ’ ae oot Tay =k. ee a jo bio ale Meet een ed ‘ P : aie Ss NE trek hs ee moras es : ee BR: PANES Ne oh 
ee ; ies ee a Pee eee —m Bi pee gat | a ae a 5 Pe : roe 1% aes He Pig tes : ahs . x Roeeh a i fee. Oy % PB or aN Seay Bares 1H 
ree : saan ein : “re fa ee fs ele bees 3 Se ar se. : sas ied ; F yee y 2 ea : 
Sete th MRIS eS SE ee at uaueieun Pui oo oka ine as SEs ae ee View aa, encanta ; 
= : PS a ees d ne Oe gon ae bei tte), Bae roe ae E 
Mine ane te 20), i RR Sl a: 


NO OTHER MAGAZINE matches this 


e Progressive Farmer 


The Progressive Farmer is published in five separate editions with each 
edition localized to one of the five farming areas of the South. IIlus- 
trated below is separate-edition editorial matter for one issue. Every 
page and every item is exclusive to the edition in which it appears. The 


Separate Edition Editorial Pages from One Monthly 
Items Exclusive to the TEXAS-OKLAHOMA Edition... 


ah) pike oe ] 


1PM 


ee 


Why does The Progressive Farmer go to of the Southeast. Citrus thrives in Florida, but __ the entire South. Only The Progressive Farmer 
great expense to publish five different editions peaches are the chief fruit crop of South Caro- _ provides the qualities of a modern mass maga- 
each month? Why are fully-staffed editorial lina. Growing rice in Louisiana is not like grow- _zine plus the advantages of a local medium. 


offices maintained in Raleigh, Birmingham, _ ing cotton in Georgia. With 1,345,000 subscriber-families (5,300,000 
Memphis and Dallas? Each edition is tailored to serve the particular readers) in the 16 Southern states, The 

The answer is reader service unequalled in _farmand home interests of its readers. This local Progressive Farmer is far out in front as the 
magazine history. service is the foundation on which The Progres- | Magazine of the Rural South. 


Agriculture is Southwide but crops and farm _ sive Farmer has built its strength for 71 years. Your product gains strong local prestige 


practices are local. Tobacco doesn’t grow in The only editorial matter appearing in all five when it is advertised in The Progressive Farmer 
Texas but it brings millions of dollars to farmers _ editions is that which is of special interest to —a must in any plan to sell the rural South. 
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separate edition principle was originated by The Progressive Farmer. 
No other magazine attempts to render a similar service on such a 
scale. This intensively-localized service is a big reason why The Pro- 
gressive Farmer is the Nation’s No. 1 Farm Magazine in Advertising. 


Issue of THE PROGRESSIVE FARMER 


PAUL HUEY, V. P. and Advertising Manager OSCAR M. DUGGER, V. P. and Western Advertising Manager DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH » MEMPHIS 
Birmingham 2, Ala, » Phone: 54-2571 Daily News Bidg., Chicago 6, Ill. + Central 6-3400 250 Park Ave., New York 17, N. Y. + Yukon 6-7520 DALLAS + SAN FRANCISCO + LOS ANGELES 
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Liquor Demand 
to Rise in ‘57, 
‘58, Group Told 


| Dr Henry Bund, vp of the Re- 
‘search Institute of America, told 


jual increase in business through the 
“remainder of 1957 and into 1958. He 
'warned, however, that increased 
|business would be accompanied 
|by sharpened competition which, 
lhe said, “will test the caliber of 


MraMI Beacu, May 28—Demand | both management and personnel.” 


for scotch exceeds supply. 


Some distillers plan to ration de- 


Dr. Bund predicted that popula- 
tion growth in the next ten years 


| the conference that the liquor in- it “absolutely essential to capital- 
dustry can look forward to a grad-/|ize on the latest technological in- 
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and business thinking obsolete. The | record, it is generally believed that| could be used as “a starting point 
liquor industry, he said, will find | most distillers favor a more con-|for fair and equitable agreements 


novations and to keep pace with 
new techniques in management.” 


s John L. Leban, vp of Publicker 
Distiller Products, told the group 
that his company planned to ra- 
tion decanters during the 1957 hol- 
iday season. 

While other distiller representa- 


|servative handling of decanters 
| than has been the practice during 
the past few years. At the begin- 
ning of 1957 a number of distribu- 
tors, reportedly, were forced to 
carry over substantial inventories 
of holiday decanters, and have been 
unable to move them. 


® The association’s industry af- 
fairs committee reported a growing 


by distillers and distributors.” 

Victor A. Fischel, president of 
the House of Seagram, told the 
meeting that better contracts would 
help both sides of the industry 
to work out their problems and 
would help establish mutual con- 
fidence. 

Sidney E. Frank, president of 
Schenley Distillers Co., empha- 
sized that without good faith be- 


ecanters during the Christmas holi- 
days. 

Good business will continue 
through 1957 and into 1958 for the 
ae liquor industry. 
ve These were the highlights devel- 
: oped here last week at the annual 
= meeting of the Wine & Spirits 
' Wholesalers of America. 

Concerning scotch: P. J. Wood- 
house, secretary of the Scotch 
Whisky Assn., Edinburgh, Scot- 
land, told the liquor dealers that 
inventories of properly matured 
scotch were not rising fast enough 
to keep pace with increasing world 
demand. 


will make traditional economic! tives declined to comment for the!need for a model contract that!tween the two groups, “all pro- 


® Mr. Woodhouse said that distill- | 
ers in Scotland are unable to meet 
the increased demand, although the 
inventory of scotch whisky in bond 
now stands at a record high. He! 
attributed the increased demand 
for scotch to rising standards of | 
living. Current inventories, he) 
said, are 36,000,000 British proof 
gals. of whisky more than four 
years old. Last year, he said, 23,- 
000,000 gals. of scotch were sold 
in the world market. 

Because scotch has to age a) 
minimum of five years, Mr. Wood- | 
house said, “we must continue to 
put some restraint on sales.” Pro- 
duction, he said, has been, and is 
being increased, but not as much 
as demand. 


National Assn. of Alcoholic Bev- 
erage Importers, told the meeting | 
that imported beverages are be- 


US C ] S l l eee 
R TRADEMARK 
coming an increasingly important 


part of the profit picture for both | what ha ens a r 
wholesalers and retailers. In addi- 

tion to growing demand for for- 

eign wines and cordials, he said, 
the demand for scotch and Cana-| 
dian whiskies continues to increase. | 
In 1956, he said, the U.S. imported 
5,649,000 cases of scotch and 4,-| 
285,000 cases of Canadian whisky. 
This compares with 5,250,704 cases 
of scotch and 3,691,703 cases of | 
Canadian in 1955. 


s Harry L. Lourie, exec vp of 4 
| 


The power, the excitement, the force 
that enables a magazine to move readers 
to action is wrapped up in this one 
word. STEEL has this power, because 
STEEL attracts readership of the men 
who are leading metalworking’s prog- 
ress. They depend on STEEL. They 
} 

| 


HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


use STEEL. They read. Then they act. 
Example: Brainstorming, introduced 


to metalworking in a STEEL article, 
| is now used by forward thinking com- 
| 


panies throughout the industry. 


When STEEL arrives in a plant, there’s 
action. That is why more advertisers 
to metalworking are placing more ad- 

vertising in STEEL than in any 
other magazine. 


Barney Kingston Merchandising Director 
Don't be feoled by the “outlet map” 
en your wall! It's one thing te put 
your product in stores——it's quite an- 
other to move it. 

If your product or service lends it- 
self to personal selling—whether in a 
home, office, store, institution, service 
station, etc.—it will pay you te in- 
vestigate the booming 89% billion 
DIRECT SELLING FIELD. Manufac- 
turers and agency executives often 
amazed to learn how casy and inex- 
pensive it is to move merchandise 
through modern direct sclling—in ALL 
counties of the 48 states and in the 
provinces of Canada. 

Let us analyze your product or 
service without obligation on your 
part. If your product has potential in 
eur field, we submit 34-year sales- 
tested plan for consideration; sample 
om plan starts 50 new companies every 
me month ... many of which now do 


usership is the strength of G&aaa3) 


from $260,000 te more than $12% 
million annually. 

Send factual data to our Merchan- 
dising Director, arney Kingston, 
Dept. A 213, Salesman’s OPPORTUN.- 
ITY Magazine, 850 North Dearborn 
Street, Chicage 10, Ill. 
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grams, plans and written instru- 
ments would be so much wind 
over water. We believe that | 
warmth and understanding, beyond 
written agreements, are essential 
for good relations between distill- 
ers and distributors.” # 


Correri Joins ‘Good House’ 

Paul Correri has been named to 
the promotion staff of Good House- 
keeping, New York. He was for- 
merly public relations manager of 
Northeast Airlines. 


Agency Says Its 
FM Ads Succeed; 
Signs for 2nd Year 


San Francisco, May 28—Ber- 
nard B. Schnitzer Inc. has just 
decided to renew for a second year 
its use of KDFC, fm station here, 
for agency promotion. The agency 
feels fm radio reaches a “class” 
market. 


!fm for a year on a test basis and | 


Mr. Schnitzer asserts two aims 
have been accomplished. 

“First,” he says, 
name has been publicized before 
top opinion groups. A study made 
by our research department re- 
veals that important business lead- 
| ers and executives are likely to 
be fm ‘good’ music adherents. 

“Specifically, in at least one in- 
stance where the agency was ap- 
pointed to handle a major account, 


The agency has been using the! several key executives of the cli- 


ent voluntarily mentioned that 
they knew of the agency through 


|its fm message.” 
“our agency | 


The second specific advantage, 
Mr. Schnitzer points out, “was that 
we reached professional people, 
such as doctors and educators and 
ministers, whose basic knowledge 
of the advertising agency business | 
is represented by the terms ‘Madi- 


son Ave. boys,’ ‘Grey Flannel Set’ | 


and similar descriptions. 


| “Because of this,” Mr. Schnitzer | 


continued, “our copy department 


takes great care in writing the 
commercials for the KDFC audi- 
ence. For example, we use low 
|pitch factual copy. The average 
length runs 45 to 50 seconds. 


s “Many of the commercials ex- 
plain what an advertising agency 
does, and its economic functions in 
| the 1 life of the community.” # 
Mercury Offers Credit Plan 
Kiekhaefer Corp., Fond du Lac, 
| Wis., is now sponsoring sales of 
| boats and boat trailers as well as 
| outboard motors and accessories 
on a time-payment basis through 
\its Mercury outboard motor deal- 
ers. Kiekhaefer says it is the first 
jall-inclusive national consumer 
| credit program in the boating field. 


| Brunswick-Balke Adds Agency 
Brunswick-Balke Collender Co., 
\Chicago, has appointed Garfield- 
Linn & Co., Chicago, as marketing 
|}and sales promotion counsel for its 
|school equipment division. Mc- 
|Cann-Erickson, Chicago, continues 
| as the company’s agency. 


DAW VA 


SBRIGHTEST= 


ZB E, SPO — 


/7aQiLDING 
PICTURE 


The brightest spot in the 
building picture is lumber and 
| building material dealers’ 
sales. They promise to match 
or exceed 1956's record vol- 
ume—despite the decline in 
new house starts. 


e The almost complete col- 
lapse of tract building, which 
accounts for most of the fall- 
off in new residential con- 
struction, represents practi- 
cally no loss to lumber deal- 
ers because such builders 
were big enough to buy direct. 


e In fact; lumber dealers are 
now getting an increased 
share of new housing ma- 
terial dollars because the 
smaller (1 to 50) builders, 
who specialize in the better 
homes comprising the bulk 
of today’s starts, are tradi- 
tional dealer customers. 


e And, of course, lumber 
dealers are headquarters for 
the boom in home improve- 
ment. (A bigger market than 
new home sales in "56!) 


e Last, but not least is the 
do-it-yourself consumer, to 
whom lumber dealers sell a 
growing number and volume 
of pick-up items. 


No wonder, then, that a 
March Ist survey reveals 
secretaries of dealer associa- 
tions, and the dealers them- 
selves predicting sales on a 
par with or better than last 
year! 


Top coverage and penetration 
of big volume dealer ovtlets 


American 
Lumberman 


& Building Products Merchandiser 
Ld 
139 MN. Clark Street * Chicago 2, Illinois 
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0 of heads of U. S. families* are 
. O 30-years-old-and-over 


of total U. S. money income 
goes to families* 
whose breadwinners are 


30-years-old-and-over 


of heads of families* 
with incomes of $7500- 
and-over are 


30-.years-old-and-over 


* spending units 


“Young Marrieds” includes “more than first family for- 


mations”. It is an arbitrary classification for research pur- 
poses used in “Consumer Finances Over the Life Cycle” 


, 


by John B. Lansing and James N. Morgan, which includes 


all married spending units up to age 45. 
=o SSS 


BEST CUSTOMERS © 


—who are they? 
30 -Years - Old-And - Over 


Best customers—a group of spending units thirty years 
old and over—based on special tabulations from the 
1956 Survey of Consumer Finances—Durable Goods and 
Housing”, prepared for the Federal Reserve Board by the 


Survey Research Center of the University of Michigan. 
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buy House Beautiful... A 997 


of House Beautiful 
The latest report "1956 Survey of Consumer Finances — | cretion song ton 
Durable Goods and Housing’ is a statistical gold mine. Based | $0-years-old-and-over 
Mon special tabulations from it one significant market fact mo —— Pirie 
shines brighter than all the others: the great marketing 
importance of those people ‘30-years-old-and-over”. 


This group accounts for: 


ae SF dete ts Sta St 


18% (or 6.5 million) of all TV SET purchasers 

15% (or 3.2 million) of all REFRIGERATOR purchasers 
14/ (or 3 million) of all RANGE purchasers 

714/ (or 7.2 million) of all FURNITURE purchasers 

18% (or 3.5 million) of all WASHING MACHINE purchasers 
82% (or 5 million) of all NEW CAR purchasers 


0 
16% (or 1.9 million) of all non-farm HOME purchasers 


the magazine that sells both sides of the counter. Over 700,000 high-income Pace Setter Families includ- 


ing over 60,000 actively engaged in retail trade. Average income: $14,750; Median income: $10,000 
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THe HOUSTON Post > [ee IN THE NATION IN 
& 1956 


RETAIL LINAGE GAIN 


27thIN NATION IN 1955 


RETAIL LINAGE GAINS 


24 Consecutive Months of 
Retail Linage Gains Since April, 1955 


af oe 
Ppa oe | > is 
Oe ORE PS 
C ts 


‘es r 


Source: Media Records 
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Advertising Age 


| THE NATIONAL NEWSPAPER OF MARKETING 


National Ad Expenditures in Eight Media: 1952-1956 =*‘Coss "ur --: 


NEWSPAPERS & SECTIONS 


1953 


1954 


TOTAL 
[7] macazines 2,738.3 
(0) wetwork tv MILLIONS OF DOLLARS 
HH) BUSINESS PUBLICATIONS by sing 
8 ovrvoor — 
[__] NEWSPAPERS SECTIONS 790.8 
NETWORK RADIO TOTAL 
a FARM 2,246.8 
PUBLICATIONS TOTAL 695.3 
2,180.5 
TOTAL 
1,961.2 - 
594.1 Pas 
601.2 4 ‘ 
526.0 ae 
42. Y” 723.5 
Po ae 657.3 
597.1 
—* TM 
552.7 a ye NW 
_- Tn HA 
TM Nn mnt 
TM AA aoe Wi 
io iT 
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1955 1956 


Sources for the figures in this chart are: 

Newspapers and newspaper sections—Bureau of 
Newspaper Publishers Assn. 

Magazines and network television—Leading National Advertisers Inc. 

Business Publications—Estimates of A. R. Venezian, McGraw-Hill Publish- 
ing Co., as published in Industrial Marketing. 

Outdoor—Outdoor Advertising Inc 

Farm Publications—Farm Publication Reports Inc. 

Newspaper sections only—Leading National Advertisers Inc. These figures 
are based on advertising appearing in the following sections: The American 
Weekly, Family Weekly, First 3 Markets Group, N. Y. Mirror Magazine, 


Advertising, American 
Metropolitan Group, 


five 
1955. 


smaller publications distributed . . 
editions of daily newspapers.” 
Magazine figures through 1955 include six national farm publications 
measured by Leading National Advertisers Inc. The 1956 figure is for only 
farm publications 


NOTE: Newspaper section totals included in the Bureau of Advertising’s | 
figures cover all national advertisers’ investments in The American Weekly 
Parade, 


This Week Magazine and “the many other 


. as sections of Sunday (or Saturday) 


since Country Gentleman was discontinued in 


Publishers Information Bureau stopped measuring network radio ex- 
penditures after July, 1955. The 1955 total is based on PIB figures for the 
first seven months plus AA’s extension of these figures for the full year 
The 1956 total is an estimate by Radio Advertising Bureau. 


WN. Y. Times Magazine, Parade and This Week Magazine. 
compared with 50.4% 


Canadian Dailies | 1954 it was 61.5%. 
Show 14.6% Dollar | Total linage carried by Cana- 


|dian dailies in 1956 was 784,652,- 
Gain in 1956 | 889, compared with 743,832,220 in 
Toronto, May 


| 1955. 
29—Canadian | 
daily newspapers in 1956 regis-| = While the linage total carried 
tered a national dollar gain in ad-| by Canadian dailies in the first 
vertising revenue of $5,554,737| quarter of 1957 is not yet avail- 
(14.6%), lifting the year’s total to|able, Canadian Daily Newspaper 
an alltime high of $45,318,802. |Publishers Assn. reports that the 
Canadian dailies in °56 carried | dollar total of national advertising 
50.84% of the national dollar vol-| carried by Canadian dailies in the 


in °55. In 


19.18% over the first two months 
of 56. 
So-called “hooker” advertising 


(tie-in ads) sold by Canadian dai- 
lies in 1956 is reported to have 
| been approximately the same as 
jin the preceding year. Such ads 
increased about 6.8% in number 
}in ’55 over °54, but there was ap- 


|parently no outstanding change 
| last year. 
Circulation increase of Cana-| 


| dian daily newspapers during °56 


amounted to 1.6% for a new high/r.o.p. color categories but there | 


ume of publication advertising, | first two months of 1957 was up| of 5,489,128. # 


Gains Achieved Despite 
_ Dips in Auto Spending 
as Patterns Are Broken 


| New York, May 31—The news- 
paper year was one of broken 
patterns. 

For years automotive had been 
the backbone of newspaper na- 
tional advertising. Yet newspapers 
moved to new record volumes in 
national advertising in a year 
of declining automotive expendi- 
ture. 


s It was a year of upward revi-| 


sion on copy prices. Harold (Hap) 
Kern, general manager of Hearst 
Newspapers, had predicted a day 
of dime newspapers, and in New 
| York all evening dailies are now 
jat ten cents. Said Philip S. Weld, 
|of the Gloucester Times, “A year 
from now most of us will recog- 


nize the nickel newspaper as as| 
much a thing of the past as the| 


5¢ phone call or the penny post- 
|eard.” (There were 379 dailies 
|selling from 6-10¢ a copy as of 


R.0.P. Full Color 
Is Added by 35 


Newspapers 


New Studies Show that 
291 Papers Now Offer 
Three Colors and Black 


| CHricaco, May 29—More and 

more newspapers are joining the 
|r.o.p. color brigade, particularly 
|the full-color category, thereby 
| strengthening its potentiality as a 
| national medium. 

New figures released to ADVER- 
TISING AGE by Lake Shore Electro- 
type division of Electrographic 
Corp. show that whereas the num- 
| ber of newspapers which have be- 

gun offering black and one color 
for the first time in 1957 is modest, 
| the significant increase this year is 
in the number offering full color, 
or what newspapers refer to as 
three colors and black. 


s Some 656 U. S. newspapers now 
are offering at least one color and 
black, compared with 644 a year 
ago, Lake Shore reported. More 
significant, of this total, 291 news- 
papers now offer three colors and 
| black, an increase of 35 newspa- 
}pers in this category in the past 
|year. In comparison, 20 newspa- 
pers have added two colors and 
|black, bringing the total in that 
group to 361; and 12 newspapers 
| have added one color and black. 
| In previous years, the trend has 
| been steadily upward in all three 


| (Continued on Page 91) 


Newspaper 
Progress 


Section 


Newspapers Hit Record 
Ad Volume in 1956 


| April, 1957, up from 282 a year 
| before.) 

It was a year of comparative 
| ease so far as the supply of news- 
|print was concerned, although the 
cost of newsprint still drew long 
faces in publishing circles. It 
looked as if 1959 capacity would 
be 9,500,000 tons of newsprint, or 
a year ahead of ANPA’s forecast 
of 1960 needs; it also looked as if 
publishers would be paying $4 a 
| ton more for newsprint by the end 
i- 57. 


. It was a year of growing labor 


unrest. The ANPA found that 
there were 14 strikes and 67 
aibitrations, compared with 9 
strikes and 80 arbitrations in 1955. 
|The ANPA has consistently spon- 
sored arbitration, holding that it is 
the best course for publisher and 
union alike. 

But one pattern stayed grimly 
evident. The pressure of costs on 
newspapers was rising. The pres- 
|sure meant various things to pub- 
|lishers: the need for greater scru- 
|tiny of mechanical costs (“far too 
| many mechanical departments of 
| newspapers are operated today by 
the same rules and planning used 
|30 years ago,” noted a disapprov- 
ing ANPA committee report); the 
need for the adoption of labor- 
saving devices (teletypesetting 
circuits are now in use by 1,081 
|daily newspapers), and the use of 
| Photocom position jumped 300% 
| (to 35 newspapers) between June 
| 1, 1956 and April, 1957. 


® Again, photocomposition—re- 
peating the pattern of teletype- 
setting—promises continued union 
resistance. The ANPA noted that 
the International Typographical 
Union demands jurisdiction over 
all operation of phototypesetting 
machines, processing of work from 
these machines up to camera, and 
representation of all employes en- 
gaged in pasting-up forms. These 
demands exist whether existing 
arrangements have paste makeup 
done by employes in other depart- 
ments (and other unions) or by 
advertisers. 

Another evident pattern was 
the drift to narrower columns. 
That pattern might be broken by 
newspapers who think narrow 
columns are good for publishers 
{but bad for readers. In March the 
|ANPA board recommended an 11- 
pica column width; a report said 
204 newspapers with 45% of the 
U. S. total daily circulation now 
had a column narrower than the 
old standard 11 picas, 6 pts. A 
dissenting voice came from Talbot 
Patrick, Herald, Rock Hill, S.C.: 
“For the sake of the future of 
|mnewspapers, we would be better 
|off to consider going back to 12- 
|pica column width.” He argued 
that advertisers are only inter- 
ested in newspapers because news- 
papers are interesting to readers, 
and “if we make it harder for the 
‘reader, our space will be worth 
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ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
earn more, spend more than families in any 
other Minnesota city. 


Per Household 
CONSUMER SPENDABLE INCOME......... $6768 
Pe, GL. 6 sas b4we ede cre reen 6846 


In this rich area—family incomes 20% above the na- 
tional average r family, retail sales 78% higher 
than the satlaeek quaina aul the POST-BULLETIN 
delivers saturation coverage . 
Rochester. 
In its home country (Olmsted), the POST-BULLETIN 
reaches 5 times as many homes as the leading outside 
per .. . 3 times more than all outside papers com- 
ined. 


. 103% coverage of 


A 35,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 85,000 
passengers yearly. 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


Circulation over 21,000 daily COLOR AVAILABLE! 


{that much less to the advertiser.” 


® Finally, newspapers began to 
|move to break an old and un- 


|pleasant pattern: the drain-off of | 


promising talent to other media. 


A special committee headed by | 


Otto A. Silha, vp and business 
;}manager of the Minneapolis Star 
and Tribune, points out that (1) 
journalism school enrollments are 
\far below 1948 peaks, and each 


|graduate will average about four | 


job offers from which to choose; 
|(2) ANPA surveys show daily 
|newspapers need about 30% more 
japprentices than they now have 
for are allowed under contract; 
/ (3) surveys of high school stu- 
j;dents indicate little interest in 
|mewspaper work; and (4) of col- 
|lege students going into newspa- 
per work, too many get out quick- 
ly (of 140 respondents to a Notre 
Dame questionnaire of its journal- 
ism graduates, 56 had worked for 
/a newspaper, but only 38 were 


‘still in the newspaper business). 
Mr. Silha summed up: “Newspa- 
|pers are placed in a double 


Oklahoma City 


ranks solidly 


now 
in 


the TOP 50! 


36th oN 


DRUG STORE SALES 


a 


A3rd | 
IN RETAIL SA 


S 


44 


IN 


PORULATION 


| 


AUTOMOTIVE STORE SALES 


| 
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Oklahoma City . . . one of the nation’s 5 FASTEST 
GROWING cities is now solidly entrenched 
among the top 50 markets in the nation. 


the nation. 


The Oklahoma City metropolitan area—an area 
which includes only Oklahoma county—has shown 
a steady growth during the state’s brief 50-year history 
and is now a solid 48th in population, 
43rd in total retail sales, 36th in drug 
store sales, and 44th in automotive sales 


Oklahoma's Greatest Media 
In Circulation, In Prestige 
And In Buying Influence 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Source: May 15 Newspaper Rates and Data. 


as compared with other metropolitan markets in 


The Oklahoman and Times solidly covers this 
metropolitan market—and goes far beyond to cover 
the rich, statewide market, reaching over 265,000 
reader families daily and Sunday! 

Oklahoma is a major market—and it’s still growing! 
To sell more to more Oklahoma families, 
advertise regularly in the Daily Okla- 

homan and Oklahoma City Times. 


Published by The Oklahoma 
Publishing Company 
Represented by The 

Kotz Agency 
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| squeeze because of their relatively 
| poor employment reputation with- 
in the over-all field.” 

Mr. Silha noted that 20 newspa- 
pers went recruiting last spring, 
and that there are now 220 mem- 
bers of the Newspaper Personnel 
Relations Assn., and that there is 
growing recognition that the 
whole newspaper field will have 
to engage in a national effort of 
better public relations. 


® Patterns were changed in the 
newspaper business in the past 
year, but some of the best pat- 
terns of growth were intensified: 
1. Newspaper plants continued 
|to be modernized and improved, 
jand new buildings dotted cities 
|across the country. About $1 bil- 
|lion in new plants and equipment 
|have been installed by publishers 
since 1947. 

| 2. R.o.p. color, the newspapers’ 
|top competitive weapon in the 
| package goods business, was mak- 
ling great strides (see story on 
Page 37). 
| 3. Newspaper advertising was 
hitting new highs. In 1956 news- 
|papers’ national ad volume was 
$737,996,000—up 6.1% from the 
1955 record. 

4. There was evidence that the 
| newspaper policy of stressing field 
|office and district manager con- 
|tacts was beginning to mount a 
formidable impact, particularly 
Since it coincided with a general 
jtrend toward decentralization in 
| business. As business permitted its 

branches more autonomy, so the 
/recommendations of branch and 
| district managers as to channels 
of advertising expenditure began 
j to loom increasingly large. (An 
jinteresting testimonial to its effi- 
;cacy for newspapers was the 
warning to a magazine meeting 
by J. Walter Thompson Co. pres- 
ident Norman Strouse that maga- 
|zines had better begin a similar 
| activity.) 

| 5. At the same time, newspa- 
|pers’ local advertising was around 
'$2.3 billion last year, based on 
McCann-Erickson estimates. This 
multi-billion dollar take confirmed 
newspapers in their top. spot 
among advertising media. 


. From an advertising standpoint, 
|the newspaper year looked like 
this: 


| The Blue Chips 


In 1956, the 100 top advertisers 
\in newspapers spent a_ record 
| $366,820,557. In the previous year, 
ja similar group spent $359,944,345. 
'The gain was substantial, and 
part of newspapers’ glowing pic- 
ture was the progress made with 
| the most promising segment of 
| their advertising market. 
| Because—as is fairly well 
| known—it is well-nigh impossible 
|to overestimate the importance of 
|this key group to newspaper ad- 
| vertising success. The top 100 ad- 
vertisers have always spent right 
around 50% of the total national 
volume of newspapers. This year 
was no exception—their $366,- 
820,557 represented 49% of the 
| newspaper total. 


|@ Interestingly, the top newspa- 
per advertisers showed decreased 
| spending in the medium. Of the 
|top five national newspaper ad- 
vertisers, three (all automobile 
|manufacturers) were off substan- 
tially, from 14 to 25%, while the 
remaining two—a soap company 
and a distiller—were up 32 and 
19% respectively. The group as a 
whole was off some $14,000,000 or 
about 11%. 

In the second five, all but one 
(Procter & Gamble) showed sub- 
stantial increases, ranging from 
24% to 47%. This group showed 
an $8,000,000 gain over last year, 
or about 22%. The two groups 
combined still showed a slight 
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IN SEATTLE 7H/E SEATTLE TIMES Reaches 7 out of 9 
newspaper reading homes, including 375,680 people not 
reached by any other Seattle newspaper. 


i 


— 
@ 9 ee ANY 


WOULD TAKE 
5,367 SCENIC DOME 


CARS TO CARRY 
THE EXCLUSIVE READERS 


oF Ghe Seattle Gimes 


(Based upon “Scenic Dome” car capacity of 70 persons) 


Fae 
- : 
- 
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Imagine 5,367 Scenic Dome cars. In these cars are 375,680 
of your Seattle customers who read no other Seattle newspaper. 


Any advertisement in Seattle falls short of covering the Seattle 
market by 117,400 family homes unless scheduled in The 
Seattle Times. 


In every income group—The Seattle Times provides dominant 
coverage of Seattle. 


Our new 1957 Circulation and Duplication Study and Report of 
Seattle newspapers will show at a glance how complete —how 
influential —this coverage is. If you haven't a copy, ask your 
O’Mara & Ormsbee man, or ask us. 


SEATTLE’S 4c CEP TED NEWSPAPER © 
_ REPRESENTED BY O'MARA & ORMSBEE,INC. 
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IN 


Compare this with any market in 
Illinois — compare the cost, only 
14c line, to reach this multi-million- 


*IMinols State Sales Tax report, 1956 


Cues 


KANKAKEE Daity JourNaA 
~ SS Represented nationally by West-Holliday Co., Inc. 


1,907,353 LINES OF 
Local Food Advertising 


. +. made a lot of people buy a 
lot of groceries—$22,574,345* worth! 


dollar market. er Me 


decrease—around $6,000,000, 
about 3%. 


or 


s The top ten, spending around 
$163,000,000 in 1956, represented 
22% of all national newspaper ad- 
vertising. Significantly, about 7% 
of all national newspaper adver- 
tising came from General Motors 
Corp., or roughly one dollar in 14. 
But this was a decrease from last 
year, when GM spent about one 
dollar in 11 invested in newspa- 
pers. 


As usual, in 1956 GM led all 
newspaper advertisers: 
652, but down 14.1% from the 
$62,587,251 spent in °55. Its de-| 
crease was typical of all auto com- | 
panies, and reflected the sales dif- | 
ference between 1956 and the rec- | 
ord year of 1955. 

Ford was second, with $25,366,- | 
292, also down 14.3%; Chrysler | 
was third, with $17,946,196, down | 
25.4% from 1955. Colgate-Palm- | 
olive Co. moved up a notch to! 
fourth with $12,335,541—a gain of | 
32.1%. Distillers Corp.-Seagram’s 
spent $11,751,216, up 19.8%, and 


they Buy More because they Have More! 


if ” 


@ Take a good look at your profit picture! It’s brighter in > It’s Bic.. 
Indianapolis, where average income per family is $6,882.00 

. a solid 20% over the national average.* Photo equip- 
ment, for instance, sells 10.3% better here than nation- 
ally.** And the Federal Reserve Bank of Chicago calls 
Indianapolis “Big Town—Boom Town” in its latest an- 
nual report. So whatever you're selling, from slide viewers 
to slide trombones, hit Indianapolis for all it’s worth. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* Sales Management, Survey of Buying Power, May 10, 1967 


©9\954 CENSUS OF ® ness 


a, Wiebe cil 


. it’s growing! In 1956, Indiana was second 
in industrial growth in the U, S. 


> It’s Sreapy . . . a balance between industry and agricul- 
ture that assures a stable market. 


P You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 
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was fifth, down a peg from 1955. 


® It is interesting to note, how- 
ever, that the Automotive Big 
Three, which dropped a collective 
$19,000,000 in newspaper spend- 
ing, didn’t affect the totals—the 
total for the 100 leaders still rose 
nearly $7,000,000, and $42,000,000 
for all national newspaper adver- 
tising. But the Big Three—which 
in 1955 accounted for 16% of all 
national newspaper expenditure— 
were down to 13% in 1956. 

In sixth place was Lever Bros. 


$53,778,-| With $10,576,501, up 37.8%, and 


an advance in rank from eighth 
to sixth. General Electric moved 
up to seventh from ninth with 
$10,292,387, up 36.2%. 

National Distillers Products, 10th 
last year, rose to eighth in 1956, and 
spent $8,628,760, some 31.7% more 
than the $6,549,419 spent in 1955. 

Schenley Industries moved to 
ninth from 12th with $7,365,790, up 
24.3%. Procter & Gamble slid from 
seventh to tenth, with $7,141,885, 
down 10.1%, and National Dairy 
Products was llth, spending $7,- 
107,153, up 47.7%. 


® Missing from last year’s top ten 
were General Foods Corp., which 
dropped from sixth to 11th, while 
spending $6,701,455—down 22.7% 
from the $8,665,524 of 1955. Also 
down was Studebaker-Packard 
Corp., ranked at 15th with $4,- 
495,716 in 1956, down from 11th 
and $6,025,371 in 1955—a drop of 
25.4%. 

Of particular interest to pack- 
age-conscious newspaper adver- 
tising salesmen were the tobacco 
classifications. The cigaret busi- 
ness had gone heavily for tv, but 
with new brands on the market 
it moved into newspapers, with 
the result that Reynolds ($6,517,- 
893) showed a 71.8% gain, Amer- 
ican Tobacco ($6,033,100) reported 
a 41.2% gain, Philip Morris ($5,- 
975,055) enjoyed a 243% gain, 
Liggett & Myers ($1,755,772) came 
in with an 11.8% gain, and P. Lor- 
illard Co. ($1,607,420) showed a 
gain of 121.2%. 


® Industry-wide patterns were 
hard to pick out, once the down- 
trend of automotive and the up- 


|swing of tobacco were charted. 


For instance, although Colgate 
boosted its newspaper use 32%, 
and Lever was up 37.8%, Procter 
& Gamble was off 10%. While 
Seagram and Schenley were up 


| (19.8% and 24.3% respectively), 


National was off 44.6% and Hiram 
Walker-Gooderham & Worts was 
approximately even (off 0.6%). 

Similarly, National Biscuit was 
up 21.4%, General Mills was off 
12.2%, Pillsbury was up 84.6% 
and Quaker Oats up 3.4%. 


® Petroleum marketers were gen- 
erally up. Some were ahead spec- 
tacularly (Shell rose 75.1% to 
$4,215,509) and Standard of New 
Jersey advanced 48.9% to $3,442,- 
246. Other oil companies also 


showed increases: Sun (7.1%); 
Standard of Indiana (17.8%); 
Sinclair (84.5%); Standard of 


California (48%); and Texas Co. 
(7.6%). At the same time, a num- 
ber of oil companies sliced their 
newspaper spending: Continental 
(off 63%); Phillips (off 48%); 
Gulf (off 11.1%); and Socony-Mo- 
bil Oil Co. (off 2.4%). 

Over all, however, it took more 
money to get into the list of 100 
leaders than ever before. Bottom 
spender in the 1956 list spent $1,- 
135,499. In 1955, the 100th adver- 
tiser spent $990,000. 

In 1955 there were 96 compa- 
nies spending $1,000,000 or more 
in newspaper national advertis- 
ing; in 1956 there were 112. 


The Gold Fields 


Just as about half the total 
newspaper national ad take comes 
from the 100 top advertisers, so 
more than 40% (and in some years 
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“Like you advertising people say, I'm one of the half million 
who read only one newspaper, the Detroitetimes 


®@ “Jim gets home about five-thirty. I like to look at the paper for 
a half hour before he gets here. Peggy, our daughter will be along 
soon. She’s downtown shopping for a new dress. Jim will pout. 
Always does. Says we spend too much for clothes. But he’s proud 
of his women. Likes us to have good things. One of the good things 
we all like, you should know about. 


“We read only one newspaper, the DETROIT TIMES. 


“Know why? One sure thing we like is all the news we read. We 
don’t miss a thing with the TIMES. It’s the only Detroit paper that 
prints news with that important (INS) on it. Jim told me what it 
means. And we wouldn't think of seeing a show or a movie without 
reading what Harvey Taylor or Walter Stevenson says about it. 

“We both read Bob Considine. He’s one of our favorites of the 
big name writers in the TIMES. And we're all Vera Brown fans. 


Vera Brown writes OUR TIMES, a sort of big city, local goings-on 
column. 


“Me, I like to read the women’s pages in the TIMES and the 
stories about our own social affairs written by Jean Whitehead and 
Vera Nolan and Frances Givens. Peggy's favorite is the Friday 
TEEN PAGE. Frances D’Honte writes it. 

“We like the whole paper. The TIMES writes about things just 
the way we think. 

“If you want to reach families like mine in Detroit (we read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 

One million families live in the Detroit retail trading area and their 
retail purchases amount to fwe billion dollars annually. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan market. 
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THE @ -STAR NEWSPAPERS 


*Want SOLID SALES in this 
BIG $105,573,000 Market? 


% The 3-STAR a with their 28,168 circulation 
cover 86% of the 115,387 population in the BIG 3-Star 
market. No one Chicago newspaper or combina- 
tion offers the blanket coverage and readership of 
THE STAR! 


OWLY THE STAR 
covers this marke! 


STAR PUBLICATIONS 


THE CHICAGO HEIG 
OOoD- 


Illinois’ Greatest Semi-Weeklies Available 


Star Building Chicago Heights, Illinois 


|it comes close to half) of the total 


| stems from two all-important 
fields—automotive and _ grocery 
advertising. 


Advertising Age, June 3, 1957 


when that classification is as con- 
centrated as automobile advertis- 
ing is, then it represents a hazard- 
ous situation for the newspaper 


As was seen, this was a year of industry—or so newspaper admen 


| broken patterns: the total of the 
| two classifications dropped this 


|year, sliding from the $334,722,-|tomotive classification 


000 of 1955 to $331,225,000 


have argued. 


In point of fact, within the au- 
expendi- 
in|tures dropped for trucks and 


1956. The total drop wasn’t due | tractors, aviation and parts and 


|to groceries (they rose 9.7% 


to | accessories, as well as new cars; 


| $149,011,000) but to the decline in| substantial gains were registered 


,automotive (down 8.6% to $182,- 
214,000 from $199,438,000 in boom- 
ing ’55). 


'@ Across the board, newspapers 
|did mighty well. Only automotive 
and toilet requisites of the ma- 
jor classifications showed losses, 
and automotive’s 8.6% drop-off 
looked gentle in the face of an 
18.1% decrease in new passenger 
car advertising. In fact, perhaps 
one of the most hopeful aspects 
'of newspaper advertising in 1956 
was the decline in influence of 
|}automotive advertising. When a 
single classification amounts to 
| nearly a third of total volume, and 


Columbus homemakers depend on /24(0i2 UyOrs 


YOU can depend on the 


Columbus Dispatch for FOOD SALES 


When Central Ohio housewives look for a newer, 
more nutritious or more economical way to tend to 
their families’ diet, chances are they'll turn to 
Barbara Myers, The Columbus Dispatch food 
editor, for a‘ helping hand. 


Her “Cook's Corner” column and tempting full 
color dishes featured in the Dispatch Sunday 
Magazine are top favorites with readers who voice 
their approval with a constant flow of mail con- 
taining recipes and cooking hints. 


From the Dispatch 
kitchen Barbara also 
tests and comments on 
new foods and house- 


hold products being 
introduced in Colum- 
bus the #1 test 


market of the Midwest 


Barbara Myers, Food 
Editor, The Columbus 
Dispatch 


NATIONAL 


REPKESENTATIVES: O'Mara & Ormsbee, tnc., 


Through this significant food editing, The Colum- 
bus Dispatch has become the buying guide for 
food shoppers in this rich Central Ohio, 12 county 
trading area 


FULL COLOR ROP gives food ads sales-stimu- 
lating impact - use it daily or Sunday in The 
Columbus Dispatch. Write for complete infor- 
mation on food advertising. 


HOW DO PRODUCTS 
FARE IN COLUMBUS? 


You'll find all the answers in the 11th Annual Co- 
lumbus Dispatch Consumer Analysis. A complete, 
up-to-the-minute survey of brand preference and 
buying trends of the more than 502,000 folks in 
the Columbus city zone. Send for a copy 


“Columbus Dispatch 


TELEPHONE CApital 1-1234 TELETYPE CL 471 


in 9 out of 10 Columbus homes. 
New York, 
Herman a wm ag Beact 


Detroit, 
Chicago, Los Angeles, 


McAskill, 


y. ._™M 
MEMBER METRO SUNDAY COMICS AND MAGAZINE NETWORKS 


by gasolines and oils, tires and 
tubes and miscellaneous automo- 
tive. 


® In the hotly-competitive gro- 
cery products field, gains were 
shown in each sub-classification 
except soft drinks, where newspa- 
pers suffered an 8% reduction in 
spending, and cereals (off 25.6%). 
Biggest gains included baking 
products (up 18.2% to nearly $24,- 
000,000); coffee and tea (up 9.1% 
to $11,342,000); condiments (up 
20.5% to $10,581,000); dairy prod- 
ucts (up 11.4% to $17,447,000), 
and meat-fish-poultry (up 22.8% 
to $11,255,000). Laundry soaps and 
cleansers held relatively steady 
(up 1.8% to $29,400,000)—and the 
laundry soap-cleanser segment is 
the biggest part of the grocery 
classification. 

Toilet goods continued to be one 
of newspapers’ real headaches. 
The classification declined 5.6% in 
1956 to $36,480,000; in the preced- 
ing year it also dropped, 3.4% to 
$38,630,000. This is one of the key 
classifications where newspapers 
have taken a shellacking from tel- 
evision. It is also a classification 
in which newspapers were able to 
show gains in only two segments 
—toilet soaps (where introduction 
of new brands like Dove helped 
the newspaper linage picture) 
were up 7.7% to $7,871,000, and 
antiseptics, up 2.3% to a piddling 


$310,000. Meanwhile, perfumes 
and cosmetics (-9.3%), dentifrices 
|(-0.2%) and toilet requisites 


| (-14.9%) all showed declines. 

| Newspapers had a poor year in 
the alcoholic beverage classifica- 
tion in 1955. In 1956 it came bounc- 
ing back, showing a 10.8% gain, 
| up $65,837,000—the third most im- 
portant classification carried by 
newspapers. However, all trends 
apparent in this sector continued 
in force: newspapers were taking 
a beating in beer advertising. It 
declined in 1955, and it was off 
another 5.9% in 1956, down to 
$16,010,000. On the other hand, 
liquor advertising in newspapers 
rose again in 1956, up 17.1% to 
$48,072,000. Wine advertising, a 
drop in the bumper, rose 31.6% to 
$1,755,000. 


The Sore Spots 


Newspaper advertising execu- 
tives are proud of the tremendous 
postwar surge of newspapers. Each 
year except one since the end of 
the war, newspapers have man- 
aged to surpass the previous year’s 
record. 

Still, thoughtful newspaper ex- 
ecutives are concerned because no 
satisfactory answers to the inroads 
of television are being developed. 
There is a great deal of convention 
oratory, but very little persuasive 
effort. Many publishers who own 
both newspaper and broadcasting 
properties are understandably am- 
bivalent about a bareknuckle 
attempt to drive the electronic up- 
start back into its proper adver- 
tising niche. It is no secret that 
many newspaper executives have 
faulted the Bureau of Advertising 
as being “soft on television,” and 
the new Bureau movie, which 
made no attempt at answering the 
tv challenge, drew mutters of dis- 
agreement and growls of discon- 
tent from some newspaper men 
who saw it. 


® In the second place, there is 
| still obviously much room for im- 
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Milwaukee’s 1,128,000* 
offers more good customers 


*Standard Metropolitan Area 


10 REASON 
why Milwaukee should be picked 
among your first 10 markets 


Based on Milwaukee’s rank among 
the 25 largest metropolitan areas. 


Median Income Per Family (U. S. Census)............ 5th 
Effective Buying Income Per Family................. 5th 
% Families With Incomes Over $4,000.............. 3rd 
Median Value of Dwelling Units (U. S. Census)........ 4th 
Median Monthly Rental (U. S. Census).............. 2nd 
Retuil Sales Per Family (Census and SM)............ 3rd 
Food Store Sales Per Family....................... 5th 
Furniture-Household-Radio Store Sales Per Family.... 5th 
Automotive Sales Per Family....................... 6th 
% Family Coverage by One Newspaper.............. Ist 


(excluding combinations) 

Sources: U. S. Census, 1950, and 

Sales Management Survey, 1956 
In only six cities can you reach more people 
with one newspaper (excluding combina- 
tions). And Milwaukee people are the kind 
you want to sell. They are covered com- 
pletely (over 90%) by THE MILWAUKEE 
JOURNAL—and in no other way. 


THE MILWAUKEE JOURNAL 


Represented by O’Mara & Ormsbee, Inc. 
New York Chicago Detroit 
Los Angeles San Francisco 
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an “A” Markt 


% 217,900 Metropolitan Area Population 
% 15-County Market Area With... 


% 587,400 Population 
%& 183,060 Families With ... 


Over a billion dollars to spend! 


- FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


The News-Sentinel © THE JOURNAL- GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


per users to continue as users; the 
number of advertisers dropping 
out of newspapers (some estimates 
place it as high as one-third a 
year) is an obvious cause for con- 
cern and one newspaper men hope 
to rectify. 

Also, analysis of individual 
newspaper advertisers shows woe- 
fully thin coverage and appalling 
lack of frequency. National brands 
are not (with the exception of the 
automobiles and liquor and the 
heaviest food classifications) us- 
ing newspapers with the frequen- 
|ey and continuity which retailers 
have proved to be indispensable 
| to the best use of the medium. 


| 
|@ In part, this isn’t the advertis- 
er’s fault. Newspaper rates are not 
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FAMILY COVERAGE 
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provement in convincing newspa- | 


conducive to heavy use. Last fall 
Arthur Porter, vp and media di- 
rector of J. Walter Thompson Co., 
|told newspaper representatives in 
|New York that one of newspapers’ 
major problems is that national 
jadvertisers pay far higher rates 
for space than do local advertis- 
ers and get no discounts while re- 
tail advertisers “get healthy dis- 
| counts.” 

What’s more, the wider an ad- 
vertiser spreads his advertising in 
newspapers, the tougher are his 
costs-per-thousand, 
panding to small dailies, Mr. Por- 
ter said, “becomes progressively 
costlier ... nearly five times more 
expensive in the small dailies and 
|ten times costlier in the weeklies 
. . . What other medium asks the 
| national advertiser to ante up five 
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SOURCES— Population: SM, Moy 10, 
Circulation: ABC Reports, 


"4666 6. 
os & & & @.: 


HILLSDALE 
<1.1 JAC 


Dercees 


i 


L 


3.0 GR 8 JIACZA~ 
Wt 


x 


NGHAM 


~ x x x & 


ST. CLAIR 
idle osestetetgigs MACOMB 
<1/ EATON 


WAYNE 


- Wa ) 
CUEG MONROE 
24 JAC 


Yj 


x 
¥ x 


CIP. 


1956 
1956 


THE FLINT JOURNAL 


HE ANN ARBOR NEWS 


JACKSON CITIZEN PATRIOT 


Booth Michigan Newspapers average 83.9% 
lamily coverage in their 8 home counties 
“The family” in the 8 outstate Michigan markets 


covered by Booth Newspapers has more net income 
than any one of 30 other states, spends more in retail 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; 


Superior 7-4680; 


Y TIMES 
AGINAW NEWS 


THE ANN ARBOR WEWS 
JACKSON CITIZEN PATRIOT 


sales than the people in any one of 33 entire states. 
The Booth representative in your territory has com- 


plete data for you. Call him in. 


THE FLINT JOURNAL 
KALAMA700 GAZETTE 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


Sheldon B. Newman, 435 N. Michigan Ave., Chicago | 1, 
Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1.0972 


so that ex-| 


Advertising Age, June 3, 1957 


|to ten times as much to reach a 
home in the small town or rural 
|areas as to reach a home in the 
| big city?” 


# In this regard, an interesting 
shift in newspaper patterns may 
|be shaping up. When the auto 
manufacturers got rid of their co- 
operative fund set up earlier this 
year, it was widely predicted that 
metropolitan newspapers would 
get heavier schedules, while small- 
er newspapers would get lighter 
ones. The pressure of the dealer 
committees, and of the local deal- 
er, had guaranteed the position of 
many small town newspapers on 
the list—it remained to be seen 
whether new media strategy 
| would knock them off. 

And it is interesting to note that 


_|r.o.p. color, the newspapers’ top 


selling idea, is offering attractive 
discounts to advertisers. But in me- 
dia departments, the debate cen- 
| tered on whether a rate structure 
like newspapers offered enough 
|incentive to advertisers for heavy 
j}use of the medium, and whether 
|the rate structure was necessary 
jin an economy which had seen 
advertising jump from $5.7 billions 
in 1950 to $10 billions in 1956. 


Prospect: Fair and High 
In general, newspapers have 
not been addicted to the long- 


range forecast. They have gener- 
ally stuck close to their immediate 
problems, as perhaps a news me- 
dium should. 

But in April, ANPA released a 
forecast by Dr. Charles W. Boyce, 
its consultant on newsprint. Its 
target was the year 1965, when 
Dr. Boyce expects daily newspaper 
circulation will have reached 65,- 
000,000, and Sunday circulation 
will have hit 54,000,000 (these are 
| 14% above 1956 figures). 


0 


s At the same time, provided ad- 
vertising follows its present curve 
in relation to personal consump- 
tion expenditures, in constant dol- 
lars, the advertising linage index 
for 52 cities ought to reach 3.6 bil- 
lion lines by 1965, a gain of 24% 
over 1955. Incidentally, the in- 
crease was twice that in the past 
decade, but Dr. Boyce looks for 
the rate of increase to level out. 

Newsprint needs for 1965 would 
be in the neighborhood of 11,175,- 
000 tons. In 1956, total North 
American production was 8,168,058 
tons, of which 6,812,490 tons were 
j}used in the U.S., 477,130 tons in 
Canada, and 874,572 overseas, with 
a 3,866-ton remainder. (European 
newsprint imports into the U.S. in 
56 were 311,453 tons.) No effort 
was made to guess what price 
newsprint would be in 1965; it has 
moved up in price in virtually ev- 
ery postwar year, rising from $85 
in 1946 to a $135-ton base price in 
56. 


® But the optimism of the news- 
paper business doesn’t arise from 
these statistics. It arises rather 
|from three sources: one is eco- 
nomic—the growing realization 
among marketers that the U.S. is 
not a national market but a series 
of regional and local markets, and 
the confidence that newspapers 
lare uniquely designed to instru- 
ment that kind of marketing con- 
cept. 

The second is social—the Amer- 
jican society is increasingly geared 
to news, and rising literary and 
|social ambition make newspapers 
| natural fodder for people eager to 
|learn more about their surround- 
| ings and society. 
| The third is philosophic—news- 
| pemene have lived through other 
ltechnological improvements in 
communication, becoming health- 
‘ier and wiser, partially because 
|}alone among the communications 
'media they have a _ specifically- 
stated responsibility and a guar- 
anteed right to information and a 
protection against its infringement. 
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nothing under 


completely covers the 
MARKET 


GOLD COAST 


like... 


the 


FLORIDA 


America’s 12th largest retail market with 
annual sales of over $2-billion dollars. 

In WEARING APPAREL, Greater 
Miami ranks first in per family sales 
among the 25 U S. “billion-dollar-plus” 
markets, and 128% above the national 
average. 


Also first in Food .. . first in Furniture- 
Household-Radio . . . first in Lumber- 
Building Materials-Hardware .. . 

first in Eating-Drinking places .. . 

first in Drugs-Toiletries . . . 

second in Automotive 


(Sources: Sales Management) 


For pin-pointed data, ask the man from 
STORY, BROOKS & FINLEY 
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ACF INDUSTRIES INC. 
American Car & Foundry Co. ... 
ACF Industries Inc.-Institutional 
Carter Carburetor 

ABBOTT LABORATORIES 
Sucary! 

ACME BOOT MFG. CO. ......... 

ADAMS DAIRY CO. 
Cottage Cheese 
Milk 
Products 

ADMIRAL CORP. 
Air Conditioner 
Appliances 
Phonograph 
Radio 
Radio & Phonograph 

Radio & Television 


CD cwendeccvecsasscsece 
Range & Refrigerator ......... 
Refrigerator ww cece eens 
VFR c cect csc csccccces 
Products =s .... «ss Y ckbveuces 


ADOLPH’S LTD. 
Meat Tenderizer 
AERONAVES DE MEXICO 
Airways 
AIR FRANCE, FRENCH NATIONAL 
AIRLINES 
ALABAMA GAS CORP. 
ALADDIN CO. 
Homes 
ALBERTO- CULVER co. 
Ce er 
ALEXANDER DOLL CO. 
Cuddiee Bride Doll 
Heavenly Bride Doll 
ALL-YEAR CLUB OF SOUTHERN 
CALIFORNIA, THE 
ALLEGHENY AIRLINES INC. 
ALLEN CO., MARK 
Kontrol 
ALLEN MFG. CO., W. OD. 


Allenco Lawn & Garden Equipment 


ALLES & FISHER INC. 
Air Flo 63 


GHD kc cccccescccccccces 
ALLIANCE MFG. CO. 
Lift-A-Dor 
Tenma-Rotor =. ke eee neues 
ALLIED CHEMICAL & DYE CORP. 
Arcadian Fertilizer ........... 
Solvay Process Division 
GHEE cpawensenepsriccccs 
ALLIS-CHALMERS MFG. CO. 
Institutional 
CEES cdccsesccseces ses 
ALLSTATE INSURANCE CO. 
ALUMINUM CO. OF AMERICA 
Alcoa Aluminum 
Alcoa Aluminum 
Alcoa Wrap ........... 
Aluminum Co. of America 
Wear-Ever Utensils ........... 
AMANA REFRIGERATION INC. 
Amana Refrigerators and Freezers 
AMERICAN AGRICULTURAL 
CHEMICAL CO. THE 
Agrico 
De —doseaebecseveeceos 
AMERICAN AIRLINES INC. ..... 
AMERICAN AUTOMOBILE ASSN. 
AMERICAN BAKERIES CO. 
Merita Bread 


8 Pee 
Merita Donuts 
Taystee Bread 
Products 


AMERICAN BEAUTY MACARONI. co. 


American Beauty Chili-Roni .... 
. .. Soe ree os 
AMERICAN BOOK- STRATFORD 
PRESS INC. _— 
AMERICAN BREWERY INC. ska 
AMERICAN CHAIN & CABLE co. 
Pennsylvania Lawn Mower 


AMERICAN CHEMICAL PAINT CO. 


AC M Paints 
WEEE «oe cerccccccces 
AMERICAN CRAB MEAT Gi cove 
Three Little Kittens Cat Food .. 
AMERICAN CYANAMID CO. 
American Cyanamid Co. 
PT eee 
Mello-Ware Melmac Dinnerware . 
AMERICAN DAIRY ASSN. 
AMERICAN DIETAIDS CO. 
Frenchette Dressing .......... 
AMERICAN DISTILLING CO. 
Bourbon Supreme Whiskey 
Cadillac Club Whiskey 
Carta Blanca Wine ........... 
Grand Old Parr Scotch Whisky 
Guckenheimer Whiskey 
Meadwood Whiskey ......... 
Old American Whiskey ....... 
Original Irish Whisky .... 
SE ED wacenescoonse 
Stillbrook Whiskey 
Towarisch Vodka ............. 
Town Club Whiskey ........ ° 
AMERICAN EXPORT LINES ..... 
AMERICAN EXPRESS CO. 
 &£ . eerie 
AMERICAN FED. OF LABOR .... 
AMERICAN GAS & ELECTRIC CO. 
AMERICAN HERITAGE PUB. 


Burnett's Vanilla 


Advertisers’ Expenditures in Newspapers, 1956 


The data presented here are copyrighted, 1957, by the Bureau of 
Advertising, American Newspaper Publishers Assn., and are reprint- 
ed by permission, Included are 1,548 advertisers who are calculated 
to have spent $25,000 or more in newspapers in 1956, with listings of 
expenditures for 3,768 products. This compares with 1,427 advertisers 
and 3,363 listings in last year’s tabulation. The figures cover expen- 
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ditures in 999 weekday newspapers in 768 cities, representing 88.9% 
of total circulation in the U. S., and 379 Sunday newspapers in 339 
cities representing 95.7% of U. S. Sunday circulation. The listings in- 
clude expenditures in The American Weekly, Family Weekly, This 
Week Magazine, Puck—the Comic Weekly, Parade, Metropolitan Sun- 
day Newspapers and other publications distributed by newspapers. 


| Burnett's Vanilla ............ 453; Nash & Rambler Cars ..... 122,591 Pere ee | St 3. we eoree 82,241 
| Chef Boy-Ar-Dee Pizza Pie Mix 27,328| Rambler Cars ......... 485,825 | APPALACHIAN ELEC. POWER CO. 83,343 ASSOC. HOSP. SERVICE OF 
| Chef Boy-Ar-Dee Products ..... 295,960 | AMERICAN PETROLEUM INSTITUTE 61,140 MEN: CENTURY-CROFTS INC. | PHILADELPHIA ............ 44,615 
40,762 | Compound W ..... ai 11,264 AMERICAN RADIATOR © sraneane ee eeeesceseneeescrres 25,097 | ASSOCIATED LABS. INC. 
20,445 | Dennison’s Chili Con Carne... 75,977 | SANITARY CORP. ame. 4 ARIZONA BREWING CO. Vitamin-Quota ............. 38,404 
20,188 | Dennison’s Foods ............ ST IN TD asiccc ccc. s... se. 388 | A-l Pilsmer Beer ............. 35,568 ASSN. OF AMERICAN PLAYING 
129| Drial Nasal Mist ............ ara 92 178 | ARKANSAS POWER & LIGHT CO. << Te Ff . eer 28,330 
ST Cbd cae bec dodaevsaii 12,594| Heating Equipment ........... 30,558 | ARKANSAS RICE GROWERS | ATCH., TOPEKA & SANTA FE RAILWAY SYS. 
SE) “MOD ese conssiscnvcetes 1,484| Youngstown Kitchen Sinks ..... 42,329 CO-OPERATIVE ASSN. eo eer 475,030 
30,218 | G. Washington Broth & Seasoning 23,492 | Youngstown Kitchens 64,674| Riceland Rice ............... 42,866 | ATLANTA GAS LIGHT CO. ...... 33,565 
35,130} G. Washington Instant Coffee .. A) eae 24,283| ARMOUR & CO. ............... 3,998,486 | ATLANTA TRADING CORP. 51,725 
3 SaaS 3,934 | AMERICAN yy nAazen CORP. Armour's Chili Con Carne ...... 48,825 Conga Frozen Fish Products .... 14,044 
23,251 | Kolynos Tooth Paste .......... 2,088! Gem Blades & Razors ......... 87,197 Armour’s Institutional ........ 46,742 Unox Meat Products .......... 37,681 
9,163 Es 3,867 | AMERICAN SHEEP > PRODUCERS Armour’s Meat Products ..... 776,369 ATLANTIC COAST LINE R.R. 370,934 
ag SC RRESa Eye 1,830) COUNCIL ................+. 172,717} Armour's Poultry Products ..... 65,122 | ATLANTIC INSURANCE COS. .... 56,120 
5,365 | Petro-Syilium .............. 5,179 | AMERICAN SOCIETY OF TRAVEL | Armour’s Sandwich Spreads 146,005 ATLANTIC REFINING CO. 92,311 
20,250} Plastic Wood ................ 45,635| AGENTS INC. .............- 67,560| Armour’s Shortening .......... 7,941 | Gasoline & Oils .............. 67,001 
6,767| Preparation H 556,935 | AMERICAN SUGAR REFINING CO. 364,251; Armour’s Suds ............. 3,090 | Heating Oil ........ 6.0.08, 17,263 
11,677 Primatene ............ 175,317 | American Sugar .............- 3,289 | Chamberlain Meat Products |. Xie 9 hy 8,047 
ff SA ae ere 1,274 Crystal Sugar ........ 23,735 Chiffon Liquid Detergent ...... 438,360 | ATLANT“S SALES CORP. ....... 666,982 
13,602 | — Sani-Flush 22,122 | Domino Sugar 252,324 | Cloverbloom Margarine ..... 407,269 | French's Bird Foods .......... 278,042 
ee re ean dayy <ssceces 15,016 Frantiie Susar 51.942| Dash Dog Food .............. 736,330 French's Mustard ....... Fak 333,308 
19,734 Sperti Ointment ............. 5,839 mmy Cane Sugar ............ 32.96] | Dial Shampoo ............... 201,611 | French's Spaghetti Sauce Mix 10,576 
42,286 3-In-Ome-Oill ............4.:. 2. 249 | umn = TEL. & TEL. CO. .... Pe Te Sees rere 949,364 | French's Worcestershire Sauce 45,056 
251,295 | Whitehall Aspirin ............ 2 Western Electric Co. .......... 61,620 Mayflower Butter ............ 25,311 | ATLAS CANNING CO. .......... 25,767 
309,745 | Whitehall Pharmacal Products .. 14500 Institutional 195,761| Mayflower Milk .............. i "S ~ Se aerree 4,993 
| AMERICAN MACHINE & FOUNDRY CO. 73, | 4 a TOBACCO ‘co. mates 6,033,100 Miss Wisconsin Cheese 31,420 Laddieboy Broth ............. 1,637 
230,181; AMF Built Bikes ............ ec ccnes Sheen WD | cc asbudeacscie see. 101,998 | Laddieboy Dog Food ..... 19,137 
AMF Pinspotters ............. 763 | . aa 24.857 ARMSTRONG CORK CO. ..... 482,260 | ATLAS SUPPLY CO. ....... 340,549 
44,370 De Walt Power Shop 27,893| Werbert Tareyton ........ 2,457,258 | Armstrong Carpets & Rugs ..... 462,968 | Batteries ........... 21,955 
Slip-Stitched Ties 4,386 a 703,607 Armstrong Cushiontone Ceiling 1,608 Perma-Guard Anti-Freeze 94,148 
| Institutional ...... 39,201} La Corona Coronas 7.944  ODeltox Carpets & Rugs ..... 17.684 Tires 144,506 
43,532 | AMERICAN MARIETTA CO. ..... 235,770} Lucky Strike 959,808 | ARNOLD BAKERS INC. .....  ' {= a eee 79,940 
Berry Bros. Paints 432  ' ea 1,660,187 BEE S2hetdcdeesivesess 54,307 AUSTIN, NICHOLS & CO. 68,934 
47,391) Dri-Glo ........ 38,726| Roi-Tan Cigars ..... i ME cv sceuavsconted 4.144 Fairfax County Whiskey .. 1,116 
a6 0-Cedar Sponge Mop 174,525 Institutional ..... 29,226 SD  cnchstcbvennes 19,978 oa Scotch Whisky ... 29,485 
. CL See 423 AMERICAN N N 6.315 | ARNOLD, SCHWINN & CO. ouguin Brandy ........... 17,906 
45,211/ Institutional ........ 21,664 | eames 5 ZIONIST cous ci . Schwinn Bicycles ............ 30,037 Ruffino Vermouth ........ 18,718 
oa AMERICAN MOLASSES CO. ELEC. LIGHT & POWER COS 74,661 | ARROW LIQUEURS CORP. ...... 113,426 | Virginia Gentleman Whiskey .. 1,164 
| Grandma's Molasses ........ 34,840 AMITY LEATHER PRODUCTS co ; | — 13,539 Wild Turkey Whiskey 545 
AMERICAN MOTORS CORP 2,895,365 | "a its Billfold , 33,675 | VOMR wenn eee ee cece eee 99,887 AVCO MFG. CORP. ............ 561,837 
296,573| ABC Washer .............. 3,607 int anne MRR eS 8S 2 voce antistic CARD CO. 188,593 | American Kitchens ........... 31,023 
80,055 | American Motors Corp.-Inst. 691,829 | ANDERSON, CLAYTON & CO. 548,733 artistic Card Co. Inc. 117,697 American Kitchens Dishwasher . . 1,168 
OES vos csccescics 469,990} Flair Shortening ........ 23,910 tycrest Card Co. ..... 53,148 | Bendix & Crosley Products 44,993 
31,985| Hudson & Nash Cars ...... 64,165 | Meadolake Margarine 153,417 | Stylart Card Co. .. 17,748 | Bendix Dryer ; 6.555 
Hudson & Rambler Cars ... 149,199| Mrs. Tucker's Foods .... 73,007 | ASHLAND OIL & REFINING CO. Bendix Dryer & Washer ....... 70,648 
32,890 | Kelvinator Appliances ...... 2,451 | Mrs. Tucker's Shortening 298,399 | Gasoline & Oils .............- 3,260 Bendix Products 6.351 
60,762) Kelvinator Dryer & Washer 8,499 | ANDREA RADIO CORP. ASK MR. FOSTER TRAVEL SERVICE | Bendix Washer ..........+00. 93,491 
21,812/| Kelvinator Kitchen ......... 2,020 | Television Sets ........ - _ + reper 1,806 | Crosley Freezer & Refrigerator 3,202 
31,149 Kelvinator Products 11, 753 | ANHEUSER-BUSCH INC. 886.552 | ASPHALT INSTITUTE ........ 48,005| Crosley Products .. 11,039 
7,801| Kelvinator Range ............. Budweiser Beer ....... 643,738) ASSOC. BULB GROWERS OF HOLLAND INC Crosley Range ........ 4,707 
25,672 | Kelvinator Range & Refrigerator 3.148 Busch Beer ........... 236,428 | Promotion .........++++++ 2B, Crosley Refrigerator 158,514 
10,478 | Kelvinator Refrigerator ........ 11,554 Institutional ......... 6,386 | ASSOC. HOSP. SERVICE INC. (N.Y.) 2ay.ab, Crosley Television 42,102 
15,194 Kelvinator Washer ......... 9,817 | ANTELL INC., CHARLES 223,416; Blue Cross .. senitiiee 142,451 _— Institutional... 88,044 
in er GU kci.sacccgunageenes GU8,062 | Preparations .........20.000% 156,410 | Blue Cross & Blue Shield ..... 24.495 | AVONDALE MILLS 28,560 
46,32 
3,150 ri 
33.383 | National Newspaper Ad Expenditures by Product Class, 1956 
63,945 
oe Source: Bureau of Advertising, ANPA 
534,195 
4,828 1956 1955 1956 1955 
san ses (000 omitted) (000 omitted) % Change (000 omitted) (000 omitted) % Change 
106 65 | AGRICULTURE pA Fe Renee NE RI $ 16,105 $ 13,984 + 15.2 INDUSTRIAL . 18,832 14,027 + 343 
80,022 ALCOHOLIC BEVERAGES TOTAL 65,837 59,410 + — | rounanece 14,186 13,359 + 62 
GID. cxciccscices en disunidaitesssecstacvnanecnennminapeenenons 16,010 17,021 -- 
— JA 
SE » i icashiesscteiesgiciesonstisnsinnicosioneptitn 1,755 1,334 + 31.6 | JEWELRY & SILVERWARE . ww sare . 
1,500 Liquors ccvccvccccccooooosesosccccoscscsececcesceocceseoees 48,072 41,055 + W.1 MEDICAL a a 24,439 23,681 + 3.2 
2,044,602 
athe ED A 1,545 1,636 — 5.6 | MISCELLANEOUS .............. 32,836 17,321 + 89.6 
90,378 
4.279 AUTOMOTIVE TOTAL 182,214 199,438 — 8.6 | PROFESSIONAL & SERVICE on 1,011 756 + 337 
bo = lei : ae a - es A. 4 Pave. - aa | PUBLICATIONS TOTAL 20,010 18,875 + 60 
110.601 Qe De GID: trctncnesisccnstncccitiniincsntresnatinneve ¢ ; iii. 9,518 8,668 + 98 
3,410 Pate BD I acticin 962 975 — 13 ‘ oe 
’ Magazines ............ 8,449 8,729 3.2 
25,059 | Passenger Cars (NeW) ..........ccccccesceeeseeeensenones 103,255 126,119 — 18.1 
5,660 Newspapers 2,043 1,478 + 38.2 
19.399 | Te a cticicenttnsaencniticincdeedenbibbeenmnientuial 5,132 4,918 + 44 
"| Trucks & Tractors ......... 10,224 11,230 ee Ce I  icencesaicciditicccttinesiicthdinaedinnn 17,758 17,266 + 2.8 
35,588 |  Miscell natemett 28,326 24,858 + 14.0) 
31,155 | /RADIO & TELEVISION TOTAL 22,043 18,882 + 167 
80.360 | CONFECTIONS ss sindislicas baad hacaltesideied esd aati 3,844 3,186 > WS) Ts citi 6,827 5,806 + 17.6 
35,148 | Stations 14,352 12,252 + 17.1 
I nc cna scarica scien idebiatbiniiunnbantites 1,911 1,799 + 62 Miscellaneous Radio 864 824 + 49 
26,725 
sons GROCERIES TOTAL 149,011 135,824 + 97 SPORTING GOODS sls 3,990 3,748 + 65 
NG SE PREIS hace ccrnserscnsesessvecsscecesesnvereninnehinnes 23,913 20,229 + 18.2 | TOBACCO TOTAL 26,005 19,586 + 328 
31,691 Beverages TOTAL 24,409 23,276 + 49) Cigers 2.032 2033 ~ 
2.500/ Coffee & Tec ........ 11,342 10,393 + 91 a : 
104,935 | EEE a aera As 23,561 17,259 + 36.5 
339.198 Soft Drinks 8,180 8,892 — 8.0 a an 178 198 — 101 
| Miscellaneous Severages eae 4,887 3,991 + 22.5 etnies tine ; 234 % +143.8 
122.275 | Cereals & Breakfast Foods ...........cc.cccecseeseessreens 3,912 5,257 — 25.6 
PT GUID, seicciscsccsctnsniarriertsrsessssencensintaaaaaiall 10,581 8,781 + 20.5 TOILET REQUISITES TOTAL 36,480 38,630 — 56 
6Al1L| Dairy Products ......ccccceccveseeeeve ae 17,447 15,667 DP TR BIG ci ccctipecpecnticicccniocevspinesdintnelictiabeectaprones 310 303 + 23 
oo Disinfectants & Exterminators .............0...cc00e 2,329 1,738 Oe Meee ee OF ; 2 7,248 7,264 _ 02 
16.961 | Laundry Soaps and Cleaners .............cccccssneneene 29,400 28,886 ee) ee | | nn 14,748 — 93 
753 SR He Oe DINO Wisereceevcscccsessseseseccscomntntins 11,255 9,166 + 228 FORE TIE veenenstnditersiccnntniitndiimnes 7,871 7,309 + 77 
Rn Miscellaneous Groceries ........00ccccccccceeeeeee 25,765 22,824 + 12.9 Miscellaneous Toilet Requisites 7,668 9,006 —s 
R- RUE Gy IID esccswicvinossieinsttioepnesnniadenbaicion 15,753 14,379 + 9.6 | TRANSPORTATION TOTAL 39,511 35,810 + 10.3 
13,149 Airways idelediedhiens dntibebadiniiodiiiaelitiaa 21,613 18,764 + 15.2 
4 HOUS'NG EQUIPMENT & SUPPLIES TOTAL 33,166 33,049 + 0.4] Bus Lines ............ Sebati 2,771 3,026 — 64 
158,776 Air Conditioning Sadintacgnniaiemiaanmnaad 1,846 1,997 — 7.6| Railroads ............. oleae 7,761 7,555 + 27 
441,309| Automatic Heating ......... 766 1,315 STRAT PUI. ciiicscpetscitantcasddiiabalielaseencnacceien aii 3,310 2,848 + 162 
33,450 Automatic Refrigeration .. 3,554 3,370 A i rn eT 3,004 2,604 + 15.4 
aaa PION itacamsiiatiiiihciesckas 311 327 — 49 | Miscellaneous Transportation 0.0.0.0... 1,052 1,013 + 38 
ae ee ore 957 767 + 24.8) 
"19, 747 | Furniture & Furnishings ..........-.-v0ssessesen 12,224 11,968 + 21 i PEUEU RP IFUNNIIED: sisctinniscuinieieuisinipenndinesiincasenmenquesstinn 9,590 8,603 + 115 
sia Heaters & Stoves .cccccccsssuusnvseseeeeeeeesen 1,943 1,926 ng $737,996 $695,322 + 61 
GOBB 1 MbecoMemeeus ccccccsesssceserscessssccccesecessereseeseecsseress 11,565 11,379 + 1.6| (Note: Figures do not include advertising production costs.) 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For automobiles, accessories, gasoline and oil, the families 
of Greater Philadelphia spend $1,252.573,000 annually! You 
really reach these people when you advertise in their home news- 
paper—The Evening and Sunday Bulletin. And in this newspaper 
you can give your sales messages the added impact and greater 
realism of R.O.P. spot and full COLOR—evening and Sunday 
—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 


is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit + Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 


ait ak ae 8 Si 
eee Ns i a 


eas i ae |, ee a a ee a, | ee 
Se she Ser Di SP, al ee Ane, 2 age EMR ee ey eo in Re a ae 2 Fete oe” ee rome” a Me eae et aati nie aan leat nage” Rp se, eer eae ct ae Speen. 
Seay es eS ‘ SARS Sa RY ee ae A ESN ea Se eee Se ee ee mete a. eid eer ee Cok cates, ue aaa joe 
a SN a re a (ae a, “ee. hae a, aaa oes eae Se Siena eee oa ae ee a ts oe ae ca cae a oe 
a a i > gen " ‘ee TON; ere ™ mae z : eae . “ieee eels a er on re x 2 wee we hee iy 4 ita cae = eee 
48 
I Phil I 
n Philadelphia, buying begins at home 
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Advertising Age, June 3, 1957 


Toilet Preparations ........... 273,372 
BRIDGEPORT BRASS CO. ...... 88,989 
O ational Newspaper Advertisers: Me es iia si 
Bridgeport Ant-Roach Killer 7,391 
Bridgeport Bug Bomb ......... 25,087 
Bridgeport Copperware Utensils . 44,860 
on ee wet ce sound pnd me... oe vides an pa eR 2,987 
ITURE HANGE | RANK COMPANY NS LS. area 6,973 
— SS a 7 51 Clorox Chemical Co. xeon 2,008,429 36 2,463,665 — 18.5| BRILLO MANUFACTURING CO. INC. 104.254 
1 General Motors Corp. ............ $53,778,652 1 $62,587,251 — 141 . - 2,005,438 55 1.777.961 + 12.8 | BRIMM’S PLASTI-LINER CO. INC. 
2 Ford Motor Co 25,366,292 2 29,610,982 _ 143 | 52 Publicker Industries Inc. ........ — i + 14g |, Plasticbiner 45,079 
‘or + eee ean : 24,058.711 — 95.4| 53 United Air Lines Inc... 1,939,951 58 1,690,172 | BRISTOL AEROPLANE CO. LTD. 35,229 
2 Guyer Comp. ~- rte on "| 54 Carnation Co. ...ccvseesnensee 1,902,320 60 1,671,578 + 13.8 | BRISTOL-MYERS CO. .......... 2,032,580 
4 Colgate-Palmolive Co. ............ 12,335,541 5 9,335,133 + 32.1) . 1,878,405 54 1,829,295 + 2.7) Ban Deodorant 203,900 
. : 810.1 + 19.9 | 35 Wm. Wrigley Ir. Co. ccc MOABs a7, eee teaaebee 30.378 
5 Distillers Corp.-Seagram’s Ltd. 11,751,216 4 9,810,168 . , 1,835,290 * 742,304 Oe) Be rene sees y 
7,672,939 + 37.8 56 libby, McNeill & Libby eneeeesers ‘ ’ - TENE ee 1,107,587 
6 Lever i FR cicittentnsseencrcces 10,576,501 8 472, © SP Anite tains Seadeis Corp 1,811,087 35 2,469,658 — BI Ipana Tooth Paste ........... 1,161 
7 General Electric Co. .........000 10,292,387 9 7,557,414 + 36.2) S0 Unnee & Maen Tebows Co. 1.708772 65 1,569,970 EL BE “endo tcaisenssice. 871 
8 National Distillers Products ... 8,628,760 10 6,549,419 + 317] 77 barre & Bro. Inc. .... 1,746,033 98 993,229 + 75.8 ge Ligebaaeessvtsasen 028 
9 Schonley industries Inc. .......... wa 6 C8 — Oe] tld Gis Co... 1,733,642 . 939,410 + 84.5| Sentry Tooth Paste ........... 20,563 
10 Procter & Gamble Co. ............ 7,141,885 7 7,946,306 — 10.1 ne 1.731,153 97 997,678 ie NY ED cba sha ce cidsdavesss : 17.411 
1 6 + 477)| © Stanley Warner Corp. w 731, , Tresh 1770 
11 National Dairy Products Corp. 7,107,153 13 4,811,42 A> © *-~—j_g_glia 1,705,759 29 2,645,666 = na ss eeeeeeeeeceeseeees ou 
12 General Foods Corp. 0... 6,701,455 6 8,665,524 — 227) & a 1635515 75 1,355,155 > OF) ia vars iines sees. 5,657 
13 R. J. Reynolds Tobacco Co. .... 6,517 893 17 3,793,402 + 71.8 ge 1,628,882 67 1,505,868 + 8.2 | BRITISH OVERSEAS ggg CORP. = 
64 Brown-Forman Distillers Corp. 628, y 
14 American Tobacco Co. ........-.-. 6,033,100 15 4,273,234 + 41.2 : 1,407,420 ‘ 726,813 + 121.2 | BRITISH TRAVEL ASSN., < 100,6 
aie is | 5,975,055 14 4,805,642 + 243 65 P. Lorillard Co. ........cccceeeene ‘ ” BRITISH WEST INDIES A. ae yoy 
13 Philip Morris Ime. com aprdrcy A 66 E. I. duPont de Nemours & Co. 1,589,630 95 1,011,280 + 57.2 | BROOKHAVEN TEXTILES INC. 29,483 
16 Studebacker-Packard Corp. .... 4,495,716 " ee + 9 67 Greyhound Corp .. 1,588,763 52 1,861,634 —- 14.7 | BROOKLYN UNION GAS CO. ..... 173,079 
: “oe , " Shere agama oe BROWN-FORMAN DISTILLE RP. 1,628,882 
17 National Bisevit Co. ——— 2 a a + 751 | 98 Standard Oil Co. of Col........ 1543433 92 1,043,057 + 00)" ae eee. aaa 
DO Ghrald GD GB, cnncecccssinccccsesecantee ' —s 19.2 69 Glenmore Distilleries Co. ...... 1,518,079 81 1,232,463 + 23.2) Old Forester Whiskey ......... 440,409 
VD Armour & CO. ..ccccvssecveseeseneenes 3,998, 486 21 3,354,979 + 1. 1.495.075 7 1,298,745 + 15.1 | BROWN- GRAVES co. 
703 + 644 70 Renfield Importers Ltd. ............ 495, 298, 
20 Campbell Soup Co. .....-.-...0++ 3,854,537 40 2,344, . : er" 1,485,355 62 1,663,714 — 10.7) _ Bee Gee Windows ..........., 65,267 
3,604,034 19 3,400,639 + 6.0| 71 Helene Curtis industries Inc. 1485, . BROWN INC., WALLACE 
21 Eastern Airlines Inc. ...........+» D gee ‘9 | 72 Phillips Petroleum Co. ............ 1,446,058 66 1,519,645 - & | Greeting Cards ...........0.. 104,529 
22 Standard Oil Co. (New Jersey) 3,442,246 42 2,311,542 + 48.9 | < : 76 1,331,551 + 5.2| BROWN SHOE CO. INC. ........ 61,881 
| 73 Firestone Tire & Rubber Co. .... 1,401,266 A, 
23 General Mills Ime. 0.0... 3,432,583 16 3,908,473 — 12.2} 74 Pabst Brewing Co 1.392.270 n 1,378,172 + 1,0 | BROWN & WILLIAMSON TOBACCO oa 
722, + 19.7 R sadngpacesenaeneth pte P We) BSbssccsevcessoccocce 774, 
24 Nestle CO. ooeenceneessncsensernneens ph ge paplongtnnd 12| 75 National Airlines Ine. oo. 1,384,476 84 1,130,551 oe ee ee 91,364 
, ek Yen 3,223,682 22 3,185,454 + f 53 1.855 =". ethiopia Sana 335 898 
STII, sich nsesnnnsorecsesesnccoent 1,380,333 855,566 d 
26 Westinghouse Electric Corp. .. 3,137,028 33 2,514,967 + 247 : 158 68 1 444,949 ee CA... Serre eee 347,309 
2? amor Aislines tee 28 2,697,004 + 129| 77 Chesebrough-Pond’s Inc. ........ 1,362, A444, re | ee, le Be Me akbar ciseee. 272,174 
a iceiierucs 1,608,694 + 946 | 78 Canade Dry Ginger Ale Inc. .. 1,346,181 78 1,256,948 + Fl | Ghemmten War ......000000000- 160,539 
28 Pillsbury Mills Inc. ......... 64 ’ ~ | 2 ite 1,344,516 27 2,749,181 — 51.1 _ Cleaning Wax & Floor Cleaner . . 111,635 
29 Standard Brands Inc. ' 23 2,884,460 + 27) | BRUNSWICK-BALKE-COLLENDER CO. 
| 80 Committee on Steel Pipe Research, duet 57,693 
30 American Motors Corp. ........ 2,895,365 20 3,376,354 14.2 ‘ & Steel Inst. 1,342,300 ‘ en + Infinity | AE T , 
i 71 47 2,097,957 + 339 wring: we | BUCKINGHAM CORP. 
31 Gillette CO. ...-eeneeeessoeernnseen 2,809,0 omits Cyn yee 1,341,486 63 1,661,495 — 19.3 | | Cutty Sark Seoteh Whishy 122,279 
a2 then Eee Seeman 6 82 Pan American World Airways 1334910 74 1,355,172 1.5| SUITONI FOODS CORP. ........ 31,540 
I ictiienesenictcscovenncnse 2,758,014 25 2,774,618 — 06 Ot lndie 1.299.611 85 1.127.488 + 153/ oy a ee ey 
33 Pepsi-Cola Co. ..... Ss «6 a + 1061 94 New York Contral System ..... 1,284,260 ‘ 870,241 DN Ss iriiaiss..0 22000. 1,168 
34 Quaker Oats Co. .. 2,681,805 30 2,592,870 + 34) * BURGER BREWING CO. 
: 2 519,640 “5 2,163,223 + 165) 85 Allstate Insurance Co. ............ 1,271,224 903,096 + 40.8 | ~ 202,091 
35 Monsanto Chemical Co. .......... 2 18.287 32 2 552,622 13 86 Reader's Digest Assn. Inc. ...... 1,269,422 ° 794,341 + 59.8 | BURGESS BATTERY CO. ....... 36,333 
36 Resting Grup tee. ................. vee oom “, | 87 Corn Products Refining Co. .... 1,264,122 89 1,083,720 + 16.6| Flashlight Batteries .......... 30,687 
37 Socony-Mobil Oil Co. .............. 2,501,197 31 2,512,350 — 24] 6 se iien dn 1.264.076 . 969,949 + 30.3) Radio Batteries... 5.646 
38 Doubleday & Co. ........cccseesnee- 2,452,387 43 2,257,430 (1 oe com 70 1<an et 10,7 | SUMLINGTON InOUSTRIES INC. ans 
a Evershar jo aannneeeneens , , a uriington Hosiery ........... . 
39 Radio Corp. of America ....... 2,441,853 39 2.206.379 >. = Carter Products Inc. * 208,820 +496.0| Galey & Lord Fabrics... 14.281 
40 Continental Baking _ on 2,436,771 82 1,213,136 + 100.9 91 Helenc Rubinstein inc... 1,241,852 e 268,945 43617 BURNHAM & MORRILL CO. oy 
EET 2,344,121 44 2,188,692 + 71 | 2 ae 1.230.743 93 1,030,386 + 194| . ‘ & oan, masaateneserees 1 4 
42 Gulf Oil Corp. ..-n-eeoereeeees 2.218404 8634 2A06.168 — TET) 93 BT. Babbitt Ine. oon 1,219,638 9 1,044,412 + 16.8| B&M Frozen Fish Dinner... 28,071 
43 Goodyear Tire & Rubber Co. . 2,206,072 46 2,110,507 + 45 | 94 Grove Laboratories Inc. ........ 1,213,458 ° 779,237 + 55.7| © & & Frozen Foods ......... 2,946 
44 Standard Oil Co. (Indiana) 2,203,736 =‘ S51 1,870,732 aL) ee 1,210,317 86 1,125,092 aS Fy RO 4 
45 Prudential Ins. Co. of America 2,203,603 69 1,415,597 + 55.7 | 96 Delta Air Lines Inc. ............. cee 1,208,840 * 698,345 + 73.1 | BUSINESS MEN’S ASSURANCE CO. 
46 Trans World Airlines Inc. ........ 2,182,757 59 1,675,558 + 30.3) 97 Institute of Life Insurance ...... 1,173,383 88 1,102,294 + 64) OF AMERICA ............. 48,748 
2 G@nGis & .............. 2,116,391 24 2,775,109 — 23.7 | 98 Continental Oil Co. cocoon 1,172,955 80 1,251,430 — 09) Se eee Oe. sonenr 
48 Liebmann Breweries Inc. ........ 2,085,240 49 2,029,431 + 27) 99 Sunbeam Corp. ..........ccceccceoe 1,141,303 * 669,578 + 70.5 | BUTLER MANUFACTURING CO. 42,164 
49 Bristol-Myers Co. ...........e 2,032,580 38 2,384,543 — 48) | 100 Sunshine Biscuit Inc. ................ 1,135,499 . 708,187 + 60.3 | BUTTER KRUST BAKERIES 
50 Curtis Publishing Co. cn. 2,025,928 56 1,722,811 + 17.6 | *Unranked in 1955. **Listed os International Latex Corp. in 1955. ***Not listed in 1955. | uxrow cea: ial — 
Pe 61,505 
Old Tub Whiskey ........... 450 | BETTER HEAT WITH OIL COUNCIL INC. 35,742; Borden's Biscuits ............ 3,803 | BUY-LINES BY NANCY SASSER . 88,560 
B | Ph. Boileux De Luxe Brandy . 3,317 BIRD & SON INC. . es 567,800} Borden's Buttermilk .......... 54,618 | BYMART-TINTAIR INC. 
BEATRICE FOODS CO. ..... 441,515| Floors & Walls ... 351,675| Borden's Chocolate Drink ...... nt. SEY <edsbidadenaesest 151,488 
8. & REMEDY CO. Beatrice Foods .............. 16,372 Roofs & Sidings 216,125 Borden's Choc. & Strawberry Drink 12,771 
] ccccccccveeese 81,390 La Choy Products ............ 39,086 | BISHOP INC. HAZEL Borden's Cottage Cheese ....... 74,300 
8. rt 8. FOODS 5 EN cis: dieenusecs 108,356 | Toilet Preparations . 313,917 Borden's Cream .............. 20,391 eS 
Grandma Brown's Beans 55,046 Meadow Gold Cottage Cheese ... 4.924 BLACK & DECKER MFG. CO. THE Borden's Cream Cheese ........ 20,844 | 
BABBITT INC., B. T. .... 1,219,638 Meadow Gold Dairy Products .. 38,175 Power Tools ..... 143,117 Borden's Egg Nog ............ 6.302 | 
Am-0 Ammonia ....... 2,073 | Meadow Gold Ice Cream .... 143.669 BLACK INC., WALTER J. ...... 977,630| Borden's Frozen Dessert ....... 597/C & C SUPER CORP. .......... 266,283 
 . aes 881,520| Meadow Gold Margarine . 3,897 Black Inc., Walter J. feae 263,065 | Borden's Half & Half ......... 6,069 | << ae 88,469 
Cameo Cleanser 123,752 | Meadow Gold Milk ....... 12,013 Black's Readers Service Co. .. 291,619 | Borden's Morton's & Reid's Ice Cream 133,142) C & C Beverages . aa 3,555 
Glim Liquid Detergent .. 212,293 | Slim Cheez Cottage Cheese 2,184| Classics Club ...... s 116,153 | Borden's Ice Cream ........... 199,579} C & C Super Root Beer .. 13,325 
BACARDI IMPORTS INC. 190, . thedimsbvsees + 72,839 Detective Book Club ........ 306,793 | Borden's Ice Cream & Milk .... 4,578 | Nedicks Orange Juice ......... 5,267 
Bacardi Rum ..... 140,021 BEAUNIT MILLS INC. 90,434 | BLITZ-WEINHARD CO. Borden's Instant Coffee ....... 992 | Super Jet Spray Kit . 155,667 
Crock O'Gold Whiskey 24 American Bemberg Co. 66,311 Beer a 98,871| Borden's Mayonnaise .......... 2,212 |CABELL’S DAIRY CO............ 35,901 
Gilbey’s Spey-Royal Scotch Whisky 50,534! Beaunit Mills Inc. .... 24,123 | BLOCH BROS. TOBACCO CO. et ere > 273,713 | Cottage Cheese .............. 2,833 
BADGER PAPER MILLS INC. | BEAUTE VUES CORP. | Kentucky Club Tobacco 95,945 Borden's Orangeade ........... 1,181 Dairy Products .............. 2,832 
Lobe SCE eee 31,434 Wutri-Tonic Home Permanent .. 143,979 | BLOCK ORUG CO. INC. ........ 1,007,401 Borden's Skimmed Milk ....... 8,456 | Egg Nog Mixture .... 1,463 
BAKERS FRANCHISE CORP. BEECH AIRCRAFT CORP. .... 29,690 Amm-i-dent Tooth Paste 248,241 Ghartette Pregme 2... cccccceccs 7,650| Frozen Diet Dessert 1,420 
Lite-Diet Bread . vee ED ee a SEEN) GENE ce ccccessss 25,236; Gail Borden Milk ............ Bt, GEE oo ccccoccss 19,635 
BALL BROTHERS CO. 43,460 Institutional 3,175 re 32,324 Lady Borden Ice Cream ....... 31,890 Tre 7,718 
Ball Jars & Lids .. 42.028 | BEECH-NUT LIFE SAVERS CORP 775,068 Omega Oil 50,747| Pioneer Ice Cream ....... 2,353 CADIE CHEMICAL PRODUCTS INC 
Bonnie Jonnie .... 1,432 Beech-Nut Baby Foods ........ 425,491 ee 476,104 Reid's Ice Cream ............ ‘602 | SEED donc c cb de debe v és 36,148 
BALL CLINIC ...... + 85,909 Beech-Nut Coffee ............ 65,452 Poli-Grip ....... 127,781 GD Sdabahso dosage ceses 58,187 | CAIN CO., JOHN E. ...... 55,214 
BALLANTINE & SONS, P. .. 397,491 Beech-Nut Instant Coffee ..... 32,905 | Postam 34,267 Thompson's Buttermilk ........ 1,140 | Condiments Spe 23,711 
Ale & Beer ........... 67,423 Life Savers .....ccccccuee 129,054 TELE 12,701 Thompson's Cottage Cheese .... 3,712| Dressings & Mayonnaise , 3,717 
[J.P ‘ 306,298 Pine Brothers Glycerine Tablets 122,166 | BLUE BELL INC. Thompson's Dairy Choc. Drink .. 4.125) French Dressing ...... 747 
Institutional. 23,770 | BELGIAN TOURIST BUREAU 28,507 | Wearing Apparel ... 52,526 | Thompson's Dairy Products 310 Mayonnaise ........ 9,527 
BALTIMORE GAS & ELEC. CO. . 790,525 | BELL AIRCRAFT CORP. ..... ; 30.012 | BLUE CROSS (CALIFORNIA) . 48,921! Thompson's Egg Nog .......... 3,434 | Salad Dressing ..... 1,706 
BALTIMORE & OHIO RAILROAD 289.276 BELL BRANDS FOODS LTD. .. 64,527 | BLUE CROSS (CONNECTICUT) 32,404 Thompson's Milk 2,219| Products ....... 15,806 
BALTIMORE PAINT & COLOR WORKS 90,904| gi; Brand Potato Chips 50,983 | BLUE CROSS (ILLINOIS) ...... 50,005| Products ............0.000. 150,217 | CAIN’S COFFEE Co. 57,083 
Gleem Paints .... 3.298 | Blue Bell Potato Chips 13,544 | BLUE CROSS & BLUE SHIELD | BORG CORP., GEO. W 45,722| Coffee ......... 45,491 
Gieem Paints & Wall-Fix .. 7,606 | BELL & CO. INC. ~ £4» 54,588 | BORG-WARNER CORP. .. 631 a soepeeee 11,592 
BANDINI FERTILIZER CO. Bell-Ans 129,618 | BLUE CROSS & BLUE SHIELD NE EE dss avdacacscve 60,459 | CALIFORNIA DAIRY INDUSTRY 
Products 27.444 BELL TELEPHONE CO. OF PA. 365.367| (MASSACHUSETTS) ........ 79,638 Norge Dryer & Washer ......... 19,443; ADVISORY BOARD 50,721 
BANKERS LIFE & CASUALTY CO. 189,812 | BELTONE HEARING AID CO 43,692 | BLUE CROSS & BLUE SHIELD Norge Products .............. 90,345 | CALIFORNIA & HAWAIIAN SUGAR 
BARIUM STEEL CORP. ........ 30,630 BENJAMIN & JOHNES INC. (MICHIGAN) . ‘3 39,549| Norge Range ................ 161.900 | REFINING CORP. LTD. 

BARRON'S PUBLISHING CO. | Bien Jolie Bras & Girdles 29,370 | BLUE CROSS & BLUE SHIELO Norge Refrigerator .......... 64,905! C&W Sur ................ 159. 
"2 as 55,914 | BENNETT CO., C. A | (MINNESOTA) . ~ 51,036 | GT OEE cnsiscovvesiacs 191,469 | CALIFORNIA LIMA BEAN GROWERS ASSN 
BARTON DISTILLING co. 96,32 Cooking Magic Cook Book 75,184 | BLUE CROSS & BLUE SHIELD York Air Conditioner ........ 105,461| Seaside Limas .... 26,556 
Colonel Lee Whiskey ........ 23,828 BERKSHIRE KNITTING MILLS . 203,910| (PENNSYLVANIA) ........ 33,299 BOSTON CONSOLIDATED GAS CO. 100,976 | CALIFORNIA PACKING CORP. 500,489 
Kentucky Gentlemen Whiskey 16,264 BERMUDA TRADE DEVELOPMENT BLUE CROSS & BLUE SHIELD BOSTON EDISON CO. .......... 65,080 | Del Monte Catsup ............ 10,282 
Old Barton ew nodes 33,352) BOARD, THE . 123,462| (TEXAS) vere eee eee ees 97,526 | BOSTON & MAINE RAILROAD .. 66,196 | Del Monte Fruit .............. 24,868 
Tom Moore Whiskey ........ 22,879 ocnesrere SHIPPING CO. INC. | BOBBS-MERRILL CO. | BOTANY MILLS INC. .......... 128,901| Del Monte Fruits & Vegetables .. 358 
BATES MANUFACTURING co. 185,255 | NOLD ’ 85,370 | ee 35,242| Richelieu Pearls ............. 48,195 | Del Monte Juices & Vegetables . 2,786 
Bates Blankets ........... 4.761 a Shipping Co. “Arnold. aE 5.131| BOEING AIRPLANE CoO......... 66,105 Sn EE 2bbbtcesccédcceves 71,824 | Del Monte Pineapple-Grapefruit Drink 105,159 
Bates Fabrics 42,132| Gite Str Lins ............ 80.239 | BOHEMIAN DISTRIBUTING Co. SS sce asciaadenges 8,882 Del Monte Pineapple Juice 7,855 
Bates a — pea 138,382 | BERRY TOURS TRAVEL SERVICE 37.165 Crown Russe Vodka ........... 33,408 | BOURJOIS INC. | Del Monte Pineapple Products .. 616 
BAUSCH & LOMB OPTICAL CO. 33,117 BEST FOODS INC., THE ........ 1,341,486 Royal Crest Products ......... 3,760 Evening in Paris Preparations 41,020 | Del Monte Products -_ 41,540 
BAYUK CIGARS INC. ........ 123,020| Best Foods Mayonnaise ........ 95,490 | BON AMI CO., THE ....... 446,552 BOWMAN DAIRY CO. .......... 191,734| Del Monte Prune Juice ........ 141,447 
0 PPPPTTTITT TTT 117,348| Best Foods Products ..... 2,660; Bon Ami ......... 136,983 DE. Dhenesetececesses 524, Del Monte Tuna ....... 157,111 
ee 134 Best Foods Salad Oi! .. 1,393| Jet Bon Ami 309,569 ree 4,869 Del Monte Vegetables .... 8,467 
haan 5,538| Dress Parade Shoe Polish... 468 | BONNIE DOG FOOD Co. 40,550| Dairy Products .............. 173,630 | CALIFORNIA PHYSICIANS SERVICE 48,593 

BEACON CO., THE 1,299,611 | Hellmann's French Dressing .... 1,831 Bonnie Cat & Dog Food ...... ES EE 524 | CALIFORNIA PRUNE & APRICOT 
ast does 1,293,093 Hellmann's Mayonnaise ........ 434,429| Dog-E-Stu .. Fics cs aunis 15,267| Eeg Nop ........... 960 | GROWERS ASSN. ............ 162,298 
a RR 2.133 Hellmann's Sandwich Spread 16.908 BONNIE HUBBARD KUPBOARD | 2 eee ser 1,574) California Prune Juice ......... 8,077 
ye 4,385| H-O Instant Oatmeal ......... 16.363| 800K FIND CLUB ............ SN GIR. va ctsie sce. devote dhakes 4,902} California Prunes... ; 150,258 
BEAM DISTILLING CO., JAMES B. 515.333) H-O Quick Oats ............. 16,044 | BOOK-OF-THE-MONTH CLUB INC. 428,104, Quick Whip ................. 2,592| California Prunes & Prune Juice 3,963 
Beam’s Bottled in Bond Whiskey 26,049 | Jet Oil Shoe Polish ........... 11,919 | Book-of-the-Month Club Inc. 387,410| Sour Cream ...............-. 1,785 | CALIFORNIA WALNUT GROWERS ASSN. 
Beam’s Pin-Bottle Whiskey - 18,225 Nucoa Margarine ... 209,647 Books Abridged Inc. a 4,761| Strawberry Drink ............. 354 | Diamond Walnuts ............ .045 
Beam's Whiskies .......... 38,364| Presto Cake Flour . 59,293| Music Appreciation Records 7,792 | BRACH & SONS E. J. | CALIFORNIA WINE ASSN. ...... 30,516 
Chateau Vodka .......... Se GN vicudsbidarciaes 184,504| Young Readers of America .. i” a 27,352| Aristocrat Brandy ............ 23,138 
Dark Eyes Vodka ........ 11,596 | Shinola Shoe Polish 273,459 | BOOTH FISHERIES CORP. | BRANIFF INTERNATIONAL AIRWAYS on. 8.106 | Eleven Cellars Wine .......... 6,631 
Jim Beam Whiskey 409,575 | Skippy Peanut Butter .. 17,078| Frozen Fish Products ......... 103,100 | BRAZILIAN INTERNATIONAL AIRLINES 80,209 Products ...............000. 747 
Old Comiskey Whiskey 1,755 | BETHLEHEM STEEL Co. 268.251 | CORBEN CO. 22.2.0... cece ence 1,380,333 | BRECK INC., JOHN H. | CALO DOG FOOD CO. INC. ...... 167,670 
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TO GET TO THE FAMILY IN THE TOP BRACKET... 


GET IN THE TRIB 


* The TRIB reaches a higher concentration of high-income 

families than any other New York newspaper... 

the high-income families who buy twice as much of most 

advertised merchandise per family as the low-income group. 
Get the top of the New York market ... get more sales results 

per dollar of advertising ... get in the TRIB! 


ee Ta 


Herald Tribune 


<p OO a I Pe oO ee ee eS he eee 
DR oe nis 2 crt or a ee ees Cae Sacer Ck Ss eae ee ae 2 a penn tani Pa Ss ee eee ee ey ST = Speer i: SS | ae eer 
RE, eo Se stone lege Acct Oe ea, ae ae a ae Se Sage DEBITED S1 a een RR d = = aa ae pg ot patie erated 2 
Ss i le i i a i i ea a ee 
: 50 
a * 
og ‘ : ’ 
ee . - Fa 
a 
. : i 
. ej A i 
s Y ie Ze ¢ 
3 - = Vv 
a at oie ° EN ia, 
~ re . et : & 
rs Oe dete ae 
J a A>—_ | =H | ye 
a - Ss Ad ——, », ee a. 
x oa * ‘ a 
D ee ‘ } roan Bs Fe ge. 
a a, a LF e < tae 2 
5. . ta a aa « 
7 = el, ; y e ‘ pe a Be i 
= Sere 4 a 
p eon: ys er ee 
as Me iltoe os fen es sd 
ih nora ae : r ye tc al 
is, ae eh ay al 
ee re Spas XI ee, 
’ F x : 
oe: om ‘ | V, iN . . 
: s c 
eae oN =. “ 
i = L 
; A - 
¥ ‘ ° 
3 , - 
° * | ad Pa 
i o a . ae ner? 3 as 
a . ° Ape yet , 
= ‘ ‘ a a, . “ 
ae iv Neen 
| * 2 “SGgereiey w® 
\ Eel, - 4 Passat 
— eo “y oe 
‘ a Gt ee _ peace edema 
. eta fe t om 3 = | eas 
. NP his eo 
: ee . 
: oe: «4 aR 
a po 
Siem bee hea ole 
; .. - cn 
: ae = 
gE pee eS 
ee ie: oe ¢ » ag en 
oe ae ee eee 
pee eS ste 
zs oe ee 4 \ Li 4 e 
Bi Hin ee 
ae ee: 
a : ¥ a e . 
. Fa ‘a 
ae ee ie. 
& e ee 
ey 
; — oo 
HOS oe ; aes i i im 8 is ica roe ; rs : rs Pa : oe eS : ae : aiP-3 = § 
MR ae 0 : 5 aay re eae "ae a et Be hg, Oey Rete th ola. ot erm aR aie ie ee mee ee ae ane scoala 
‘ aes on sig ~% x ae on q : +o 2 Oy eet e = ; i nae eta a 
ees ¥ ore as ee eer es eth : BS" ane Cte Vlog. se Bo ee a Nae pe’ Bee boi ABN ARTES oh Tee ae Ben aar ited cote ; 
a made i ane — 2 Soa <i aD | Sa ahi tc # ae ae i oe Ca ‘i i ES ae has. % Pie en ohana ttle a ad Jagan y Ei z 
a = . ‘ oe F 4 Bi lm sede hh Et Nes ee ie ig oe ee ae wets narod mT a Ao ee 


Dollar Expenditures in Four Major Media 


Sources: Publishers Information Bureau—Bureau of Advertising. ANPA. Prepared by Bureau of Advertising. 


Advertising Age, June 3, 1957 


The Top 100 National Advertisers of 1956 


Newspapers Magazines Network Television Spot Television Outdoor 
% of Total % of Total % of Total % of Total 
Expenditures Expenditures Expenditures Expenditures 1956 1955 
1 General Motors Corp. ....... ' $53,778,652 47.6 $25,685,637 22.7 $19,086,646 16.9 $ 3,487,860 3.1 $10,945,254 $112,984,049 $112,907,265 
2 Procter & Gamble Co.. The ...... 7,141,885 9.0 10,781,921 13.7 43,457,339 55.0 17,522,450 22.2 71,598 78,975,193 49,002,374 
3 Ford Motor Co. .............. : 25,366,292 45.5 10,736,157 19.3 10,316,421 18.5 3,342,620 6.0 5,958,005 55,709,495 53,805,372 
4 Chrysler Corp. ........ keke cas 17,946,196 37.9 8,099,996 17.1 18,198,264 38.4 1,914,160 4.6 1,250,752 47,409,368 52,261,864 
5 Colgate-Palmolive Co. .... a 12,335,541 27.7 4,935,466 li 19,880,282 44.7 7,314,700 16.5 44,465,989 32,061,703 
6 General Foods Corp. ............ 6,701,455 16.1 8,834,702 21.3 15,688,789 37.7 9,415,940 22.7 919,727 41,560,613 36,367,325 
7 General Electric Co. ........ ‘ee 10,292,387 30.3 13,906,103 40.8 8,106,204 23.8 1,345,890 4.0 360,144 34,010,728 26,494,590 
8 Lever Bros. Co. ....... vadtwe 10,576,501 35.0 2,267,037 7.5 11,322,643 37.4 5,576,780 18.4 510,000 30,252,961 19,373,514 
9 Reynolds Tobacco Co., R. J. ee 6,517,893 27.7 3,640,418 15.5 11,424,421 48.5 1,952,760 8.3 23,535,492 19,047,603 
10 Distillers Corp.-Seagram’s Ltd. 11,751,216 51.7 7,442,252 32.7 635,010 2.8 — 2,915,365 22,743,843 21,120,312 
11 American Home Products Corp. ... 1,811,087 8.1 2,753,434 12.4 15,758,019 70.7 1,965,900 8.8 —-- 22,288,440 13,976,003 
12 American Tobacco Co. .......... 6,033,100 27.7 5,171,730 23.7 9,387,768 43.1 1,206,280 5.5 21,798,878 19,981,652 
13 Gillette Co., The ........ are 2,809,071 13.3 1,205,277 5.7 15,257,871 72.5 1,782,860 8.5 21,055,079 20,474,144 
14 General Mills, Inc. ... ; 3,432,583 16.4 6,796,990 32.6 9,891,113 47.4 669,040 3.2 80,972 20,870,698 17,592,267 
15 National Dairy Products Corp. oaks 7,107,153 36.9 3,956,838 20.5 5,628,107 29.1 1,743,500 9.0 872,856 19,308,454 14,676,817 
16 Brown & Williamson Tobacco Corp. 774,571 44 1,359,001 7.7 3,987,901 22.7 11,288,620 64.4 137,232 17,547,325 4,040,672 
17 Morris, Philip, Inc. ........ 5,975,055 35.1 2,570,967 15.1 586,315 3.4 7,369,440 43.4 500,220 17,001,997 8,754,399 
18 Campbell Soup Co. ...... ‘ . 3,854,537 22.8 7,453,124 44.0 4,415,970 26.1 1,196,340 71 16,919,971 12,573,278 
19 Bristol-Myers Co. ...... +r 2,032,580 12.3 4,371,287 26.5 9,132,455 55.3 864,040 5.2 107,488 16,507,850 11,063,976 
20 Sterling Drug, Ime. ............ 2,518,287 15.5 2,246,889 13.8 2,638,741 16.3 8,823,300 54.4 16,227,217 6,079,170 
21 Liggett & Myers Tobacco Co. .... 1,755,772 10.9 2,173,057 13.5 7,786,114 48.3 4,400,900 27.3 16,115,843 10,928,127 
22 National Distillers Prod. Corn. . 8,628,760 55.7 4,943,587 31.9 aga <— —— — 1,916,723 15,489,070 13,424,461 
23 American Telephone & Telegraph Co. 257,381 17 8.416.596 55.5 2,285,036 15.0 3,800,990 25.0 430,288 15,190,291 7,448,599 
24 Schenley Industries, Inc. .. 7,365,790 51.1 3,570,762 24.8 — — 713,590 5.0 2,751,727 14,401,869 11,896,030 
25 Coca-Cola Co., The ...... 2,116,391 14.7 1,481,343 10.3 3,631,999 25.3 3,697,460 25.8 3,435,101 14,362,294 10,740,846 
26 Kellogg Co. ... 1,635,515 11.6 1,491,978 10.6 6,101,919 43.3 4,810,530 34.2 36,420 14,076,362 7,333,281 
27 Westinghouse Electric ‘Corp 3,137,028 22.3 2,175,571 15.5 8,598,023 61.1 156,100 11 14,066,622 8,785,996 
28 National Biscuit Co 4,281,819 33.4 1,180,763 9.2 1,810,052 14.1 5,536,500 43.3 —— 12,809,134 8,322,028 
4. ES oe ’ 3,223,682 25.9 2.735.067 22.0 4,091,533 32.9 1,091,940 8.8 1,290,619 12,432,841 9,044,419 
30 Standard Brands, Inc. pee 2,963,542 24.7 4,294,889 35.8 2,899,611 24.2 1,512,780 12.6 323,105 11,993,927 8,322,028 
31 Radio Corp. of America ........ 2,441,853 21.3 4,249,471 37.0 3,353,358 29.2 1,407,130 12.3 28,134 11,479,946 8,404,310 
32 Warner-Lambert Pharm. Co., Inc. . 511.417 45 2,859,147 25.0 2,265,660 19.8 5,820,440 50.7 11,458,664 4,670,849 
33 Pilisbury Mills, Ime. ........ oe 2,969,334 26.5 2,601,402 23.2 4,897,601 43.7 692,150 6.2 42,913 11,203,400 9.089.505 
34 Miles Laboratories, Inc. ........ 325,710 3.0 760,482 7.0 4,485,467 411 5,354,730 48.9 —_ 10,926,389 4,047 861 
SS Glee GE GA acaseseciecs. a 4,215,509 40.4 934,056 9.0 — 2,000,220 19.2 3,278,671 10,428,456 6,098,268 
36 Studebaker-Packard Corp. ......... 4,495,716 43.7 2,286,968 22.2 1,322,888 12.9 653,210 6.3 1,532,292 10,291,674 10,319,221 
ST Carle Gan sdeseckssavas... 1,607,420 16.3 792,009 8.0 5,324,843 53.9 2,147,080 21.8 —_——_ 9,871,352 9,828,510 
38 Continental Baking Co., Inc. ..... 2,436,771 24.8 130,960 13 847,243 8.6 5,732,480 58.3 687,357 9,834,811 3,132,266 
SD Westie Gai, BOR THD cccscccccccce 3,319,632 33.7 1,232,656 12.6 2,892,319 29.5 2,374,920 24.2 ee 9,819,527 6,456,785 
40 Goodyear Tire & Rubber Co., Inc. . 2,206,072 22.7 5,203,604 53.5 2,281,203 23.4 38,950 0.4 9,729,829 9,391,039 
GR ROE BR acs isisscse:.... 3,998,486 41.7 1,507,878 15.7 3,085,325 32.2 877,400 9.1 121,689 9,590,778 6,731,863 
42 Du Pont de Nemours & Co., Inc., E. I. 1,589,630 16.9 5,130,459 54.7 1,404,990 15.0 942,180 10.0 316,792 9,384,051 7,373,021 
B GS hsv cndasciass atte 1,120,259 12.1 1,349,828 145 5,002,528 53.8 1,817,870 19.6 oe 9,290,485 4,461,053 
44 Quaker Oats Co., The .... - 2.681.805 29.7 2,440,726 26.9 2.908,511 32.1 619,200 6.8 410,983 9,061,225 7,399,379 
@ Gordam Ge. ....ccccess - 1,380,333 15.3 2,311,890 25.5 3,722,931 41.1 1,483,500 16.4 151,913 9,050,567 8,373,575 
46 Schlitz Brewing Co., Jos. oe 412,239 48 1,160,363 13.5 2,544,207 29.6 638.370 74 3,849,856 8.605.035 7,450,861 
47 Standard Oi! Co. (New Jersey) ; 3,442,246 41.9 1,074,736 13.1 SO 2,440,400 29.8 1,244,890 8.202.272 3,759,891 
48 Corn Products Refining Co. ...... 1,264,122 15.6 2,125,576 26.3 1,855,366 22.9 2,849,350 35.2 ee 8.094.414 3,453,384 
49 Pharmaceuticals, Inc. ....... i 443,761 5.7 — 6,272,787 80.1 1,108,580 14.2 —_—_ 7.825.128 —o 
SO Carustion Ge. ......ceseece, : 1,902,320 24.7 2,048,462 26.6 2,509,406 32.5 1,154,340 15.0 89,819 7,704,347 5,898,318 
51 American Motors Corp is 2,895,365 37.8 2.004.624 26.1 2,218,142 28.9 128,910 17 419,989 7.667.030 8,986,348 
52 Standard Oi! Co. (Indiana) ; 2,203,736 29.1 120,025 16 845,138 11.2 1,704,200 22.5 2.706.084 7,579,183 5,020,619 
53 Helene Curtis Industries, Inc , 1,485,355 19.9 1,418,341 19.0 4,302,168 57.8 247.440 3.3 — 7,453,304 4,971,180 
54 Scott Paper Co. .... . 1,112,815 16.0 1,696,247 24.4 3,856,325 55.6 229.510 3.3 48,462 6.943, 359 5,398,861 
55 Eastman Kodak Co. 1,230,743 18.2 3,104,418 45.8 2,211,599 32.6 229,740 3.4 —-— 6,776,500 5,644,425 
56 Carter Products Inc. ............ 1,244,671 18.4 174,630 2.6 802,153 11.9 4,535,210 67.1 —_—- — 6,756,664 a 
57 Anheuser-Busch, Inc. : 886.552 13.2 666,149 99 566,994 8.5 1,534,680 22.9 3,049,049 45.5 6,703,424 5,141,215 
58 Walker-Gooderham & Worts Ltd., Hiram 2,758,014 41.2 2,830,088 42.3 ———_ — ——- — 1,104,376 16.5 6,692,478 5,910,992 
> Ger GE Gem... cccccsis.. ; 2,218,484 33.2 331,422 5.0 2,268,375 33.9 89,930 13 1,778,975 26.6 6,687,186 6.932,777 
FS ee 2,699,739 41.6 1,610,768 24.9 _—_ 1.993.000 30.8 177,467 2.7 6,480,974 3,942,535 
61 Johnson & Johnson ... ~ 693,550 11.0 4,055,227 64.3 1,471,867 23.3 86,480 14 —_—_— — 6,307,124 6,254,851 
62 Firestone Tire & Rubber Co. ...... 1,401,266 22.2 2,977,367 47.3 1,874,773 29.7 27,970 0.4 24.000 0.4 6,305,376 5,184,513 
63 Pabst Brewing Co. . 1,392,270 22.8 461,121 7.6 1,461,195 23.9 2,057,130 33.7 730,824 12.0 6,102,540 3,900,252 
64 Wesson Oil & Snowdrift Sales Co. 1,065,013 17.7 1,364,493 22.6 1,266,658 21.0 2,064,350 34.3 266,975 44 6,027,489 —— 
65 Sunbeam Corp 1,141,303 19.0 1,833,682 30.5 3,014,261 50.1 21,070 0.4 ——s — 6,010,316 3,277,220 
66 Sperry Rand Corp. .. 119,290 2.0 2,298,433 39.3 3.139,404 53.7 232.100 40 57,428 10 5,846,655 4,084,182 
67 Socony-Mobil Oi! Co., Inc 2,501,197 42.8 1,322,558 22.7 _ — 1,706,010 29.2 308,108 5.3 5,837,873 4,729,567 
68 Heinz Co.. H. J 1,264,076 21.8 1,425,012 24.6 1,673,820 28.8 1,334,260 23.0 103,431 18 5,800,599 4,854,115 
69 Bulova Watch Co. .... : —_—_ 10,300 0.2 1,472,384 25.5 4,298,650 74.3 ee oe 5.781.334 — 
70 Johnson & Sons, Inc., S. C ibs 1,129,473 19.7 1,057,813 18.4 3,412,804 59.4 142,320 2.5 — 5.742.410 6,000,945 
71 Texas Co., The 1,210,317 21.3 2,657,517 46.7 884,304 15.5 169,090 3.0 766,706 5,687,934 6,050,936 
72 Wrigley Co., Wm dr. 1,878,405 33.1 422,185 7.4 413,730 7.3 999,070 17.6 1,968,786 5,682,176 4,724,680 
73 Best Foods, Inc.. The 1,341,486 24.2 594,484 10.7 2,419,882 43.7 914,550 16.5 272,316 5,542,718 4,747,866 
74 Kimberly-Clark Corp 1,066.250 19.5 2.017.101 37.0 1,273,706 23.4 996,700 18.3 100,452 5.454.209 aa 
75 Chesebrough-Pond's, Inc 1,362,158 25.4 865,786 16.1 1,718,344 32.0 1,425,440 26.5 5,371,728 3,945,520 
76 Prudential Ins. Co. of America, The 2,203,603 41.2 13,970 0.3 3,070,155 57.3 65,810 12 a 5,353,538 
77 Philco Corp 714,393 137 1,804,740 34.5 2,539,257 48.5 147,500 2.8 25,128 5.231.018 4.277.318 
78 Monsanto Chemical Co 2,519,640 51.4 1,402,272 28.6 723,006 14.7 262,200 5.3 —_———_ 4,907,118 4,112,873 
79 Aluminum Co. of America 534,195 11.6 1,749,727 37.8 2.285.215 49.4 53,940 1.2 4,623,077 2,923,872 
80 Armstrong Cork Co. 482,260 10.7 2,144,276 47.4 1,890,933 41.9 —— — 4,517,469 3,247,320 
81 Factor & Co., Max = 457,155 10.4 335,515 76 421,247 9.6 3,181,730 72.4 4,395,647 _ 
82 Falstaff Brewing Co as 271,406 6.2 130,960 3.0 842,460 19.2 1,224,430 27.9 1,914,094 4,383,350 _—— 
83 United States Stee! Corp 891,633 20.9 1,332,096 31.3 2,033,971 47.8 — 4.257.100 3,860,506 
84 Sinclair Refining Co. . 1,733,642 41.0 780,488 18.4 __ —_—_ 675.460 16.0 1,043,395 4,232,985 
85 Ralston Purina Co 532,266 12.6 110,737 2.6 2,029,343 2 1,143,750 27.2 394,875 4,210,971 
86 Hunt's Foods & Industries, Inc. .. 1,705,759 418 2,075,175 50.8 _ _— —_ 303,600 4,084,534 5.039.657 
87 Grove Laboratories, Inc., The ...... 1,213,458 29.8 509,656 12.5 655,077 16.1 1,696,100 416 4,074,291 
88 Liebmann Breweries, Inc. .. 2,085,240 51.7 267,614 6.6 —_ 768,660 19.1 909,662 4,031,176 3,706,080 
89 General Tire & Rubber Co., The 306,718 7.7 1,808,188 45.1 186.168 46 395.860 99 1.308.416 4.005.350 
90 Rexall Drug Co. . 768,111 194 3,022,450 76.1 — 178,060 4.5 3.968.621 
91 Goodrich Co., B. F.. The .... 743,741 18.8 1,835,703 46.3 1,064,679 26.9 318.740 8.0 3.962.863 3.466.654 
92 Brown-Forman Distillers Corp. .... 1,628,882 41.2 1,621,290 41.0 oe — io os 703,405 3,953,577 3,618,170 
93 California Packing Corp. ..... : 500,489 12.9 1,951,747 50.1 516,891 13.3 a ——- 922,983 3,892,110 3,209,961 
94 Heublein & Bro. Inc., G. F. 1,746,033 45.1 1,979,618 51.0 — 82,110 2.1 67,955 3.875.716 
95 Eastern Airlines, Inc. ........ 3,604,034 943 ae —_— 219,000 5.7 3,823,034 3,400,639 
96 Mennen Co.. The 292,343 7.7 233,849 6.2 2,655,631 70.3 595,500 15.8 ee 3,777,323 
97 Avco Mfg. Corp 561,837 15.0 2,105,396 56.2 1,052,491 28.1 26,670 0.7 a 3,746,394 4,265,390 
98 Block Drug Co.. Inc ve 1,007,401 27.4 336,085 91 396,126 10.8 1,937,800 52.7 3,677,412 
99 Stanley Warner Corp 1,731,153 47.3 604,739 16.5 —o — 1,322,960 36.2 ee 3,658,852 
100 United States Rubber Co 281,749 78 1,644,544 45.2 1,264,972 34.9 277,650 7.7 159,846 3.628.761 -_ 
Total . races adubebta cee $341,704,426 26.8 273,076,323 21.4 395,221,847 31.1 196,309,860 15.4 68,165,377 1,274,477,833 
All figures are gross space or time costs, No production figures are included 
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Advertising Age, June 3, 1957 


Ad Expenditures in 
Newspapers, 1956 


(Continued from Page 48) 


Calo Cat Food .... ra 51,812 
Calo Cat & Dog Food ol 56.953 | 
Calo Dog Food Srey * 58,905 
CAMPANA SALES co. aaiiaid ' 537,512 
tha weveebes dicnscdé 269,778 
i” stiessanmeudeses 92,563 
Campana Preparations ..... 122,056 
D.D.D. Prescription ..... 1 19,105 
PD 6hUcd@ies a gdccckss 34,010 
CAMPBELL SONS CORP., HARRY T. 
0 TEEN a eee 100,479 
CAMPBELL SouP eer 3,854,537 
Campbell's Beans ....... wee 106,336 
Campbell's Frozen Soups .... 684,407 
Campbell's Kids ........ — 44,950 
Campbell's Soups ..... 1,034,457 
Campbell's Tomato Juice .. 61,909 
Franco-American Sauce ..... as 53,264 
Franco-American Spaghetti ..... 39,009 
Franco-American Spaghetti Sauces 18,377 


Swanson Boned Chicken & Turkey 144,094 
Swanson Frozen Chicken a la King 101,210 


Swanson Frozen Chicken Products 9,493 
Swanson Frozen Fruit Pies ..... 122,327 
Swanson Frozen Pies .......... 556,288 
Swanson Poultry Products ...... 11,408 
Swanson TV Dinners .. -" 571,640 
V-8 Vegetable Juices . 295,368 
CANADA DRY GINGER ALE INC. 1,346,181 
Canada Dry Beverages . 488,910 
Canada Dry Club Soda 26,565 
Canada Dry Club Soda & ‘Ginger Ale 66,745 
Canada Dry Ginger Ale... ‘ 140.407 
Canada Dry Quinine Water ..... 83,374 
Canada Dry Whiskies . ; 192,642 
Cinzano Vermouth ........ 75,729 
Glamor Beverages .. . 37,442 
Johnnie Walker Scotch Whisky Yr 212,909 
Pedro Domecq Brandies ....... 5,334 
Pedro Domecq Wine 16,129 
CANADA STEAMSHIP LINES LTD. 56,264 


CANADIAN GOV. TRAVEL BUREAU 223,550 
CANADIAN NATIONAL RAILWAYS 


Grand Trunk Railways 341,967 
CANADIAN PACIFIC RAILWAY co. 534,663 
Canadian Pacific Airlines ..... 28,139 
Canadian Pacific Railways .. 318,344 
Canadian Pacific Steamships . 188,180 
CANNON — ih svenes 1,064,916 
Common Ghosts ....ccccesee 304,459 
Cannon chaste & Pillow Cases 5,751 
Cannon Sheets & Towels .. 172,910 
Cannon Spreads éntan 74,026 
Cannon Stockings . 93,560 
Cannon Towels ........ ; 400,833 
Products .. ; 13,377 
CANUTE WATER. co. : 67,245 
CAPITAL AIRLINES INC. . 1,023,358 
CARAVAN TOURS 101,160 
CARBONA PRODUCTS co. , 36,953 
Carbona Cleaning Fluid . 48,315 
Carbona Soapless Lather 14,678 
Wall-Wipe .. 3,960 
CARDINAL CRAFTSMEN co 
Greeting Cards .... 50.045 
CAREY SALT CO. ...... 48,030 
CARGILL INC. .. 154,266 
Miracle Green Lawn Seed .... 6,369 
Nutrena Dog Food 146,180 
Institutional = ....... rea 1,717 
CARILLON IMPORTERS LTD. 40,368 
Bardinet Brandy . cee s 38,127 
Bardinet Cordials 2.241 
CARLING BREWING CO. INC 130,296 
Carling Beer & Ale 41,247 
Carling Black Label 55,426 
Carling Red Cap Ale 22,204 
Stag Beer ; 11,419 
CARNATION CO. . 1,902,320 
Albers Bread Mix . 1,747 
Albers Cereals .. 1,082 
Albers Corn Meal .. 14,128 
Albers Flapjack Mix . 4,366 
Albers Instant Wheat . 1,866 
Albers Muffin Mix 872 
Albers Pancake Mix 2,802 
Albers Pancake & Waffle Mix 23,695 
Albers Quick Oats . 44,716 
Carnation Chocolate Drink 129.156 
Carnation Cottage Cheese 19,059 
Carnation Dairy Products . 47,379 
Carnation Egg Nog . 2.845 
Carnation Evaporated Milk 481,895 
Carnation Frozen Pies 560 
Carnation Ice Cream 48,446 
Carnation Instant Dry Milk 184,208 
Carnation Instant Wheat . 53,082 
Carnation Milk ...... : : 82,321 
Friskies Cat & Dog Food , 36,416 
Friskies Cat Food ....... “wy 126,597 
Friskies Dog Biscuits .. 6,382 
Friskies Dog Food ..... 269,251 
Friskies Dog Meal ..... : 61,550 
Gold Cross Evaporated Milk 7,342 
Morning Evaporated Milk 14,916 
Simple Simon Frozen Pies 133,753 
Topic 101.888 
CAROLINA POWER & LIGHT CO 53,802 
CARRIER CORP ‘ 238.635 
Bryant Heating Equipment . 40,272 | 
Carrier Air Conditioner . , 99,749 | 
Carrier Heating Equipment , 14,970 
Jetglas Water Heater 72,551 | 
Payne os 5.401 
Institutional 5,692 
CARTAN TRAVEL BUREAU INC 
Tours 56,916 
CARTER PRODUCTS INC. . 1,244,671 
Arrid 480,133 
Colonaids 153,496 
Rise 611,042 
CAT'S PAW RUBBER CO. INC 389,656 
CELANESE CORP. OF AMERICA 184,129 
CENTRAL ILLINOIS LIGHT CO. .. 69,439 
CHADBOURN GOTHAM INC. ... 32.884 
CHAMBER OF COMMERCE 
ATLANTIC CITY, WN. J. ... 57,294 


CHAMBER OF COMMERCE DEPT. 
OF CONSERVATION & DE- 


VELOPMENT (RICHMOND, VA.) 27,892 
CHAMBER OF COMMERCE 

MIAMI BEACH. FLA e 101,967 
CHAMBER OF COMMERCE 

ST. PETERSBURG, FLA. . 29,263 


CHANEL, INC. | CHEMICALS ae ee 114,545; Larvex a 
Chanel Preparations ........ we 79,953 | Dura Plastic Starch ..... Ve 31,512 Myna Glass Cleaner mn 
CHANNEL MASTER CORP. | Yano Liquid Starch ....... 83,033| Zonite r 
CO rT 44,806 | CHEMSTRAND CORP., THE . dd ee. 22,783) Vaseline .....- ss eeeeeeeueees : 
CHATTANOOGA MEDICINE CO., THE 86,415) Acrilan | rer : 50,636 | CHESAPEAKE & OHIO RAILWAY CO. 167,391| Vaseline Hair Tonic ........ Joes 436,390 
| Black-Draught ........ 79,539 | Chemstrand Corp. ..... . 334,427 | CHESAPEAKE & POTOMAC | Vaseline & Vaseline Hair Tonic . 195,041 
__. MEE eee 6,876 | CHEMWAY CORP. ..... eeees 428,697| TELEPHONE COS., THE ....... 354,392 | CHICAGO, BURLINGTON & 


CHEERFUL CARD CO. ........ 159,934 Lady Esther Preps. ........ , 147,066 | CHESEBROUGH-POND’S INC. .... 1,362,158| QUINCY RAILROAD .......... 240,003 


SAN DIEGO= 
YOUNG GIANT MARKET 


Covered and Sold 
By Two Great and 
Growing Newspapers 


San Diego is the Young Giant Market 
of the West —rich and responsive 


... Strong and stable. 


Sell this Young Giant, at the lowest 
cost per sale, through the 83% saturation 
coverage of The San Diego Union 


and Evening Tribune. 


The San micge Union 
EVENING 1 TRIBUNE 


Le 
“The Ring Cy of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Ilinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau dnd the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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CHICAGO, MILWAUKEE, ST. PAUL Cow Brand Baking Soda ........ 60,405 | CLING PEACH INDUSTRY OF Colgate-Palmolive-Institutional . . 263,970, CBS Television Network ........ 51,714 
& PACIFIC RAILROAD ........ 240,263 | CINCINNATI GAS & ELE€TRIC CO. 70,946} CALIFORNIA ................ 292,091 Colgate-Palmolive- Products ..... 53,626, Columbia Phonograph .......... 97,921 
CHICAGO ROCK ISLAND & CINCINNATI & SUBURBAN BELL California Cling Peaches ....... 251,524| Colgate Shaving Cream ......... 283,937 Columbia Record Club ......... 166,427 
PACIFIC RAILWAY CO. ....... 148,320| TELEPHONE CO. ............ 117,540| California Fruit Cocktail ....... 40,567 eae 371,228; Columbia Records ............ 167,280 
CHICAGO TRIBUNE ........... 81,886 | CIRCLE LINE SIGHTSEEING CLINTON MACHINE CO. ........ 52,591 = Be PED Wewies se cicie 77,788 | COLUMBUS COATED FABRICS CORP. 
CHILTON GREETINGS CO. ...... 59,731| YACHTS INC. ...........0055 35,879| Chain Saw ME vatnaynnsapekteseontaces 'S  - “_RS eaer pas 40,175 
CHOCK FULL O'NUTS CIT TRAVEL SERVICE INC. 29,350 Engines 41,073 Ploriest pintindingé* bieks dees 523,120 COLUMBUS GAS CO. ........... 67,072 
ES eS eee 285,725 | CITADEL PRESS ............... 28,502 roducts ‘ 5,121 RES er res 330,407 | COLUMBUS & SOUTHERN OHIO 
CHRIS-CRAFT CORP. ............ 64,794| CITIES SERVICE CO. ........... 1,061,885 — CHEMICAL CO. RE ae ree 294,505; ELSCTRIC CO. .........0000. 63,402 
CHRISTAL CO. INC., HENRY I. . 61,811 = Pry ‘ae OO ae 2,008,429 Lustre-Net Hair waned a ese 371,169 | COMET RICE MILLS ............ 33,431 
CHRYSLER CORP. ....... .. 17,946,196| Gasoline & Oils ............... 1,018,496 cussenanty PACKING CO. EME <caccveviatéwns ee ME SY von oc nbeas secs cee 24,755 
Chrysler Airtemp ............. 109,688 | Institutional .................. 23,975 Farmer John Meat Products ..... 32,726 MEE oi ccbes candaaes ss 24,764 EE go en sucpdiecec ce de 8,676 
SE EE  bdceeseseescee . 3,137,512 | CITIZENS GAS & COKE UTILITY 102,153 | CLUB ALUMINUM PRODUCTS CO.. \' Jj 2 wearer ae 159,425 COMMERCIAL SOLVENTS CORP. . 67,101 
Chrysler & Plymouth Cars ..... 281,060 | CLAIROL INC. Club Aluminum Products ....... 1,269 Vel Liquid Detergent ; 783,752 Commercial Solvents Corp. ...... 15,013 
Pe ME tccccnbhseeeee .. 1,886,014 Miss Clairol Hair Color Bath ... 230,596 Club Holiday Cookware ........ 30,807 Vel Soap * IK. SP ree 52,088 
De Soto & Plymouth Cars ...... 307,865 | CLARK-CLEVELAND INC. ....... 509,578 | CLUETT, PEABODY & CO. INC. 7 eee are coke 542,270 | COMMERCIAL TRAVELERS MUTUAL 
SE TD Oxadarecdsdevercns 3,391,076 —. eS Oe  & | | ear 201,052 | COLLINS CO., HAL ACCIDENT ASSN. OF AMERICA 66,630 
Dodge & Plymouth Cars ....... 450,303 EE Wbtivcccttecese cere 1,846 | COCA-COLA CO., THE ........... 2,116,391 Baker's Hair Tonic ..... keseae 54,071 COMMITTEE ON STEEL PIPE RE- 
DEEMED scenddnecboccece 1,033,352 | CLARK on & REFINING CORP. COLEMAN CO. INC. COLONIA INC. SEARCH, AMERICAN IRON & 
SMD Sésescnceecesove 526,485 Gasoline & Oils ............. 105,544 Heating Equipment 42,785 | 4711 Preparations ..... Cree 28,378 ##STEEL INSTITUTE ........... 1,342,300 
Plymouth Cars ............... 5,302,057| CLARK BROTHERS CHEWING GUM CO. 104,824 —* PALMOLIVE CO. ...... 12,335,541 | COLONIAL STUDIOS INC. COMMONWEALTH EDISON CO. .. 203,740 
ENED Sbsccccecescveces 1,520,784 | CLEVELAND ELECTRIC Be Mtr reer eee ‘ 1,028,286 i Mn 6c: ben ecndadee-s 97,678 COMMONWEALTH OF PENNSYLVANIA 48,078 
CHUN KING SALES INC. ILLUMINATING CO., THE ..... 82,137 Aen i ciccbstabosveras 989,896 | COLORADO FUEL & IRON CORP. 25,190 COMMONWEALTH OF PUERTO RICO- 
DD. Senddewsesdbenessees 256,976 | CLICQUOT CLUB CO. ........... ae 12,392 | COLUMBIA BAKING CO. ........ 127,036 ECONOMICS DEVELOPMENT ... 769,694 
CHUN-WONG INC. Ginger Ale ....6eeceecccecuns 60,568 | Brisk Tooth Paste ............ RSUEIGS) Champ Breed ......cccccccese 10,103; Commonwealth of Puerto Rico ... 170,001 
Wong's Frozen Chinese Foods .. 29,197 Ginger Ale & Water sv etentaes 10,685 Cashmere Bouquet Soap ........ 553,167 Southern Bread ............ ‘ 116,933 Industrial Development ......... 16,203 
CHURCH & DWIGHT CO. INC. . 374,177 | CLIMALENE CO., THE .......... 176,211| Colgate Barber Shave .......... 179,938 | COLUMBIA BROADCASTING Puerto Rican Rums ........ - 555,675 
Arm & Hammer Baking Soda BUM PED. ccc cccesesiccceseees 71,932 | Colgate Dental Cream ......... 1,880,696| SYSTEM INC. .. exes 505,365, Tourist Office ................ 27.815 
Arm & Hammer Washing Soda 121,957 Climatene ......... - ra 104,279 Colgate Dental Cushions ........ 39,337 C.B.S. Columbia Television thin 22,023 COMMUNITY TRACTION SERVICE 30,942 
COMPAGNIE GENERALE TRANS-ATLANTIQUE 
FRENCH STEAMSHIP LINES . 186,418 
COMSTOCK FOODS INC. i 68,504 
Comstock Pie Fillings .. 45.896 
Comstock Pie Mixes ..... 22,608 
CONE MILLS INC. ........ 52,361 
CONGOLEUM-NAIRN INC. 
Gold Seal Floors & Walls . 143,893 
CONMAR PRODUCTS CORP. 
a ee 92,285 


CONNECTICUT LIGHT & POWER CO. 58.846 
CONNECTICUT MEDICAL SERVICE INC. 49.964 


ROVIDENCE 


CONNECTICUT POWER CO. Se 31,843 
CONSOLIDATED CIGAR SALES 
Ce Tm ..;. 1,045,951 
Dutch Masters 337,182 
El Producto 420,480 
Harvester .. 130,104 
La Palina ... : 108,738 
rrr rer 28.967 
Muriel Cigars .... 20,480 
ae EDISON CO. OF 
N. . es 313,024 
comseutpates FOODS CORP. 313,385 
Blossom Cottage Cheese ... 1,094 
Blossom Dairy Products .. 1,237 
Blossom Ice Cream .. 3,497 
Blossom Milk ........ os 4,098 
Brown Beauty Beans .... 8.122 
Brown Beauty Canned Foods 1,223 
Brown Beauty Macaroni Dinner 724 
Brown Beauty Products .. ee 5,739 
\\ A Brown Bauty Spanish Rice ..... 1,222 
Kitchens of Sara Lee Frozen Cakes 246,321 
DD Gabedueseeescs veaen 1,812 
Monarch Diet Foods .. a 536 
Monarch Products ..... ; 9,509 
Red Rose Tea . 28,251 
CONSOLIDATED NATIONAL SHOE co 
is American Girl Shoes 76.515 
ABC p da 5] 3 2? 5 CONSOLIDATED ROYAL CHEMICAL 
Pe , 55.064 
roviaence Now Pr CORP $5.06 
Kolor-Bak . . 32,668 
: " Fe - Krank’s Shave Kreem 2.811 
a The ABC Providence area has shown an increase in population Peruna Elixir dts 1,544 
he * . - CONSUMERS POWER CO 37.848 
re of more than 50,000 since the census of 1950, and is now rated in the CONTINENTAL AIRLINES INC 242,497 
fs . CONTINENTAL BAKING CO. INC. 2.4%6,771 
over-500,000 group with a population of 513,275. Cobakco Bread 7,085 
E Continental Baking Co ‘Inc 23.494 
a . . . ’ Daffodil Farm Bread . 69,105 
This boosts the total population in New England’s second largest Hostess Cake & Wonder Bread 19.496 
: market to 833,000 with consumer spendable income of $1,486,112,000. as nog > A Py 
4 Morton Frozen Macaroni & Cheese 
a & Spaghetti & Meat ... 68,122 
* Sneed T M k note feu Oe fn. 18.792 
One of America’s Best Test Markets cri ree “1 


This city-state market is closely-knit, firmly-established and isolated—one 
of the nation’s top test markets — where many well-known products made their 
marketing debut... where the nation’s leading advertisers test new ideas in ad- 
vertising, merchandising and packaging. 


me Get your share of this all-time-high consumer spendable income by using 
- consistent advertising in The Providence Journal-Bulletin, the strongest selling 
oe force in New England’s second largest market. 


Journal-Bulletin Circulation 
over 200,000 daily 


. .. provides more than 100% coverage of ABC Providence and over 


80% in the city-state market. Providence Sunday Journal circulation, 
over 185,000. 


Statistics; ABC and SRDS Estimates of Consumer Markets 


Biggest Buying 
in Upstate 
Wisconsin ie 


475, oon, 000 wholesale. retail dol- 
lars changed hands in *56. 


In this independent market you'll 
get results fast for whatever you 
test, tell, sell or show. We say 
“it only takes ONE in Green Bay” 
... and advertisers agree by keep- 
ing the PRESS-GAZETTE first in 
national linage in upstate Wis- 


Providence Journal-Bulletin 


So are newspapers! 


THE GREEN Bay 
PRES s-GAZETTE 


Phil A. McClosky, Monager, General Advertising 
Green Boy, Wisconsin 
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FAR AND AWAY... 


g The Primary Newspaper 
i¢ In This Primary Market 


UNION COUNTY 


f New Jersey’s Richest! 
‘. 
“ug WHICH ONE COVERS 
ay 290% YOUR BRAND IMAGE BEST? 
od 0 Sa) 
fe ~~ a) 
zt 0 
13% 
# 
a. ELIZABETH NEWARK NEWARK 


DAILY JOURNAL STAR-LEDGER EVENING NEWS 
*Source: Audit Bureau of Circulation 


a V1, 
—° Over 
— 50,000 — 
ABC CITY ZONE ~, Daily be 
254,000 — Up 31,000! ie ie 
1956 LINAGE 
14,000,000 lines — Up 7%! "Siete aoe 
STATE’S HIGHEST FAMILY INCOMES 7-1-56 SRDS esti- 
$8,972 — 58% over U.S. Average mnaten of geneumer 


markets. 


1956 FOOD SALES 
$158,671,000 — 30% over U.S. Average 


1956 GROCERY LINAGE rnal 
1,880,000 lines — Un 19%! , 
Flzaveth Bally Fourie 
3 uwion oN 
WEATHER ELIZABETH, NEW 4 
stu “This aud Color “Joo! THE MA JOR MEDIING 
i color fecilities eve THY, 
tna’ = IN babe COUNTY 
TO THE HOME” 
| “oven wacom Sa 
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Another true-to-life story about some make-believe characters 


Why do men 
wash the dishes 


in Chicago? 


Tain time Papa Casey passed out the cigars, 


it was to announce another blessed he-vent. 


First there was Abner, then Baldwin, then Caspar. Then Zeke. (He was the 


first to get pressed into service over the Casey family dishpan. 


last.) Last to get chicken pox, hand-me-downs and dates. But 


Small wonder, then, that Zeke grew up with a firsthand knowledge of 


household chores and a burning desire to stay out of the dishwater. 


Years passed. And Zeke became Major-Domo of Galley Slave Inc., 
manufacturers of automatic dishwashers. 


Galley Slave had been steering a steady, up-and-coming course, but Zeke didn’t 
Z-= -2 


want to rest on his oars. So when Joe, the able-bodied 
salesman from the Chicago Tribune, hove into view, Zeke signaled him to come across. 


“Howdy, Joe,” boomed Zeke, ‘“‘what do you know? About dishwashers in Chicago, that is?” 


And it just so happened that Joe knew quite a lot. According to a Tribune 
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But 77% of these appliances are owned by families earning over $7,000 a year—20% 


by the households in the $4,000-$7,000 income bracket, and the remaining 
3% by families earning less than $4,000. 
‘I weep for all those underprivileged males still washing 


GAL 
xy moaned Zeke. ‘The only reason why any man 


dishes in Chicago!” « 
ever does the dishes is because he can’t think of or afford a way to get out 
of it! Don’t those Chicago men know that the best way to get out of washing dishes 
is to buy the little woman a Galley Slave?” 

“Evidently not,” sobbed Joe. “But that’s one reason why Chicago 


is such a fertile field for dishwasher advertising. — Lots of hot 


SS== 


dishwasher prospects earning over $7,000 a year in the Chicago area haven’t as 
yet thrown in the dish towel. (471,926 to be exact.) But the market definitely needs 


a lot of cultivating. When asked which one of nine appliances they wanted 


CI only 5% of the respondents in the Tribune’s appliance survey 
©» é> 


op) 
mentioned a dishwasher. And 36.3% of this group had no brand preference.” 


next, 


“Well, well,’ welled Zeke, “‘I’ll not only have to sell the convenience 


and desirability of dishwashers, a ay 


of owning a Galley Slave. But first I’ve got to find the ad medium that reaches 


@ but also the specific advantages 


the most Down-Trodden, Hen-Pecked, Able-to-Buy, Chicago Male Dishrag Manipulators.” 
“I’m sorry, Mr. Casey,” replied Joe dejectedly, “I don’t happen 
to have readership figures on that group. But in case you ever want to know what 
newspaper is read by 8 out of 10 Ever-Loving (Till-Dishes-Do-Us-Part) Chicago 
<—= 
Husbands Earning Over $7,000 a Year, I’ll leave you my name and address.” 
Now maybe you sell dados or didos instead of dishwashers, but this 


story applies to you, too. Nobody knows Chicago like the Tribune. Nothing sells 


Chicago like the Tribune. And Joe’s the guy to give the facts to you. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER PATS 


oe 


a. ta Tae ae 


as. ES ae op gees Ta he ag i a pea Pelee fo erie Ban rt oy ee i a 3 es : : SEN gaara! he eaey ee ae 
4 x » eee ios) Ss A OM ee COME oe ee. So ocean eee ee Bape) eae ere oe ee es 
op te Seitad Ce eK. ee eam ate on cre oe ol : eae Ey ean pals page eee eat ee S ees a on af Fok ee 
. Te Gat aerate : or ieee me its 2 ald as: ; : 5g a at a pee Oa oo a Seas Be ech BS ke oan th iad jee 
a5 2 
; « 
r ro 
- « 
if ; 
oe ; 
a oe 
a . . 
- » 
¥ 
f a 
Ae i 
‘i ak 
iy 
WX ee 
ed f yi 
£\ a A | 
— » 
iy —Y a . 
cs ry 4 i pe «ae ” 
| is 
- : 
bi, is 
: 
i 
| eee ; 
be ud Bi 
" 10 | | can 
x : 
he 
ae 
ee . 4 | 
. : 
: ‘ og ; : j ees Ser ae ¥ oe eae Su ad ie ee ee rE cbr phe dos t : a ies ol aaa 
: ee i ee ae Maen” ’ 7 , a % . yi I f ie ; 
Se ee re rt i ee tr ee eee 
4 1 ELE ey y Seek 2, ‘ is } ‘ Paes ri aa Sita? a eae eB Pe RE ; . oe iain 


Advertising Age, June 3, 1957 


re ei eda pases 1,000,590; Cudahy Meat Products .......... 100,298 oaeere BREWERY INC. ...... DENVER & RIO GRANDE WESTERN White Horse Scotch Whisky .... 
Die R aides ss sce 282,299| Delrich Margarine ............ 5,397 eel TE tens | RAILROAD CO., THE ........ Wilson Whiskey ............. 

Wonder Baking Products ....... 464,839 Queen's Taste Margarine ....... 19,420 | on Ee cos acsenes 7,521 | DERBY FOODS INC. Wolfschmidt Vodka ............ 
Wonder Bread ............... 353,307 | CUNARD STEAMSHIP CO. LTD. .. NT eee... mses 22,643| Peter Pan Peanut Butter ...... NT | REE © cuncieecasesssss 

CONTINENTAL CASUALTY CO. 45,427 | CURTICE BROTHERS CO. 66,704 | DAYTON RUBBER Co. DETROIT EDISON CO., THE . 94,874 | DIXIE BREWING CO. INC. 

CONTINENTAL OIL CO. ......... 1,172,955 | Blue Label Ketchup ........... 3,796| Dayton Tires ................. 41,618 | DETROIT FREE PRESS, THE PETE. Seed eledvcbhenes ss c+ 
a 1,145| Blue Label Products ........... 9,503 | 0-CON CO. INC. ............... 27,804 | DETROIT NEWS, THE ......... 36,921 | DOBLER BREWING CO. INC. 
SD nck asvessccasie 1,167,024 | Blue Label Tomato Juice & Vegetables 4,065) D-Con ..............000.000e 4,623 | DIAMOND CRYSTAL SALT CO. .. TE SN DP adeeaicedecinsses 
i RIE 4,786 | Blue Label Vegetables ......... i 23,181| DIAMOND MATCH CO., THE .... 28,381| DR. PEPPER CO. .............. 

CONVERTED RICE INC. CURTIS PUBLISHING CO. ...... anenees GRRE PEST 196,211 | DIRECT SERVICE O1L CO. ..... 30,501 | DR. POSNER SHOE CO. INC. .... 
Uncle Ben's Rice ............ al | 64,892| Buttermilk .................. 15,881 | DISTILLERS CORP.-SEAGRAM'’S LTD. 1.78 aus DODD, MEAD & CO. 

COOK CHEMICAL CO. Ladies’ Home Journal .......... 738,738 | EE accep cvccecs SRS SNP. ccccsasdetscnss PRR ce ae 
 siviis bus chivay e< ine a RR eee a Tia » "gee peeniess 11009 DOESKIN PRODS. INC. 

COOK & SON INC., THOS. Saturday Evening Post ......... cs ' i | 4 OSS SSee 2,788 Calvert Reserve Whiskey ....... 1,524,464 . - Pree 
EE eer 233,358 | CURTISS-WRIGHT CORP. ....... _ (i "east 24,912| Calvert Whiskies ............. 6,149 | DOMINICAN REPUBLIC 

COOPER TIRE & RUBBER CO. Curon Carpet Cushion ......... 4 EE Seer 67,041 Carstairs White Seal Whiskey 773,961 St Or POD cs oevececras ee 
Cooper Tire ..........ceeeeees 42,622/ Institutional .............-008 263,492; Ready Shake ................. $308] Gherey MMM cecceccccccsces 15,970 | DORMEYER CORP. ............ 

COORS CO., ADOLPH D Ee eS 49,057| Chivas Regal Scotch .......... RE. GE cescccccccctscees 
RE Svpevebdenessctoeaccass 35,168 DEERING, MILLIKEN & CO. INC. 45,258, Christopher Columbus Rum 1,480} Drill Kits 2.20.00... .ccceeee 

COPPER & BRASS RESEARCH ASSN. 45,072 | DAIRYMEN’S LEAGUE COOPERATIVE DE JUR-AMSCO CORP. ......... GRABD) Goldeme cccccccccccccccccees 299,928 | DORMIN INC. 

CORN PRODUCTS REFINING CO. . 1,264,122 “Ss 56,202, De Jur Stenorette ............ 24,379| Four Roses Whiskey .......... 1,523,364 MED. © nenbchecésesietesses 
BOSD wee e ence ene neeecees 52,040, Dairylea Buttermilk ........... 629| De Jur Tape Recorder ......... 1,375| Fresh Deodorant ............ 45,066 | DOUBLEDAY & CO. INC. ....... 
Karo ete tereeseaesrnrecerees 179,932| airylea Chocolate Milk ........ 780 De Jur Products .............. 5,666 Gallagher & Burton . Black Label Around The World Program .... 
Karo Frosting Mixes ........... 36,151 | Dairylea Cottage Cheese ....... 4,809 | DELAWARE & HUDSON RAILROAD 25,325 man MCLEE ,236 | Audubon Nature Program ..... 
Karo & Mazola ..........005+ 272,591 | Dairylea Egg Nog .............- 3,676 | DELAWARE, LACKAWANNA & Gallagher & Burton White Label 9,752| Book League of America ...... 
SE Seathdewdbcccsasecccons 129,367 Dairylea Ice Cream ........... 11,467| WESTERN COAL co. ........ 95,952 Hunter Whiskey ............... 4,409| Dollar Mystery Guild ......... 
Matola ... 2-6 eee eeeeeeceeee 351,531) Dairylea Milk .............. R  { 32 Be oepeapppppeere 86,225| Kessler’s Whiskey ............. 597,643 | Doubleday & Co. Inc. ........ 
Niagara Starch .........0-+00+ 105,856 Dairylea Products ............. 17,531| Glen Alden Coal ............. 9,727| Lord Calvert Whiskey ......... 468,127| Doubleday One Dollar Book Club 
Nu Soft ...6.cseeeeeeeceeeees 126,534 | DALLAS POWER & LIGHT CO. 69,999 | DELAWARE, LACKAWANNA & WESTERN - y  peGpeaperrse 16,546 | Garden City Books ........... 
Institutional ......... 0.600 DAN RIVER MILLS INC. ........ 70,595| RAILROAD CO., THE ........ 44, Mumm’s Champagne .......... 17,066 | Literary Guild of America Inc. . 

COTT BEVERAGE CORP ......... 239,190 DANA PERFUMES INC. DELTA AIR LINES INC. ....... 1,208,840| WNectarose  .........00cceceee 2,130 | DOUGHNUT CORP. OF AMERICA 
Beverages .. 5... eee e eee eeeees 203,785 | Toilet Preparations ............ 32,890 DENMARK CHEESE ASSN. Noilly Prat Vermouth ........ 63,679 | Downyflake Frozen Pancakes ... 
a eee bead DANIEL DISTILLERY, JACK Danish Blue Cheese .......... 40,364 Paul Jones Whiskey .......... 510,603 | Downyflake Frozen Pancakes & 
dd all Ee 10,799| Old Time Whiskey ............. 188,943 | DENNEY, FRANCES Seagram's Golden Gin ........ 523,354 WR ccc ncccccrcccsscece 
ee 3.777 | DAROFF & SONS INC. H. ...... 75,618| Toilet Preparations .......... 34,954 Seagram's Pedigree Bourbon Whiskey 65,451| Downyflake Frozen Waffles 

COTY INC Daroff & Sons Inc., H. ........ 32,538 | DENVER CHEMICAL MFG. CO. INC. 33,713| Seagram's Products .......... 13,773| Howdy Doody Ice Cream ...... 
Toilet Preparations ........... 536,780 House of Worsted-Tex, The ..... 43,080 Antiphiogistine Poultice ...... 9,284 | Seagram's 7 Crown Whiskey .... 2,946,304| Howdy Doody Pops .......... 

— _— & LOUISVILLE 34.269 DAVIDSON BAKING CO. | Cerene ...... 18,314) Seagram's V. 0. Whisky ....... 741,591 | DOUGLAS AIRCRAFT CO. INC. .. 

aun me 42'348 | SHE -cpeidicnatinatnhessan ssi 0 EE rere PU. na ae 142,852 | DOUGLAS FIR PLYWOOD ASSN. 

COWLES MAGAZINES INC. - — — — —————— — 
(OS 367,700 | : 

CRACKER JACK CO., THE ...... 113,030 Br os 
Campfire Marshmallows ........ 12,026 | 
SE SED onbecesesuscroccss 101,004 

i celica ccuses 87,054 
er GE ccccccicvccces 1,937 
PU ccccccescescccccccces 2,230 | 
Heating Equipment ............ $1,211 | 
io cadens 1,676 | 

CREAMETTE CO., THE ......... 108,954 | 
Creamettes Frozen Foods ....... 16,967 | 
Creamettes Macaroni Products .. 84,217 
Whiz Frozen Cakes ............ 4,423 
Whiz Pancake & Waffle Batter .. 3,347 | 

CREOMULSION CO. ............ 123, ‘a7 | 

CRIBBEN & SEXTON CO. 

Universal Ranges .............. 59,622 | 

CROSSE & BLACKWELL CO., THE 35,094 
i OR RR 2,107 
Se Me déceduidiocoseddiece 1,731 
Frozen Fish Products .......... 1,250 
Frozen Orange Juice ........... 752 
SEE GED 2 ed eesccccccoeses 14,334 
PN e¢ntacbidessathvdeos 1,449 
| a henovienenedesesebscess 4,124 

1 Stk ee eee Reee 9,347 

cRoweLL- COLLIER PUBLISHING CO. 348,480 
rr 176,127 
Musical Masterpiece Society, Inc. 80,924 
Opera Society, The ........... 23,561 
Woman's Home Companion .. 67,868 

CROWELL CO., THOMAS Y. ..... 27,493 

CROWN CENTRAL PETROLEUM CORP. 

i fs Farr 3,991 

CROWN PUBLISHERS 
tt. coakwete no tenk$o6 56,544 

CROWN ZELLERBACH CORP. .. 78,457 
Sr 28,573 
SPREE excvadcdevicoceces 5,942 
Zee Paper Products 15,793 K 
St Mn otisebesenensce 6 7,499 
eee 20,650 

CUBAN-AMERICAN SUGAR CO. 

Colonial Sugars ............... 30,424 

CUBANA DE AVIACION 
MD ccctpiscececee 148,226 

CUDAHY PACKING CO., THE 125,115 

& Seen ene & =o we 


AuiT.. | 


38% of al! adults in households ia New York City and 


suburbs serving Scotch whisky read The News... 


Source: Profile of the Millions...a atady conducted 


Approved by the Advertising Research Foundation. 
Any New York News office will show you Profile. 


by W. R. Simmons & Associates Research, Inc. 
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z DUBUQUE PACKING CO. eM 056 cac0 cade Fatees ss. + 138.802, Kodak Cameras ............. 527.721| EQUITABLE GAS CO. 95.104 | Frozen Vegetables .........., 4.991 
: Meat Products .............. 25,243| Zerex & Zerone 88.116, Kodak Films ......... -....+ 245,281 | EQUITABLE LIFE ASSURANCE SOCIETY a. Cream oe ee eeeceeeeeeees 45,373 
ve DUFFY-MOTT CO. INC. ........ SAEOk. UE. cs ccdbadiaveapees +s 82.270| Kodak Products ....... 333,957| OF THE U.S .............. 457,406 | Mim e-news nee one een es 23,336 
i Clapp’s Baby Foods ..........  161,162| Institutional ................ 12.450 | Tenite Butyrate .......... 2,700 ERIE BREWING CO, THE ...... 37,901 raLus CITY BREWING CO. ..... 285,119 
: Sunsweet Prune Juice ........ 161,264 DUQUESNE BREWING CO. oF Institutional .......... 4 16,952. Erie oe peal iV is 3,913| Falls City ~ 4 Fos ces ed oe ayes 279,167 
DUGAN BROTHERS INC. on naman al ea 135,705 EASY-DO INC. Koehler's Beer .............. 33,988 | Great Falls Beer ............ 5.952 
‘ Dugan's Bread .............. 35,260! Duquesne Beer .............. 114.599| Easy-Do Wave .......... 63,643 |ERIE RAILROAD CO... 38,229 | FALSTAFF BREWING cone. 
5 DUKE POWER CO............. 259,286| Silver Top Beer .............. 21.106 | ECKRICH & SONS INC., PETER ESQUIRE INC. ...... yee | 271 AGS 
DULANY & SON INC. JOHN H. . 160,730 DYQUESNE LIGHT CO... 199.502, Meat Products ........ | ll, NR pts 93,033 | FAMILY GARDENS NURSERY .. 128,349 
Frozen Fish Products ......... 13,281 | DURENE ASSN. OF AMERICA _... 55,078 ECONOMICS LABORATORY inc. SRE We ices on: bcaiian ns dno 62,193 | FARSER INC., S W. i 
Frozen Foods ............... 78,155 | DURKEE-MOWER INC. | Ariel Hair Spray ....... 4,366 EUROPEAN TRAVEL COMMISSION 47,684|,,(Mberware 8s as 4 
ee x3. sc. tl peer Oe 27,975| Electra-Sol ........... 102'998 |EVERSHARP INC. ............ 1,253,521 | FARMERS INSURANCE GROUP . 145,686 
Frozen Lemonade ............ 1,020 | DUSHARME PRODUCTS INC. | Finish Detergent ..... 101,635 | Eversharp Pencils & Pens... 62.799 | FARRAR, STRAUS & CUDANY INC. 56,368 
Frozen Vegetables ............ 64,945 | Toilet Preparations ........ | 42,232| Selloff ......-000.-... . 93.712| Eversherp Products ........... OMG ene aoe ee a eee ae 
DU MONT LABORATORIES INC. ALLEN 8. |OUTCH BULB IMPORTERS |... py RE de een 251,629 Eversharp Shick Injector Blades | re es my 
Television Ad En ded FRC SAS So 0s 32,128 | DUTTON & CO. INC., E. P. EHLERS INC.. ALBERT ... 125,440 Wee adense'es ; 1,146,742 FEDDERS-QUIGAN CORP. 
-—- - — — — — - o-ccanimtiieentagalaiiiiida Fedders Air Conditioners ...... 156,358 
_FENDRICH INC., H. 
| La Fendrich, Cigars .......... 58,955 
| FERNAK CO. 
merry er rrer reer 28,064 
/FILBERT INC, 0H. .......... 685.391 
Mrs. Filbert’s Margarine ...... 503,511 
Mrs. Filbert’s Mayonnaise ..... 139,178 
Mrs. Filbert’'s Products ....... 31,590 
Mrs. Filbert’s Salad Dressing 11.112 
'FILON PLASTICS CORP. ....... 99.009 
FINANCIAL WORLD .... : 85.505 
FIRESTONE TIRE & RUBBER CO. 1,401,266 
Batteries ...... 9,342 
 cocenn soaks : 1,349,629 
Institutional ........ 34,004 
| Products .............. 8,291 
FISCHER BAKING CO. 
Baking Products . bal 89,913 
FISHER BREWING CO. 
| Beer ° 36,237 
|FISHER FLOURING MILLS CO. . 61.171 
ee. Aerie oye 8,736 
| Scone Mix 7,514 
ATE GOR LS Si Git TY, 44,921 


Scotch servers have one thing in common 
—they can’t have thistles in their purse! 
In metropolitan New York, their favorite 
newspaper is The News — with 1,040,000 
adult readers in households serving Scotch — 


510,000 more than the 
World-Telegram & Sun 
550,000 more than the Mirror 
560,000 more than the Times 
590,000 more than the 
Journal-American 
680.000 more than the Post 
740,000 more than the 
Herald Tribune 


The |4 News, ve. 


Scotch whisky 


... In households serving Scotch whisky, 

The News has more readers than any two other 
New York morning papers combined...and more 
than any two New York evening papers combined ! 


Buyers of this illustrious import are 
also better prospects for the better price 
lines and all quality merchandise. 

And The News moreover delivers more 
readers in families with $10,000 and up 
incomes, more in the $5,000-plus bracket, 
more owners of air-conditioning units, more 
home owners, more families with children, 
more bondholders and stockholders, more 
customers for better goods and volume! 


In the nation’s richest market, The News 
with 4,780,000 readers daily delivers most 
buyers and prospects—because it has most to 
deliver! Ask for all the facts. 


York’s Picture Newspaper. . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 


(Continued on sr 68) 
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Advertising Age, June 3, 1957 


Five-Year Comparison of Newspaper Expenditures 


1952-1956 Figures for Advertisers Spending $25,000 or More in 1956 
Source: Bureau of Advertising, American Newspaper Publishers Assn. 


1956 1955 
ACF Industries ....$  40,762$ ——— 
Abbott Laboratories . . 542,118 160,761 
Acme Boot Mfg. Co. . 30,218 —— 
Adams Dairy Co. .... 35,130 ae 
Admiral Corp. ...... 686,398 568,080 
Adolph’s Ltd. ...... 230,181 134,371 
Aerenaves de Mexico . 44,370 53,734 
Air France, French 

National Airlines . . 209,743 187,751 
Alabama Gas Corp. .. 43,532 35,868 
Aladdin Co. ........ 47,391 57,436 
Alberto-Culver Co. .. 91,716 42,384 
Alexander Doll Co. .. 45,211 
Allegheny Airlines ... 80,055 105,033 
W. D. Allen Mfg. Co. 32,890 
Mark Allen Co. ..... 31,985 47,947 
Alles & Fisher ...... 60,762 54,055 
Alliance Mfg. Co. ... 25,672 69,147 
Allied Chemical & Bye 

errr 70,310 80,259 
Allis-Chalmers 

Me GR. -coccece 83,353 49,656 
Allstate Insurance Co. 1,271,224 903,096 
All Year Club of 

Southern California 296,573 a 
Aluminum Co. of 

RE Wiskccons 534,195 170,065 
Amana Refrigeration . 80,022 —— 
American Airlines Inc. 3,044,602 2,697,004 
American Agriculture 

Chemical Co. ..... 29,939 — 
American Automobile 

(ea 41,394 38,881 
American Bakeries Co. 214,819 182,405 
American Beauty Mac- 
aronl Ce. ...cccee 25,059 —_-— 
American Book-Strat- 

6 PO cveesee 35,588 _—_— 
American Brewery Inc. 31,155 45,891 
American Chain 

GUE scveccce 80,360 71,749 
American Chemical 

Paint Co. ....... 35,148 41,156 
American Crab 

Te GR ccccccee 32,218 
American Cynamid Co. 139,126 32,607 
American Dairy Assn. 339,198 92,758 
American Dietaids Co. 123,791 96,509 
American Distilling Co. 122,275 55,511 
American Export 

GD © cavcossers 138,776 284,086 
American Express Co. 441,309 339,271 
American Federation 

GIR ccccccse 33,450 28,937 
American Gas & 

Electric System 29,582 
American Heritage 

Publishing Co. ... 25,018 _ 
American Home 

a ae 1,811,087 2,469,658 
American Machine & 

ae 73,031 43,887 
American Marietta Co. 235,770 346,338 
American Molasses Co. 34,840 36,815 
American Motors 

ge ES 2,895,365 3,376,354 
American Petroleum 

SP Se beedevive 61,140 273,656 
American Radiator & 

Standard Sanitary 

i sebdsecee 202,410 141,397 
American Safety Razor 87,197 416,846 
American Sheep Pro- 

ee 172,717 
American Society of 

Travel Agents 67,560 35,699 
American Sugar 

Refining ........ 364,251 418,233 
American Telephone 

& Telegraph Co. 261,013 429,628 
Amerioan Tobacco Co. 6,033,100 4,273,234 
American Zionist 

PD .eés0cce 26,315 
America’s Independent 

Electric Light & 

Power @o.’s ..... 74,661 oa 
Amity Leather 

Products Co. .... 33,675 
Anderson, Clayton & 

ik Geigstbane oe 548,733 84,385 
Andrea Radio Corp. 43,155 29,649 
Anheuser-Busch Inc. 886,552 900,380 
Charles Antell Ine. 223,416 236,646 
Appalachian Electric 

PDL tatewceves 83,343 89,447 
Appleton-Century 

Crofts Inc. ...... 25,097 26,640 
Arizona Brewing Co. 35,568 37,250 
Arkansas Power & 

Light Co. .....-. 32,331 27,296 
Arkansas Rice Growers 

Cooperative Assn. 42,866 79, 
Armour & Co. ..... 3,998,486 3,407,594 
Armstrong Cork Co. 482,660 63,395 
Arnold Bakers Inc. 78,429 118,052 
Arnold, Schwinn & Co. 30,037 
Arrow Liqueurs Corp. 113,426 53,083 
Artistic Card Co. . 188,593 238,363 
Ashiand Oi! & Re- 

fining Co. ....... 73,260 46,558 
Ask Mr. Foster Travel 

Service Inc. ..... 61,806 59,746 
The Asphalt Institute 48,005 
Associated Bulb 

Growers of Holland 28,541 — 
Associated Hospital 

Service of Phila- 

delphia ........+ 44,615 43,613 
Associated Hospital 

Service New York . 249,187 182,417 
Associated Labs Inc. 38,404 35,506 
Assn. of American 

Playing Card Mfrs. 28,330 28,981 
Atchison, Topeka & 

Santa Fe Railway 475,030 565,304 
Atlanta Gas Light Co. 33,565 30,022 


1954 


1953 


1952 


113,726 


2,623,775 


Atlanta Trading Corp. 


Atlantic Coast Line 
Railroad 


Atlantic Insurance Cos. 


Atlantic Refining Co. 
Atlantis Sales Corp. . 
Atlas Canning Co. .. 
Atlas Supply Co. ... 
Austin, Nichols Co. . 
Aveo Mfg. Corp. .... 
Avondale Mills 


B. C. Remedy Co. .. 
B. W. B. Foods .... 
B. T. Babbitt Inc. 
Bacardi Imports Inc. 
Badger Paper Mills 
Inc 


Bakers Franchise Corp. 


Ball Brothers Co. 
Ball Clinic ........ 
P. Ballantine & Sons 
Baltimore Gas & 
Electric Co. ..... 
Baltimore & Ohio 
Railroad ........ 
Baltimore Paint & 
Color Wks. 


Bandini Fertilizer Co. 


Bankers Life & 
Casualty ........ 
Barium Steel Corp. 


Barron’s Publishing Co. 


Barton Distilling Co. 
Bates Mfg. Co. 
Bausch & Lomb 
Optical Co. ..... 
Bayuk Cigars Inc. 
Beacon Co. ....... 
James B. Beam 
Distilling ....... 
Beatrice Foods Co. 
Beaunit Milis Inc. .. 
Beaute Vues Corp. .. 
Beech Aircraft Corp. 
Beach-Nut Life 
Savers Co. 
Belgium Tourist 
SE: 6esccsece 
Bell Aircraft Corp. . 
Bell & Co. 


| Bell Brands Food ‘Ltd. 


Bell Telephone Co. of 
Pennsylvania ..... 
Beltone Hearing Aid 
Gk stedntccaces 
Benjamin and Johnes 
C. A. Bennett Co. .. 
Berkshire Knitting 
ED éccdebessce 
Bermuda Trade De- 
| t Board 


466,324 


344,494 


2,905,659 


40,713 


500,740 
26,055 


368,091 


461,671 


| Blue Cross Plan 


Arnold Bernstein 
BED vvetsece 
Berry Tours Travel 
MET Shéséeces 
Best Foods Inc. .... 
Bethlehem Steel Co. 
Better Heat with Oi! 
Council 
Bird & Son 


Hazel Bishop Inc. .... 


Black & Decker 
_ | Saeererr 
Walter J. Black Inc. 
Blitz-Weinhard Co. 
Bloch Bros. Tobacco 
OE ceasscservas 
Block Drug Co. 
Blue Bell 


Blue Cross (California) 


Blue Cross (Con- 
necticut) ....... 
(Illinois) =... 

Blue Cross & Blue 
Shield (Florida) 


Blue Cross & Blue 


Shield (Massachu- 
SP. ods teddeve 
Biue Cross & Blue 
Shield (Michigan) 
Blue Cross & Blue 
Shield (Minnesota) 
Blue Cross & Blue 
Shield 
Blue Cross & Blue 
Shield (Texas) 
Bobbs-Merrill Co. 
Boeing Airplane Co. 
Bohemian Distributing 


Bonnie Dog Food Co. 
Bonnie Hubbard 
Kupboard ....... 
Book Find Club .... 
Book-of-the-Month 
Club 


eee eeeeeee 


Borden Co. 


George W. Borg Corp. 


Borg-Warner Corp. .. 
Boston & Maine 
Railroad .......- 
Boston Consolidated 
Gas 
Boston Edison Co. .. 
Botany Mills Inc. 
Bourjois Inc. 
Bowman Dairy Co. .. 
E. J. Brach & Sons . 
Braniff International 
Airways 


Brazilian International 


Airlines 


(Pennsylvania) 


1956 
51,725 


441,515 


203,910 
123,462 
85,370 
37,165 
1,341,486 
268,251 


35,742 
567,800 


313,917 250,874 


143,147 
977,630 
98,871 


1, 


1, 


2, 


1954 


320,622 

53,519 
297,243 
197,002 


41,484 


379,852 


1 


1 


1, 


1, 


1953 


157,348 


172,937 
182,943 


102,939 
211,178 


272,335 
104,706 


,153,276 
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*Chesebrough Mfg. Co. and Pond’s Extract Co. 


1952 | 1956 1955 
| John H. Breck Inc. . 273,372 281,587 
Bridgeport Brass Co. 88,989 32,501 
237,396 Brillo Mfg. Co. 104,254 98,977 
51,097 | Brimm’s Plasti-Liner 
a eae 45,079 48,858 
246,784 | Bristol Aeroplane Co. 35,229 
Bristol-Myers Co. ... 2,032,580 2,384,543 
British Overseas 
| CE 6p ide ce 387,558 377,624 
1,182,726 | British Travel Assn. 100,670 —- 
British West Indies 
GRD cccsccccs 26,064 -_ 
Brookhaven Textiles . 29,483 __ 
Brooklyn Union Gas 
ye ae 173,079 151,662 
Brown-Forman 
284,228 | Distillers ....... 1,628,882 1,505,868 
| Brown-Graves Co. ... 65,267 — 
212,826 | Brown Shoe Co. .... 161,881 77,002 
| Wallace Brown Inc. . 104,529 30,068 
Brown & Williamson 
Tobacco Co. ..... 774,571 757,051 
és, a oe rae 272,174 261,544 
Brunswick-Balke- 

9 eens | Coltenter ....+.. 57,693 38,214 
alndins Buckingham Corp. .. 122,279 108,745 
Buitoni Foods Corp. 31,540 

Burger Brewing Co. . 202,091 130,073 
Burgess Battery Co. 36,333 29,293 
238,383 | Burlington Industries 
Se | Beticesacee 68,555 364,829 
196,698 | Burnham & Morrill Co. 181,489 30.244 
Burroughs Adding 
Machine ........ 44,761 111,301 
243,828 Business Men's 
Assurance Co. ... 48,748 
42,710 | Butcher Polish Co. . 110,627 85,444 
Butler Mfg. Co. .... 42, 
Butter Krust Bakeries 26,917 
Buxton Inc. ....... 61,505 27,428 
Buy-lines By Nancy 
‘ on SR sec Stcaees 88,560 720,720 
— Bymart-Tintair Inc. . 151,488 43,963 
— 
72,459 
65,728 Cc 
149,451 
C & C Super Corp. 266,283 ee 
285,505 | Cabell’s Dairy Co. .. 35,901 58,842 
: Cadie Chemical 
ae 36,148 26,959 
27,613 “John E. Cain Co. ... 55,214 51,257 
125.874 Cain's Coffee Co. ... 57,083 31,940 
“ California Dairy 
Industry Advisory 
a \<scadaws : 50,721 38,672 
379,683 California & Hawaiian 
Sugar Refining Corp. 159.886 193,611 
California Lima Bean 
Growers Assn. 26,556 42,186 
California Packing 
ge errr 500,489 364,895 
California Physicians 
SR. -csthueexe 48,593 45,011 
California Prune & 
Apricot Growers 
T2MSB | Asm ........-. 162,298 130,430 
37.200 California Walnut Assn. 86,045 241,998 
524.177 California Wine Assn. 30,516 47,978 
65.688 | Calo Dog Food Co. 167,670 146,402 
, Campana Sales Co. 537,512 643,897 
Harry T. Campbell 
220.083 MS ecadceacdes 100,479 60,415 
362.928 Campbell Soup Co 3,854,537 2,344,703 
: Canada Dry Ginger Ale 1,346,181 1,256,958 
—___._ | Canadian Steamship 
RAE. coviaecwne 56,264 56,210 
ya | Canadian Government 
‘ | Travel Bureau 223,550 — 
Canadian National 
Railways ........ 341,967 359,107 
1,088,206 Canadian Pacific 
ao DD. “Reeceace 534,663 507,893 
Cannon Mills Inc. 1,064,916 669,687 
Canute Water Co. 67,245 99,125 
Capital Airlines Inc. 1,023,358 898,017 
Caravan Tours ..... 101,160 60,332 
Carbona Products Co. 36,953 27,135 
| Cardinal Craftsmen Co. 50,045 59,834 
Carey Salt Co. ..... 48,030 35,274 
Cargill Inc. ....... 154,266 144,887 
—_ | Carillon Importers Ltd. 56,231 44.846 
Carling Brewing Co. . 130,296 91,665 
_____ | Carnation Co. ..... 1,902,320 1,671,578 
Carolina Power & 
| eae 53,802 45,405 
Carrier Corp. ...... 238,635 134,876 
—___. | Cartan Travel 
Bureau Inc. ..... 56,916 45,140 
| Carter Products Inc. 1,244,671 208,820 
56.771 | Cat's Paw Rubber Co. 389,656 283,554 
40.922 Celanese Corp. of America 184,129 127,503 
722 | Central Ill. Light Co. 69.439 61,762 
| Chadbourn Gotham 32,884 
Chamber of Commerce, 
177.968 Atlantic City ‘ 57,294 
Chamber of Commerce Dept. of Conservation & 
37,585 Development (Richmond) 27,892 
Chamber of Commerce, 
Miami Beach 101,967 _— 
| Chamber of Commerce, 
— St. Petersburg, Fla. mse 
Chanel Inc. ........- 79, 
RTOS | Channel Master Corp. 44,806 26,619 
137,862 | Chattanooga Medicine Co. 86,415 97,329 
Cheerful Card Co. 159,934 207,798 
32,951 | Chemicals Inc. ..... 114,545 85,656 
Chemstrand Corp. 385,063 80,098 
30,822 | Chemway Corp. 428,697 _ 
61,267 | Chesapeake & Ohio 
109,908 | Railroad =... « 7. — 
77,3 Chesapeake & Poto- 
153,703 | “mac Telephone Co. 354,392 425,347 
*Chesebrough-Pond’s 
387,443 | BM ce dvcecivs 1,362,158 1,444,949 


1954 1953 1952 
174,492 77,007 26,542 
50,532 88,549 81,299 
130,276 241,304 + 243,339 
50,370 52,570 45,747 
922,532 2,206,463 2,283,824 
326,096 432,653 354,904 
172,609 108,182 236,321 
1,503,530 1,238,212 995,657 
32,611 32,360 -_— 
29,600 _ _—_ 
677,537 45,860 605,064 
228,341 330,128 216,159 
40,261 84,569 106,596 
143,740 151,268 75,649 
25,010 
61,258 101,451 84,766 
71,334 38,617 
53,235 — — 
34,408 54,248 36,627 
565,039 613,057 839,789 
39,789 41,404 —_—— 
31,386 40,802 50,273 
42,287 43,259 37,547 
26,576 57,252 
153,312 157,472 133,786 
36,480 121,006 39,562 
463,732 647,087 603,936 
43,900 79,235 63,582 
121,769 200,068 114,144 
196,382 191,310 191,214 
33,991 
85,370 25,612 
471,910 457,056 398,067 
147.277 =: 115,242 83,404 
1,567,374 1,573,265 1,199,311 
1,040,396 1,039,314 760,059 
59,625 316,526 338,646 
325,957 316,526 338,646 
433,993 381,800 396,434 
533,995 918,616 
63,825 78,610 80,084 
435,970 440,378 597,445 
34,174 
41,819 _ 
67,345 105,846 70,591 
1,652,443 1,164,258 983,864 
33,495 942 38,414 
169,363 123,603 35,116 
45,362 42,404 
40,211 275,048 375,021 
93,293 
138,719 126,057 104,220 
60,674 52,535 — 
40,142 —_ 
146,796 180,933 171,415 
129,747 112,380 89,558 
a 48,928 
37,535 38,710 
328,244 308,472 350,831 
787,698 425,438 358,376 


merged last year. Separate figures 


| for Pond’s, 1951-1954 expenditures, are listed under “Ponds.” 


“9 ae Ni si Bie rene a, Oe wah ee eetan- 2 ee a St ae 
¥ ePcspii ae espe = a i > = = : . paid a PoEy caer ee Spat Ee ae re ots se gee halls is ae ; aban G bee g = ° eng eee mil * Bei EF eo - ‘rene ae 
a | 
o 58 ee 
7 ee 
ade — —. wae 1955 ~~ ee 
| ci in ee Ce 
| 
, Sl 
ae . 370,934 345,366 308,858 
for —s—S —— | CiS6,120 0 58,833 54,281 
ae —_—_=— —_—- 92,311 327,542 263,097 
ee —_—_-  -_—— -_—— 666,982 470,076 473,197 
oe ——_S —_—_—- 577 —[— «$$ —— 
om: 439,465 1,468,370 1,236,847 | — rT — 
155,193 158,689 —— | 68,934 44988 ME 26,382 
Bice —— a ee 561,837 1,016,306 1M 2,205,774 
al 250 — i—— Ss ——— 
A 295,127 207,689 150,979 
pom A | sieceee ied’ 
os 46.431 59,472 61,580 B 
-: nas 24157 ——— 51.350 126.869 113,572 
ts SSS oe | 1,219,638 1,044,412 633,352 
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In northern California 
---it’s The Examiner 


First in circulation and first in advertising 


gti: 


The San Francisco Examiner & 


Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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60 
1956 

Chicago, Burlington 

& Quincy Railroad 240,003 
Chicago, Milwaukee, 

St. Paul and 

Pacific Railroad .. 240,263 
Chicago, Rock Island & Pacific 

Railway Co. ....... 148, 
Chicago Tribune .... 81,886 
Chilton Greeting Co. 59,731 
Chock Full O’Nuts .. 285,725 


Chris-Craft Corp. ... 64,794 
Henry I. Christal Co. 61,811 
Chrysler Corp. ...... 17,946,196 
Chun King Sales Inc. 256,976 
Chun-Wong Inc. ...... 29,197 
Church & Dwight Co. 374,177 
Cincinnati Gas & Electric 70,946 
Cincinnati & Suburban Bell 

Telephone Co. ... 117,540 
Circle Line Sight- 

seeing Yachts Inc. 35,879 
C & T Travel Service 29,350 


Citadel Press ...... 28,502 
Cities Service Co. ... 1,061,885 
Citizens Gas & 

Coke Utility . 102,153 
Clairol Ime. ....... 230,596 


Refining Corp. . 105,544 

Chewing Gum Co. . 104,824 
Cleveland Electric 

Ittuminating Co. . 82,137 
Clicquot Club Co. .. 71,253 
Climalene Co. ...... 176,211 
Cling Peach Industry 

of California 292,091 
Clinton Machine Co. . 52,591 


Clorox Chemical Co. . 2,008,429 
Clougherty Packing Co. 32,726 
Club Aluminum Prod. Co. 32,076 
Cluett, Peabody & Co. 201,052 
Coca-Cola Co. ..... 2,116,391 
Coleman Co. ....... 42,785 
Colgate-Palmolive Co. 12,335,541 
Hal Collins Co. .... 54,071 
Colenia Int. ........ 28,378 
Colonial Studios Inc. 97,678 
Colo. Fuel & Iron Corp. 25,190 
Columbia Baking Co. 127,036 
Columbia Broadcasting Sys. 505,365 
Columbus & Southern 

Ohio Electric Co. . 63,402 


Columbus Coated 

Fabrics Corp. .... 40,175 
Columbus Gas Co. 67,072 
Comet Rice Mills ..... 33,431 


Commercial Solvents Corp. 67,101 
Commercial Travelers 

Mutual Accident 

Assn. of America . 


ss 0C(‘i‘iaSS(<itiSSSC(‘<‘éta SZ 


62,770 58,906 
199,816 235,544 
31,691 ae 
24,058,711 
93,280 770 


39,475 90,482 
178,310 99,450 


66,630 
Committee on Stee! Pipe Research, American Iron 


& Steel Institute 1,342,300 
Commonwealth Edi- 


GR Siipocces 203,740 
Commonwealth of Pa. 48,078 
Commonweaith of 
Puerto Rico ..... 769,694 
Community Traction 
“Se 30,942 

ie Generale 
Comstock Foods .... 68,504 
Cone Mills Corp. ... 52,361 

Transatiantique 186,418 
Congoleum-Nairn =. «j 143,893 


Conmar Products Corp. 92,285 
Connecticut Light 


Consolidated Cigar 

nn.” asddentsee 1,025,471 
Consolidated Edison 

Co. of New York . 313,024 
Consolidated Foods Corp. 313,385 
Consolidated National 


Consumers Power Co. 37,848 
Continental Airlines Inc. 242,497 
Continental Baking Co. 2,436,771 
Continental Casualty Co. 45,427 
Continental O11 Co. . 1,172,955 


Thomas Cook & Son. 233,358 
Cooper Tire & Rubber Co. 42, 


Adolph Coors Co 35,168 
Copper & Brass 
Research Assn. ... 45,072 


Cott Beverage Corp. . 239,190 


eee 536,780 
Courier Journal & 

Louisville Times 34,260 
Coward-McCann 42,348 
Cowles Magazines Inc. 367,700 
Cracker Jack Co. 113,030 
Crane Co. .....--+- 87,054 
Creamette Co. ..... 108,954 
Creomulsion Co. .... 123,417 


Cribben & Sexton Co. 59,622 
Crosse & Blackwell Co. 35,094 
Crowell-Collier Publishing 348,480 


Thomas Crowell Co. . 27,493 
Crown Central Petroleum 103,991 
Crown Publishers ... 56,544 


Crown Zellerbach Corp. 78,457 
Cuban-American 
Co. 


Sugar Co. ....... 30,424 
Cubana Airlines .... 148,226 
Cudahy Packing Co. . 125,115 


Cunard Steamship Co. 445,362 
Curtice Brothers Co. 66,704 
Helene Curtis Industries 1,485,355 
Curtis Publishing Co. 2,025,928 
Curtiss-Wright Corp. 272,060 


Dairymen’s League 

Coopefative Assn 56,202 
Dallas Power & 

Light Co. ....... 69,999 
Dan River Mills Inc. 70,595 
Dana Perfumes Inc. . 32,890 


Jack Daniel Distillery 188,943 


280,334 406,984 
59,059 38,570 
50,065 64,028 
80,387 70,523 

254,891 348,022 
37,343 48,059 
40,619 —— 
29,819 31,250 
25,207 —_ 

115,804 92,719 
66,723 39,272 


¥ 
7 
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H. Daroff & Sons 
Davidson Baking Co. 


Co. 44 
Delta-C & S Airlines 1,208,840 


Diamond Match Co. 
Direct Service Oi! Co. 
Distillers Corp.- 
Seagram’s ....... 
Dixie Brewing Co. ... 


David D. Doniger & Co. 


Douglas Aircraft Co. 

Douglas Fir Plywood 
Mh ébénbdcce ce 

Douglas Laboratories 
‘orp 


Drewry’s Ltd. (U.S.A.) 
Druid Hill Park Seed 


Dutch Bulb Importers 
E. P. Dutton & Co. 


East Ohio Gas Co. .. 
Ree GD, nscccce 
Eastern Airlines 
Eastern Corp. ...... 
Eastern Railroads .. 
Eastern Shipping Corp. 
Eastman Kodak Co. . 
Easy-Do Inc. ...... 
Peter Eckrich & Sons 
Economics Laboratory 
Albert Ehlers Inc. .. 
Electric Auto-Lite Co. 
Electric & Musical 
Industries ...... 
Embassy Tours ..... 
Emerson Radio & 
Phonograph Corp. 
Encyclopaedia 
Britannica ...... 
Englander Co. ..... 
Equitable Gas Co. .. 
Equitable Life Assur- 


Erie Railroad Co. 
Esquire Inc. ....... 
European Travel 

i issi 


35,117 $1,193 
244,471 168,399 


Excelsior Institute .. 

Excelsior Quick Frosted 
Meat Products ... 
-Lax 


Max Factor & Co. .. 
Fairmont Foods Co. 
Falls City Brewing Co. 
Falstaff Brewing Corp. 
Family Gardens 


Farmers Insurance 
GIEED. ccccccccecs 
Farrar, Strauss & 
Cudahy .......+. 
Farrell Lines Inc. 
Father John’s 
Medicine Co. .... 
Faultless Starch Co. 
Fedders-Quigan Corp. 
H. Fendrick ....... 
Fermak Co. .......+ 
4. H. Filbert Inc. .. 


| Filon Plastics Corp. 


Financial World .... 


g 
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30,164 


27,959 


SRanuse sp 
se8Ske 28 


+ 
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87,700 
183,154 


129,606 
57,760 


457,155 
201,721 
285,119 
271,406 
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31,870 


32,211 


64,247 


177,698 
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1956 8 8=_:1955 


seeeeeees 1,401,266 1,331,551 
Fischer Baking Co. . 89,913 55,492 
Fisher Brewing Co. . 36,237 33,371 


949,585 743,248 
31,269 42,704 
30,576 


591,642 676,204 


54,886 66,324 


448,186 383,461 


833,643 1,016,522 


25,428 37,795 


17,999,652 18,278,304 


85,352 74,656 
205,267 194,331 


ebectececes ° 61,171 43,820 
Flexees Inc. ....... 120,317 199,756 
Flex-0-Glass Inc. .. 97,3 77,351 
Florida Citrus Com- 

mission .......+. 571,687 682,306 
Florida Citrus 
Exchange ....... 34,631 33,478 
Florida Development 
Commission ..... 188,493 
Florida Home 
Heating Institute 29,954 a 
Florida Land & Homes 
cekseadee 45,379 31,477 
Florida Power & Light 
b  gabadesecess 64,145 
Florida Shores ........ 122,477 
Florists’ Telegraph 
Delivery Assn. ... 627,202 518,998 
Flotili Products ... . 57,088 
Flying Tiger Line Inc. 26,826 56,975 
J. A. Folger & Co. . $11,850 990,145 
Food Machinery & 
Chemical Corp. .. 38,279 
Food Specialties Inc. 52,607 58,446 
B. C. Forbes & Sons 
Publishing Co. ... 39,408 50,930 
Luther Ford & Co. 26,793 
Ford Motor Co. .... 25,366, 29,610,982 
Foremost Dairies Inc. 119, 137,961 
Formfit Co. ....... + 253, 211,172 
Forrest Keeling 
Pn? theneses 35. 
Fort Pitt Brewing Co. 75 


Foster-Milburn Co. 


s Sa 
BE SES B88 

8 

g 


sneebeed eae 93. 119,110 

Franz Baking Co. %6, 38,083 
Freemans Dairy 

Products ........ 31,260 44,381 
Freihofer Baking Co. 32,924 61,887 
Fromm & Sichel ..... 277,481 
Frontier Airlines ... 30,198 a 
Fruit Industries Inc. 95,519 167,866 
Fulham Brothers Inc. 39911 259,028 
D. B. Fuller & Co. . 104,720 139,392 
Funk & Wagnalls Co. 36,446 41,569 
Furness Bermuda 

Steamship Line .. 149,266 146,403 
Futorian Mfg. Co. .. 88,501 33,830 
E. & J. Gallo Winery 53,057 27,362 
Garcelon Stamp Co. 37,822 44,116 
Garcia y Vega Inc. . 53,205 69,150 
Gas Service Co. of 

Kansas City ..... 91,179 87,182 
Gas Service Co. of 

WD specaccce 49,764 44,365 
General Aniline ..... 153,217 279,849 

O He daddiwence 269,967 28,822 
General Baking Co. . 153,217 279,849 
General Dynamics 

Se ee 92,437 61,468 
General Electric Co. 10,292,387 7,557,414 
General Foods Corp. 6,701,455 8,665,524 


General Insurance Co. 

of America ...... 31,172 
General Mills Inc. .. 3,432,583 3,908,473 
General Motors Corp. 53,778,652 62,587,251 
General Public 


Utilities Corp. ... 30,034 _—_ 
General Services 

Administration ... 37,553 — 
General Steam Naviga- 

tion Co. of Greece 77,136 76,023 
General Time Corp. . 217,287 167,921 
General Tire & 

Rubber Co. ...... 306,718 100,855 
Genesee Brewing Co.. 43,248 44,805 
Georgian Bay Line .. 26,204 a 
Gerber Products Co. 443,158 428,613 
Germain Seed & 

FUME Ds sccves. 27,283 
German Industries .. . 25,099 
A. C. Gilbert Co. .. . 65,980 103,492 
Gillette Co. ....... 2,809,071 2,097,957 
Ginden Nursery Co. .. 45,232 — 
Girard’s Inc. ....... 62,750 83,907 
Glamur Products .... 59,885 —_—_—- 
Glass Container 

Mfrs. Institute ... 41,408 31,404 
Glencoe Distilling Co. 35,076 40,478 
Glenmore Distilling Co. 1,518,079 1,232,463 
Glidden Co. ....... 334,048 253,113 
H. Clay Glover Co. . 112,427 43,810 


Godchaux Sugars ... 35,426 
Goebel Brewing Co. 63,811 223,510 
M. K. Goetz Brewing 

sevaubas see 88,985 80,988 


Gold Bell & Gift 

SS bb pacsese 62,723 
Golden Gift Inc. ... 25,095 89,997 
Golden Peacock Inc. . 91,632 78,116 
Gooch Food Products 

Dh. édacocsecces 66,571 
B. F. Goodrich Co. . 743,741 717,236 
Goodyear Tire & 

Serer 2,206,072 2,110,507 
Goody's Ltd. ...... 35,599 28,898 
Gordon Baking Co 49,045 


oo 0ebeeecere 35,106 36,295 


72,821 111,952 
534,097 563,330 


42,639 60,430 


52,146 47,209 


189,805 38,311 


61,764 80,718 
167,097 144,937 


735,854 729,184 


2,267,630 1,637,391 


H. W. Gossard Co. . 28,267 
Government Employees 

Insurance Co. .... 28,921 —— 
Gradiaz Annis & Co. 42,324 31,048 
Jean R. Graef Inc. 65,144 66,340 
Grafe & Grafe ..... 28,835 31,001 
Grand Duchess Steaks 

TE: edecshoces 98,579 165,835 


I. J. Grass Noodle Co. 123,898 152,438 
Great Northern 


29,395 26,185 


202,696 145,961 
85,045 


122,249 106,912 
49,573 


52,805 54,806 
118,438 308,882 


Railway Co. ..... 270,891 278,151 
Great Southern Life 

Insurance Co. .... 49,577 60,823 
Great Western Sugar 

GA “abese seve ses 55,585 54,031 
Green Giant Co. 478,760 280,413 
Greenbrier Distillery 

OE ssebtdocecce 36,470 
William Gretz 

Brewing Co. ..... 55,815 38,770 
Greyhound Corp. ... 1,588,763 1,861,634 
Greystone Corp. .... 197,692 188,853 


83,258 86,737 
1,746,260 1,445,157 
63,422 251,326 


ee ae ag eee ee! ee eee)". See ea oe eS es rc co aaa 
: e = ofr Seg Raa I ee ati dag oie gitar oa ae : eee Die Bee >, Aen la a a — bi ua’ Naa ee os ire ee a SON ally Semen es anaes ae 2 a 
rer ile Sgn oi las ay — i eee er pee oS ee a ee eT Teas i ae Re ea 
i 3 
. = 
ee | 1955 1952 ; t~siSY 1954 1953 1952 : 
| Teen a7 | —_— 
a 194,139 144,270 183,465 138,864 36.065 43,677 849,959 Pix 
Dawson’s Brewery Inc. 80,823 59,261 59,510 
i Dayton Rubber Co. . 40,757 _ 30,813 
357,695 322,934 331,489 318,095 | D-Con Co. ........ 35,711 —— | Fi : 
Dean Milk Co. ..... 190.819 148,175 | QR <_— == 
112,688 144,109 167,748 135,820 | Deering Milliken Co. 106,039 141,381 | a : 
101.213 61.075 191.157 210,353 | De Jur-Amseo Corp. a—- —- —_—_— — <= ; 
32,702 —— | Delaware & Hudson ie 
22S aes Railroad ........ ie —_ | 146,256 = 
— ——— | Delaware, Lackawanna ‘ 
ome: anime & Western Coal Co. 41,568 110,531 191,795 | — 30946 26,386 
14,582,794 11,702,787 | Delaware, Lackawanna 
60,376 64,626 & Western Railroad | —— ase quan 5 
a am oe os|M oc ce i as : 
412,274 301,879 11,672 61,539 698.345 671,975 410,464 | —<— << <a i. 
46,445 85,972 45,876 50,763 | Denmark Cheese Assn, 40,364 47155 53.520 — : 
Francis Denney .... > ——- 3 aoe —— | — —<< 39 «= 7 
gs 64,756 41,687 46,711 61,411 | Denver Chemical Mfg. ; 
< pee 33,713 26,70 —— —— = 63,885 
34,699 29,424 25,091 —— | Demer & Rio Grande aa ada. amae> , 
a. Ga aes eee Western Railroad Co. 30,181 —— —— ae Ze 
S58 «ace «xs «axa | G008D «....:. EE axe aoe —_— | 379,591 i 
854,962 1,205,446 530,530 317,391 | Detroit Edison Co. .... 94,874 101,003 95,864 MEN © 79,740 Sin iin ae 
Detroit Free Press .. 25107 —— —— panatiind ———- <= <a ; 
60,651 61,466 60,438 49,186 | Detroit News ...... 36921 41,570 39,424 — | ME 655,316 ' 
227,522 290,331 226,541 134,440 | Diamond Crystal | 
Clark-Cleveland Inc 509,578 490,136 435,332 506,867 409,390 Salt Co. ........ ME 48,273 76,174 — — mn anne ; 
Clark OW & ——_ a -_ _—— _—— a : 
. men | a 
—S— se ell 11, 9,810,168 9,815,375 9, 9,157,887 | — — << 
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Now only the 
largest U.S. cities* have 
newspapers with more 


circulation than the 


Minneapolis Sunday Tribune 


625,000 


In Minnesota, North and South Dakota, western Wisconsin 


Diamond Jewelry by 
J. B. Hudson Co. 
Minneapolis 


*New York + Los Angeles + Chicago + Philadelphia 


Minneapolis Star zzd Tribune 


EVENING MORNING and SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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— 213,511 

gaee 48,680 

Grolier Society Inc. 50,160 

Grosset & Dunlap .. 54,636 

Grossman Clothing Co. 25,029 
Grove Laboratories 

re ae 1,213,458 

Guerlain Inc. ...... 33,994 

Guest Airways Mexico 64,933 

Charles Gulden Inc. 227,085 


Gulf Life Insurance Co. 68,552 


Guif Oil Corp. ..... 2,218,484 
Gunther Brewing Co. 160,716 
Habitant Soup Co. . 33,930 
Hagan Corp. ...... 
Haiti Government 

Tourist Bureau 44,704 
Hall Bros. Inc. .... 84,099 
Hambro Automobile Corp. 40,992 
Hamilton Mfg. Corp. 62,995 
Hamilton Watch Co. 225,747 


Theo. Hamm Brewing Co. 66,397 


Hampden Brewing Co. 76,941 
John Hancock Mutual 

Life Insurance Co. 31,565 
Hancock Oi! Co. ‘ 46,740 
Peter Hand Brewery Co. 131,673 
Christian Hansen's 

Laboratory ...... 70,783 
Happiness Tours .... 97,959 
Harcourt, Brace & Co. 71,068 
Harian Publishing Co. 26,438 
Harleysville Mutual 

Casualty Co. .... 79,405 
Harper & Brothers . 317,250 
A. S. Harrison Co. . 33,792 
Hartford Development 

Commission ne 42,340 
Hartford Electric Light Co. 65,041 
Hartford Gas Co. 35,461 
Hawthorn-Mellody 

Farms Dairy 58,209 
Hearst Corp. ...... 345,607 


Hearst Magazines Inc. 662,353 
Heaven Hill Distilleries 61,358 
Heidelberg Brewing Co. 98,186 
G. Heileman Brewing Co. 195,101 


H. J. Heinz Co. 1,264,076 
dos. Hensler Brewing 

i Shake nm 31,928 
G. F. Heublein & 

Bros. .... 1,746,033 
2 eae 35,421 
Hill Packing Co. 44,456 
Hills Bros. Coffee Inc. 482,191 
Hines-Park Foods 69,669 
Hobart Mfg. Co. 62,130 
Hoffman Radio Corp. 121,232 
Holland-America Line 185,386 
Henry Holt & Co. .. 87,225 
Home Bakers Inc. 57,487 
Home Lines Inc. 210,800 
Homemakers Products 

Corp. atts 43,452 
Home Style Food 

Products Co. 42,981 
H. P. Hood & Sons 

Dk steieeesduc 198,210 
Hood Chemical Co 30,376 
_ 2 ayer 198,009 
George A. Hormel & Co. 272,687 
Houghton Mifflin Co. 140,485 
House of Wesley ... 47,646 
Houston Light & 

Power Co. ...... 144,059 
Hubinger Co. ...... 65,214 
Hudepoh! Brewing Co. 146,986 
Hudson Pulp & Paper 

b: Mbirereree 203,962 
Hudson River Day Line 42,148 
Hudson's Bay Co. .. 69,806 
Huffman Mfg. Co. .. 60,656 
Hughes Aircraft Co. 56.969 
Hulman & Co. 119,190 


Humphrey's Medicine Co. 44,312 


Hunt Foods Inc. 1,705,759 
Hunter Douglas Corp. 47,408 
Hyorade Food 

Products Corp. 79,157 
Icelandic Airlines Inc. 28,666 
Idaho Advertising 

Commission ..... 130,257 
Ideal Toy Corp. ... 37,103 
Il. Bell Telephone Co. 155,672 
Illinois Central 

Railroad Co. .... 249 046 
Illinois Meat Co. 28,477 
Imperial Sugar Co. . 37,833 
Indian Head Mills Inc. 32,595 
Ind. Bell Telephone Co. 112.850 
Indiana & Michigan 

Glectric Ce. ..... 74,338 
Indianapolis Power & 

PD weeeercces 84.091 
Indianapolis Water Co. 36,241 
Industrial Plants Corp 37,899 
Institute of Com- 

mercial Art 63,656 
Institute of Life 

Insurance ...... 1,173,383 
Institute of Mental- 

physics .. ses 64.059 
International Business 

Machines Corp. .. 279,564 
International Harvester 

i: ‘weslews , 476,984 
International Milling Co. 184,671 
International Minerals 

& Chemical Corp. 109,540 
International Molded 

Plastics owete 53,791 
International Nickel Co. 172,026 
International Salt Co. 166,087 
International Shoe Co. 116,423 
interstate Bakeries Corp. 127,852 
InterState Nurseries Inc. 41,316 
lowa Power & Light Co. 72,191 
Irish Tourist Infor- 

mation Bureau .. 32,098 
Iroquois Gas Corp. 102,696 
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159,511 


68,385 
261,932 


517,360 
113,129 


134,545 


136,693 


161,546 
235,651 


51,715 


87,641 


213,810 


271,454 
281,061 


52,001 


76,533 


43,368 


1956 
Italian Airlines .... 81,210 
Italian Lime ...... 169,915 
Italian State Tourist 

Ge sesves eee 52,968 
Jackson & Perkins Co 27,647 
Jackson Brewing Co 138,256 
Jacobsen Mfg. Co. 64,966 
Charles et Cie Jacquin Inc. 46,616 
Jaeger Baking Co. 38,817 
Jaguar Cars Ltd. . 177,155 
Jamaica Tourist Board 155,386 
Japan Trade Center 30,266 
Jazztone Society 37,214 
Jenney Mfg. Co. 84,060 
Andrew Jergens Co. 365,423 
Jewel Howse ...... 40,720 
4. D. Jewell Inc. ... 46,522 
Johnson & Johnson . 693,550 
S. C. Johnson & Son Inc. 1,129,473 
Robert A. Johnston Co. 53,165 
Gaston Johnston Corp. 31,496 
Jonathan Logan 95,200 
Jones & Laughlin 

Steel Corp. ..... 49,203 

| Jones Dairy Farm .. 66,940 

| Judy Bond, Inc. 47,600 

| KLM Royal Dutch 

| Me = enensees 378,623 
David Kahn, Inc. .. 52,117 
Kahn's Sons Co. ... 75,520 
Kaiser Aluminum & 

Chemical Corp. .. 467 337 
Kaiser Motors Corp. 547,062 
Kaiser Steel Corp. .. 108,218 
Kansas City Power & 

D.: basanece+’> 50,502 
Kansas City Southern 

SE néncuceens 48,652 
Kapro Corp. ...... 42,302 
A. & M. Karagheusian, 

Me. apscccescus 107,015 
Kasco Mills ....... 56.475 


Kasser Distillers Products 115.633 


Julius Kayser & Co. 64,747 
Kellogg Co. ....... 1,635,515 
R. M. Kellogg Co. 96,102 
Kemper Approved 

Insurance Advisors 332,194 
Kendall Co. ....... 157,273 
Kennecott Copper Corp 304,432 
Kentile Inc. ...... 107,870 
Kentucky Division of 

Fe 27,823 
Kern Food Products Co. 25,719 
Wm. B. Kessler, Inc. 25.981 
Keystone Camera Co. 151,048 
Keystone Macaroni Mfg. 113,422 
Kiekhaefer Corp. ... 210,551 
Cc. M. Kimball Co. 30,247 
Kimberly-Clark Corp. 1,066,250 
King Midas Flour Mills 34,611 
King Research ..... 41,766 
Kirsch’s Beverages Inc. 60,783 
Kitchen Art Foods Inc. 170,399 
Kiwi Polish Co. .... 122,759 
Knights of Columbus 327,341 
Knomark Mfg. Co. .. 107,146 
Alfred A. Knopf Inc. 179,319 
Knouse Foods Cooperative 106,011 
Knox Company ..... 392.213 
Knox Gelatine Co. .. 385.347 
Knudsen Creamery Co. 

of California ..... 170,562 
Koppers Co. ....... 39,052 
Kress & Owen Co. 36,184 
Kretschmer Corp. 74,097 

rey Packing Co. 120,121 
G. Krueger Brewing Co. 112,279 
Kuner-Empson Co. 28,082 
Laclede Gas Co. . 121,102 
Lady Marlene 

Brassiere Co. .... 47,796 
L’Aigion Apparel Inc. 124,671 
Lakeland Nurseries Sales 115,283 
Lance Inc. ......... 69,499 
Landers, Frary & Clark 256,615 
Land O'Lakes Creameries 598,243 
Sam Landorf Co. ... 29,096 
Langendorf United 

Bakeries Inc. ee 791,249 
Lanolin Plus Inc. .... 337,702 
Lan-0-Sheen Inc. 42,58 
La Provinca de Quebec 41,136 
V. La Rosa & Sons . 121,140 
Larsen Co. .......- 51,202 
Latrobe Brewing Co. 40.356 
Lavoptik Co. Inc. ... 40,556 
Lawry's Products ... 25.057 
Lea & Perrins Inc. . 61,155 
sy £ ere 96,008 
Lee Rubber & Tire Corp. 60,658 
Thomas Leeming & Co 492,237 
James Lees & Sons Co. 44.089 
Francis H. Leggett & Co. 59,567 
Lehn & Fink 

Products Corp. 55.540 
Leisy Brewing Co. .. 42,885 
Leonard Refineries .. 25,431 
Lever Bros. Co. . 10,200,701 
Henry S. Levy & Son 65.613 
Lewis Food Co. ..... 141,969 
Lewis Howe Co. .... 609,208 
Lewyt Corp. ..... 141,953 
Libby, McNeill & Libby 1,835,290 
Liberty Mutual Insurance 290,812 
Liebmann Breweries Inc. 2,167,613 
Liggett & Myers Tobacco 1,755,772 
Lily of France Inc. .. 83,622 
Linco Products Co. 68.844 
Lion Inc. (Gibbons 

Brewery) ...... 49,814 
J. B. Lippincott Co. 69,415 
Little, Brown & Co.. 175,695 
Lo-Bel Co. ........ 27,966 
Lockheed Aircraft Corp. 81,593 
Loew's Theaters Inc. . 76,744 

| Lone Star Brewing Co. 66,756 

Lone Star Gas Co. .. 142,332 


Longines-Wittnaver Watch 87,219 


Long Island Lighting Co. 
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7,672,939 


47,164 
730.686 
176,508 
742,304 
240,371 
2,029,431 
1,569,970 
119.789 

52.170 


31,518 
65.668 
89,267 


349,945 
161,601 

37,823 
107,392 
137,169 


6,803,797 


3,628,065 
117,359 
73,897 


1953 
31,738 


39,620 
203,013 


84,674 


124,074 
206,336 
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55,774 
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12,878,250 


Water & Power .... 58,501 
Louisiana State Rice 

Milling Co. ...... 25,388 
Louisville & Nashville 

Railroad Co. ..... 84,033 
Joe Lowe Corp. .... 216,146 
M. Lowenstein & Sons 143,127 
Lucky Lager Brewing Co. 36,207 
Lufkin Rule Co. .... 77,389 
George W. Luft Co. 29,875 
Lufthansa .......... 78,916 
Lydia O'Leary, Inc. . 41,089 
Lynn Gas & Electric Co. 28,558 
S53 Sree 201,792 
MacMillan Co. ..... 154,016 
Magee Carpet Co 99,694 
Magic Chef ........ 25,219 
Magic-Mold ...... 36,165 
Magna Power Tool Corp. 71,366 
Magnavox Co. ...... 40,993 
Maiden Form 

Brassiere Co. .... 455,791 
Maine Sardine Industry 30,810 
Herold Mangels Co. . 36,831 
Manhattan Shirt Co. . 99,860 
B. Manischewitz Co. . 46,300 
Mfrs. Light & Heat Co. 37,615 

Marboro Books ..... 32,389 
Marcalus Mfg. Co. .. 88,927 
Martin Travel Bureau 38,435 
Joseph Martinson & Co. 99,072 
C. H. Masian & Sons 70,238 
Mastic Tile Corp. of 

en. sauces 102,790 
Matson Navigation Co. 76,998 
Maybelline Co. . 78,817 
Oscar Mayer & Co. .. 634,833 
Maytag Co. .. ~ 643,538 
E. J. McAleer & Co. 179,286 
McCall Corp. ....... 643,841 
McCulloch Motors Corp. 61,945 
A. Y. McDonald Mfg. Co. 30,697 
McGraw-Hill Publishing 231,936 
Mclihenny Co. ak 104,621 
David McKay Co. ... 30,938 
McKesson & Robbins 

Re 574,228 
W. F. McLaughlin & Co. 64,551 
Mead Johnson & Co. 135,696 
Mechanical Products . 39,879 
Medley Distilling Co. 45,548 
Megowan Educator 

OF Oa 33,674 
Megs Macaroni Co 30,871 
eee 292,343 
Mentholatum Co. P 263,103 
Merchants Green Stamps 25,103 
Meredith Publishing Co. 420,145 
Merit Clothing Co. .. 34,697 
Merit Greeting Card Co. 83,118. 
CE, TR seco ccs 26,187 
Julian Messner, Inc. . 34,370 
Metal Textile Corp. . 46,294 
Metropolitan Edison Co. 26,597 
Metropolitan Life 

Insurance Co. .... 254,859 
Metzger Dairy Co. .. 142,815 
Mexican Government 

| Tourist Bureau ... 25,006 

| Miami Information 

Da  sseecksece 70,803 
Michigan Bell Telephone 188,997 
Michigan Bulb Co. .. 235,649 
Michigan Consolidated 

Gas Lop aahe's a 148,016 
Michigan Miik 

Producers Assn. 25,597 
Michigan Mutual 

D svedece 76,511 
Michigan-Ohio 

Navigation Co. . 49,143 
Michigan Peat Inc. .. 59,250 
Michigan-Wisconsin 

Pipe Line Co. .... 30,355 
Midland Pharmacal Corp. 86,097 
Milady Food Products 27,659 
Louis Milani Foods Inc. 107,376 
Miles Laboratories Inc. 325,710 
Milk Foundation Inc. 161,753 
Miller Brewing Co. .. 793,196 
Milner Products Co. . 37,433 
Milmot Co. ........ 132,912 
Milwaukee Gas & 

tight Ge. ......; 111,737 
Minneapolis Gas Co. . 49,162 
Minnesota Mining & Mfg. 253,874 
Minnesota Power & 

Eh Sree 30,980 
Minute Maid Corp. .. 467,635 
Mishawaka Rubber & 

Woolen Mfg. Co. . 136,286 
Mississippi Power & 

EOE GR ccccccs 29,023 
Mississippi Shipping Co. 42,126 
Missouri Pacific Lines 51,805 
Modern Oi! Heat 

Specialists ; 63,207 
Monarch Wine Co. .. 45,250 
Mondo Grass Co. .... 55,947 

| Monongahela Power Co. 48,782 
Monroe Calculating 

Machine Co. ..... 26,556 
Monsanto Chemical Co. 2,519,640 
Montamower Distributing 74,745 
Benjamin Moore & Co. 39,423 
Moore-McCormack Lines 52,228 
John Morell & Co. .. 1,052,384 
Philip Morris & Co. . 5,975,055 
Norman M. Morris Corp. 89,870 
William Morrow & Co. 32,774 
Morton Salt Co. .... 28,333 
Motomatic Co. ..... 77,031 
Motorola Inc. ...... 584,611 
Mountain States Te'ephone 

& Telegraph Corp. 77,218 
Mountain Valley Water 172,284 
Mr. Boston Distiller Inc. 63,807 


P. Lorillard Co. .... 1,627,900 
Los Alamos Scien- 
tific 83,851 


Los Angeles Department of 


Mrs. Baird's Bakeries Inc. 97,158 
Mrs. Lavelle Christmas 

Decorations pone 32,708 
C. F. Mueller’s Co. . 154,032 
Murray Corp. of America 427,233 
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187,988 239,652 41,964 9S ——— 
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37.879 
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76514 49.383 64879 110,925 
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43,045 
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41,123 42,131 33,463 38,001 
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64,054 30.259 
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55.713 
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145,257 123,635 79,556 48,619 
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Great Port... great newspaper market. Past 
New Orleans flow 300 billion gallons of water 
every day, and what that does to the economy 
can only be compared to what you can do, using us! 


F; TRS r ADVERTISING MEDIUM 


IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL PRODUCING STATE 
AND SOON FIRST U. S. NICKEL AND 


REPRESENTED BY JANN & KELLEY, INC. 
COBALT PRODUCER 


CIRCULATION DAILY 296,399 SUNDAY 288,453 


Avg. Ist qtr. 1957 as filed with the Audit Bureau of Circulations. 
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C. H. Musselman Co. 
Musterole Co. 


Accident Assn. 
Mutual Benefit Life 

Insurance 
Mutual Shoe Co. .... 


Nalley's Inc. 
Narragansett Brewing Co. 


Nash Finch Co. 
Nassau, Bahamas, 
Development 


Board 


National Biscuit 
National Board of 

Fire Underwriters . 
National Brewing Co. 


National Dairy Products 


Mutual Benefit Health & 


Mystic Adhesive Products 


Narragansett Electric Co. 


National Cranberry Assn. 


236,966 


National Airlines Inc. 1,384,476 
Co. 4,281,819 


91,779 
295,687 
383,516 

7,115,172 


National Distillers Prod. 8,628,760 


National Fruit Prod. Co. 68.188 
National Homes Corp. 68,416 
National Oats Co. ... 90,660 
National Paper Corp 

of Pennsylvania ... 26,293 
National Selected Products 99,978 
National Steel Corp. . 52,472 
National Sugar Refining 107,148 
National Trailways 

 . “Saar 254,154 
Nationwide Mutual 

ee?” Veneasese 778,174 
Necchi Sewing Machine 

i Adsee veces 116,164 
Mebi Corp. ........ 512,332 
Thomas Nelson & Sons 50,315 
Nepera Chemical Co. 397,865 
National Gas & Oi! 

Resources Committee 34,847 
Ferre 3,319,632 
Newhoff Packing Co. .. 34, 
New Brunswick Gov. Travel 

Bureau (Canada) 47,147 
New England Confectionery 100,051 
New England 

Electric System 26,627 
New England Telephone & 

Telegraph Co. 122,047 
New Jersey Bell Telephone 198,704 
I. Newman & Sons .. 41,788 
New Orleans Public Serv. 61,328 
New York Central Sys. 1,284,260 
New Mexico State 

Tourist Bureau ... 43,544 
New Moon Homes ... 34,620 
New York Life 

Insurance ...... 169,154 
New York, New Haven & 

Hartford Railroad Co. 67,551 
New York News .... 98,458 
New York Ship- 

building Corp. ... 44,805 
N. Y. State Department 

of Commerce ..... 112,073 
N. Y. Telephone Co. 692,960 
New York Times .... 322,070 
Niagara Frontier 

Transit: System Inc. 27,265 
Niagara Mfg. & Dis. 47,013 
Niagara Mohawk Power 133,911 
Nicolay-Dancey Inc. $3,361 
Nolde Baking Co. 42,634 
Norfolk & Western 

2 156,356 
North American Accident Insurance 

Co. of Chicago ..... 38,287 
N Amer. Aviation 323,238 
North American Cos. . 263,837 
North Amer. Philips Co. 77,947 
North Central Airlines 36,273 
Northam-Warren Corp. 626,841 
Northeast Airlines .. 56.425 
Northern Ill, Gas Co. 27,288 
Northern Ind. Public Serv. 56,507 
Northern Natural Gas Co. 41,757 
Northern Pacific Railway 111,782 
Northern States Power Co. 175,036 
Northrop, King & Co. 63,750 
Northwest Airlines 776,430 
Northwestern Bell Tel. 187,834 
W. W. Norton & Co. 30,249 
Norwegian American 

Line Agency 36,122 
Norwegian Canning Ind. 36,530 
Norwich Pharmacal Co. 371,663 
Noxzema Chemical Co. 513 
Oakford Co. ....... 25,092 
Oakite Products Inc. 143,320 
Ocean Highway Assn. 31,121 
Ocoma Foods Co. .... 43.059 
Oertel Brewing Co. 143,098 
Ohio Bell Telephone 

Co. Serv sie 213,244 
Ohio Edison Co. ‘ 105,530 
Ohio Electric Co.'s. 37,714 
Ohio Fuel Gas Co. 35,655 
Oil Heat Inst. of Amer. 25,897 
0-Jib-Wa Medicine Co. 52,904 
O'Keefe & Merritt Co. 38,974 
Okla. Natural Gas Co. 38,734 
Old American 

Insurance Co. ... 91,032 
Old Dutch Coffee Co. 29,939 
Old Reading Brewery Inc. 37,032 
Olin Mathieson Chemical 248,953 
Olive Tablet Co. .... 85.448 
Olympia Brewing Co. 256,702 
Oneida, Ltd. ...... 136,484 
Ontario Travel Bureau 30,090 
3 err 27,933 
Orange-Crush Co. 31,456 
Oregon Travel Infor- 

mation Bureau 74,620 
Oregon-Washington-California 

Pear Bureau ...... 47 
Orient Line ....... 71,379 
Henry F. Ortlieb Brewing 64,962 
SE eveewiee 64,283 
SE” ah63) od02 25,725 
Otis Laboratories ... 241,344 
Outboard Marine & Mfg. 341,591 
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94,032 
173,216 


190,584 
70,802 


27,579 


45,427 


48,357 
58,432 
129,879 
146,687 


59,295 


29,000 


57,367 
72,767 


| 


277,396 


910,519 
1,488,834 


32,024 


37,410 


25,705 


65,397 
61,117 


| 
| 


223,369 


1952 1956 
54,836 | Outdoor Advertising, Ire. 64,027 
396,730 | Owens-Iil. Glass Co. 376,349 
Oxford University 
658,515  - Vyaee 62,832 
Ozark Air Lines ...... 28,249 
Pabco Products 160,567 
Pabst Brewing Co. 1,392,270 
Pacific Citrus Prod. Co. 216,871 
Pacific Coast Paper Mills of 
183,155 Washington Inc. .. 166,178 
35,694 Pacific Employers 
Insurance Co, ... 29,091 
Pacific Gas & Electric Co. 218,700 
Pacific Mercury Electronics 29,543 
783,970 | pacific Mutual Life Insur. 107,295 
944,271 | pacific Northern 
Airlines Ine. 46,755 
ey Pacific Northwest 
' Brewing Industry .. 26,847 
2 ae Pacific Power & 
" . Se 66,649 
4,610,218 | pacific Telephone & 
Telegraph Co. 625,311 
128,542 | Packard-Bell Co. 85,780 
54,442 Pacquin Inc. ........ 630,461 
Page Dairy Co. ...... 59,794 
54,952 | Antonio Palazzolo Co. 27,219 
66,815 | Paim Beach Co. 179,661 
77,866 Pan-American 
54,471 Coffee Bureau 92,425 
Pan American World 
70,252 BRUNE < cosccnss 1,334,910 
Pantheon Books Inc. 41,428 
— Paramount Distillers . 40,451 
Paramount Pictures Corp. 27,312 
a Parisian Bazaar ... 57,774 
27,154 | Park & Tilford Distillers 501,495 
65,866 Parker Pen Co. ... 34,402 
114,715 Joseph Parmet Co. 86,346 
_ ff ewe 44,896 
John G. Paton Co. . 51,269 
1,484,158 | patriot Life Insur. Co. 207,535 
27,737 Patterson-Sargent Co. 26,066 
Patti-Ann Frocks .. .. 76,048 
Paxton & Gallagher Co. 91,815 
a Pear! Brewing Co. .. 126,672 
Pearl Wick Corp. ... 39,535 
Seer Pearson Pharmacal Co. 41,906 
Pease Woodwork Co. . 54,215 
104,528 F. H. Peavey Co. 58,995 
141,833 | Penick & Ford Ltd. 289,208 
101,711 | Peninsular & Occidental 
54.388 Steamship Co. ..... 48,054 
383,773 Pa. Electric Co. .... 25,623 
Pennsylvania Industrial 
Development Authority 25,569 
—_ Pennsylvania Mutual 
Life Insurance Co. 39,245 
Pennsylvania Power 
RE secians « 136,520 
80,863 | Pennsylvania Railroad 191,442 
88,363 Pennsylvania Thresh- 
ermen & Farmers 
athe Mut. Cas. Ins. .. 56,283 
Peoples Gas Light & Coke 359,910 
penny Peoples Natural Gas Co. 38,095 
407.855 | Pepperidge Farm Inc. 38,292 
82,785 | Pepsi-Cola Co. 2,699,739 
Perk Dog Food Co. . 38,755 
Pet Milk Co. ...... 165,499 
Peterson Ointment Co. 50,970 
123,417 | Petri Wine Co. . 123,589 
34,472 Pfaff American 
Sales Corp. ..... 34,361 
Pfeiffer Brewing Co. 65,290 
117,069 | Pfeiffer’s Food Products 42,827 
Charles Pfizer & Co. 71,569 
104,620 Pharmaceuticals, Inc. 443,761 
65,103 | Pharmaco Inc. .... 240,796 
Philadelphia Bulletin 36,695 
83,501 | Philadelphia Electric Co. 188,301 
Philadelphia Gas Works Co. 103,924 
164,695 | Philadelphia Trans- 
94,260 | portation Co. 37,465 
| Phileo Corp. ...... 714,393 
56,349 Phillips Petroleum Co. 1,446,058 
| Piedmont Aviation Inc. 126,069 
125,511 | Piedmont Natural Gas Co 62,121 
84,525 | Pierce's Proprietaries Inc. 57,496 
| Pied Gres. ........ 79,916 
Pillsbury Mills Inc. 2,969,334 
164,219 | Pilsener Brewing Co. 53,388 
36,606 | Pinex Co. ........ 49,540 
| Lydia E. Pinkham 
Medicine Co. 461,224 
Pioneer Drug Co. 101,393 
978,210 _Pitney-Bowes on 33,014 
1,040,412 Pittsburgh Brewing 
| " Lhege ds owe 101,876 
| Pittsburgh Plat 
 . _ are 357,767 
| Planters Nut & 
| (Chocolate Co. 55,348 
53,307 | Plastone Co. ...... 92,620 
Plough Inc. ....... 945,096 
| Plymouth Builders Corp. 57,291 
119,906 Pocono Mountains 
| Vacation Bureau 26,869 
187,487 | Poirette Corsets Inc. 60,785 
54,431 Polk Miller Products 
are 195,401 
27,051 | Portland Cement Assn. 173,652 
| Portland Gas & Coke Co. 79,753 
27,155 | Portland General Electric 45,238 
Potter Drug & Chemical 206,644 
Pratt-Low Preserving Co. 25,04! 
Prentice-Hall Inc. 87,702 
Princeton Knitting Mills 84,979 
Procter & Gamble Co. 7,141,885 
60,317 | Producer's Dairy Co. 34,981 
Product Pictures Inc. 54,641 
194,954 | Progressive Farmer 29,284 
115,450 | Providence Gas Co. 100,234 
Provincial Publicity Bureau, 
Quebec City, Canada 46,812 
— Prudential Insurance 
——- Co. of America .. 2,203,603 
Public Service Co. of 
—— Colerade sti... sss 86,587 
Public Service of N.J. 298,140 
| Public Service of 
| Northern Illinois 203,740 
aan | Publicker Industries Ine. 2,005,438 


Rie: ee rk 


Pure Oif Co. ...... 
Purex Corp. Ltd. 
Puritan Sportswear Corp. 53,891 


922,922 


1955 


924 


2,314,609 


206,720 
41,714 
34,109 

197,006 


120,515 


1,415,597 


73,496 
270,418 


254,891 
1,771,961 
642,200 
737,422 


1,130,703 


1953 


71,712 


1, 


1952 1956 
I. Putnam Inc. ; 31,730 
G. P. Putnam's Sons 47,135 
Pyramid Rubber Co. 37,973 
56,290 
Quaker Oats Co. ... 2,681,805 
Quality Dairy Co. .. 100,271 
Quality Importers Inc. 166,289 
181,157 
Radio Corp. of America 2,441,853 
11a Rainier Brewing Co. 104,353 
Ralston Purina Co. . 532,266 
Ramo-Wooldridge Corp. 27,983 
= Random House Inc. 186,344 
saiaaleataie Rath Packing Co. .... 856,526 
Reader's Digest Assn. 1,269,422 
ennaines, Ready-To-Bake Foods 
BD seek emteees 170,045 
etigiane Reardon Co. ...... 133,711 
Recipe Foods Inc. .. 68,733 
Red Scissors Coupon 89,864 
Red Top Brewing Co. 104,877 
626.217 | Reddi-Wip Inc. 60,662 
337,068 | Reeves Bros. Inc. . 25,200 
975.852 | Regal Pale Brewing Co. opt 
7 Regina Corp. ...... J 
—— Wm. B. Reily & Co. 154,522 
Relax-A-Cizor ..... 60,522 
Reliance Mfg. Co. .. 33,524 
Renault Selling Branch 57,039 
eee Renfield Importers 
298 en <7 Daede ewe 1,495,075 
ste Rennel Corp. ...... 65,667 
Republic Aviation Corp. 102, 
Republic Hardware & 
08.281 ee ee 35,829 
Republic Steel Corp. 141,338 
a Resinol Chemical Co. 138,405 
. RE et RP 30,921 
Revere Camera Co 33,155 
Revion Inc. ....... 1,120,259 
38,723 Rexall Drug Co. .. 768,111 
Reynolds Metals Co. 262,652 
175,508 R. J. Reynolds 
, ee ees 6,517,893 
= Rheem Mfg. Co. 68,085 
Rhoda Lee, Inc. ... 29,582 
William S$. Rice Inc. 25,001 
Richfield Oi) Corp. of 
a 351,477 
Richfield Oil Corp. of 
218,638 4. ‘yet 192,446 
Richmond-Chase Co. 180,269 
51,726 Riggio Tobacco Corp. 144,569 
Rinehart & Co. Inc. 56,265 
P. J. Ritter Co. 44,144 
Rival Packing Co. 242,860 
Roberts Dairy Co. .. 28,066 
Rochester Gas & Elec. 129,050 
Rocknoll Nursery 31,900 
pa Rockwell Spring & 
’ — erry 25,876 
Rockwood & Co. ... 37,403 
Rokeach & Sons .. 34,812 
Roman Cleanser Co. 245,260 
65,952 Roman Meal Co .... 116,742 
Roman Products Corp. 28,184 
Ronson Corp. ...... 220,465 
621,962 Rootes Motors Inc. 80,384 
Rosita Products Co. 41,579 
te Sze | Rox Products Co. 29.413 
94.658 Royal-McBee Co. 114,752 
4 Helena Rubinstein Inc. 1,241,852 
Jacob Ruppert ..... 171,380 
Rushmore Paper Mills 
Inc. =, RES 32,105 
Rustain Products 44,714 
Rust-Oleum Corp. .. 89,468 
126.762 Rutherford Food Corp. 28,787 
154,195 
etenees S. M. News Co. .... 29,810 
SB. Oh -sercdsee 94,163 
136. S & W Fine Foods Inc. 195,494 
a | Sabena Belgian World 
43,755 REN uk cesses 125,491 
| Sacramento Mun. 
50,251 | Utility District .. 31,617 
269,014 | Safeco Ins. Co. of Amer, 47,230 
980.906 A. Sagner's Sons ... 55,569 
7 | S. F. Brewing Corp... 91,505 
Sandura Co. ....... 67,726 
31,732 | CF. Sauer Co... 169,668 
| Savannah Sugar Rfy. Corp. 75,606 
ra Sawyer's Inc. ...... 031 
| Scand Airlines Sys. 377,178 
F&M Schaefer Brewing 678,040 
36,288 | Adam Scheidt Brewing Co. 108,042 
Schenley Ind. Inc. 7,329,320 
| Schering Corp. ..... 53,473 
——- SERENE 27,203 
Schieffelin & Co. .. 82,768 
rt | Jos. Schlitz Brewing Co. 412,239 
806,617 | Wm. Schluderberg- 
| T. J. Kurdle Co. . 59,796 
Schmidt Baking Co. 49,764 
——— | ©. Schmidt & Sons Inc. 277,917 
—— | Schnadig Corp. 221.328 
| Scholl Mfg. Co. Inc. 333,012 
| S$. A. Schonbrunn & 
Ps BAe th doweces 92,972 
saat | F. Schumacher & Co. 76,871 
| Scott-Atwater Mfg. Co. Inc. 30,652 
| Scott Paper Co. 1,112,815 
ON? Scott Petersen & Co. 42,458 
| ©. M. Scott & Sons Co. 135,496 
ae Chas. Scribner's Sons 63,077 
7,973, Scripto Inc. ............ 350,837 
sonid Scudder Food Prod. 82,787 
Sea Breeze Lab. Inc. 26,074 
37,548 Seaboard Air Line RR 179,596 
Seaboard & West. Airlines 29,658 
Seabrook Farms Co. 220,825 
ff aa 239,732 
Seapak Corp. ...... 67,782 
Seeman Brothers Inc. 453,767 
meneeated eee 36,255 
Serta Associates Inc. 109,221 
ovas Gene Sci vsians 44,750 
: Seven-Up Co. ..... 250,201 
Munson G. Shaw Co. Inc. 37,282 
W. A. Sheaffer Pen Co. 122,289 
1,403,435 | shedd-Bartush Foods Inc. 36,832 
335,982 | W. Sheinker & Son Inc. 77,810 
228,636 | Shell Oil Co. ...... 4,215,509 
| Sherwin-Williams Co. 330,496 
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1955 1954 1953 1952 
29,921 28,301 26,157 
48,163 38,489 51,222 35,371 
2,592,870 2,196,409 3,106,819 2,614,988 
91,395 106,875 68,799 40,959 
162,084 86,560 69,197 97,928 
2,365,379 1,569,702 2,014,300 1,748,712 
131,578 140,865 175,833 77,176 
84,894 408,151 261,642 370,052 
49,996 
166,108 108,580 106,736 140,635 
194,065 41,504 113,970 181,416 
794,341 564,559 385,559 309,130 
66,220 86,897 34, —_— 
142,950 80,859 152,519 150,365 
76,843 _ __ 40,220 
136,406 312,287 161,141 118,010 
115,738 320,619 273,063 328,136 
29,244 _—_— 
44,960 40,280 102,298 41,454 
85,874 44,694 38,328 — 
1,298,745 1,092,658 984,696 752,946 
57,578 102,891 122,566 155,484 
170,141 —— 134,110 129,756 
44,216 _ 
101,817 102,008 88,507 99,172 
143,505 142,760 173,307 154,347 
74,667 41,646 
685,252 1,589,450 305,676 466,944 
323,667 85,984 87,541 
86,840 43,807 223,289 
3,793,402 3,100,393 3,722,361 3,331,311 
117,483 79,469 98,038 
29,923 30,766 38,307 42,974 
245,029 451,569 553,374 428,554 
366,490 294,931 — 
114,263 41,588 _ 
57,886 65,051 53,465 72,234 
50,601 —_— 47,206 43,936 
383,995 460,099 389,748 245,148 
96,801 95,931 — 35,617 
166,052 167,039 293,707 — 
73,963 125,501 74.175 8 114,775 
179,109 214,956 216,076 167,388 
112,427 86,410 87,383 36,796 
26,091 
49.173 238,474 39,387 118,316 
42,434 66,094 204,136 174,574 
77,045 _ 
268,945 330,187 699,829 874,924 
515,975 315,583 436,038 465,587 
44,498 38,669 36,284 
67,833 48,059 29,088 _—_— 
58,892 67,899 128,234 97,608 
234.218 304,468 206,901 51,713 
180,709 —— 136,862 66,325 
29,343 — —— — 
140,179 =: 135,224 91,306 113,370 
78,663 54,609 
153,317 124,006 84,046 
50,608 40,963 42,215 
69,481 28,390 
366,198 264,111 215,212 132,216 
551,932 750,051 631,093 911,757 
124,224 100,942 139,928 96,367 
5,925,590 6,157,600 7,269,150 6,354,098 
219,060 _—_— , 
121,153 93,668 95,072 59,354 
706,432 1,186,560 1,081,691 586,811 
39,849 39,095 28,078 41,452 
329,843 216,651 286,851 202,389 
295,469 
315,043 302,495 262,725 263,272 
58,035 126,953 73,493 
41,924 47,375 _ 
257,272 287.126 538,146 886,683 
38,886 35,762 42,700 35,762 
136,394 72,684 35,539 
81,377 115,992 88,121 65,181 
234,192 113,613 263,400 72,722 
73,004 47,146 109,110 51,469 
35,241 
179,061 149,781 146,706 114,772 
122,089 285,289 293.454 124,505 
150,142 123,243 128,696 67,795 
39,678 
232,360 107,640 97,464 93,165 
87,712 103,166 56,911 
53,195 74,282 313,975 131,345 
263,665 967,994 1,005,576 1,088,131 
25,082 75,495 48,844 
30,131 _—_— 
65,939 53,748 69,452 75,887 
2,407,907 1,752,079 1,910,044 583,688 
100,069 89,224 150,160 569,605 
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The Winning System 


This is how newspaper space was bought by 
the 25 largest advertisers in Washington, D.C. 
during the first 4 months of 1957... 


53.7% in The Washington Star 


34.8% in The Post-Times Herald 
11.5% in The Daily News 


You can see at a glance that Washington’s 25 largest advertisers are giving 
The Star more linage than the two other newspapers combined. 


This is the collective judgment of advertisers in the best position to know 
Washington and its three newspapers. This is their judgment based on 
long experience and day to day results. 


In The Nation’s Capital, advertisers large and small know that it is a 
family habit here to shop the ads at home in the evening in The Star. 
That’s why The Star consistently produces the most business for the most 
advertisers. That’s why The Star consistently leads Washington’s second 
newspaper by millions of lines year after year. 


As we've pointed out before, reaching people is nice, but reaching cus- 
tomers is more profitable. 


Your O’Mara & Ormsbee representative can supply you with the latest 
facts and figures. 


The Washington Star 


EVENING AND SUNDAY 3% WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Lived a wealthy tribe of redskins 
Second biggest in the nation 
And their favorite occupation 
Was harking to the story tellers 
Reading from the daily papers 
(With each story teller reading 
From a different daily paper.) 
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4 The traders, keen, observant fellers 


Gave wampum to the story tellers 

To yak it up for trade goods sellers 
And make some magic sales pitches 
To bring the traders plenty riches. 


3. At the time of which we’re speaking 


Two story tellers read each morning 
And two read every evening, telling: 
All the news within their ken; 
Who did what to whom and when; 
How to eat and what to drink; 
Where to buy and when to think. 


Greatest of the story tellers 
Was the wise old Gothic Tower-— 
Made his magic in the mornings 
In a voice like many thunders 
And it was this Indian’s boast 
His giant voice was heard by most. 


Magic by the shores of Mitchie 
Was a new boy, laughing, joyous— 
New boy name of Smiling Sunshine 
But his voice was not yet mighty. 
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5. ‘Then did little Smiling Sunshine 
Master all the magic tricks— 
How to make a “Yes” from “Nix,” 
How to cover politics, 
How to write a catchy headline 
How to beat a daily deadline 
~ What to do to win the squaws 
And not to count on Santa Claus. 


6. Season swiftly follows season... 
Like the pine tree skyward soaring 
Smiling Sunshine tall is growing 

(While the tribe is also growing 

Spreading out and overflowing) 
Now his strong, young voice is heard 
By more than get the evening word. 
The traders ask, “Has he the power 
To outshout mighty Gothic Tower?” 


8. But Sunshine will not knuckle under— 
His bellow splits the trees asunder! 


7. The challenge made, a date is set, 
And on their favorites, traders bet. 
Old Gothic Tower takes his place 
Majestic scorn upon his face 
He draws a breath that swells his girth 
His mighty bellow shakes the earth 
His vocal chords are straining so 
His collar button starts to glow. 


9. When silence falls, the survey boys 
Set out to judge the bigger noise 
Their tally notches, on a post, 
Show neither one was heard by most. 
(Because the tribe is swiftly growing, 
Spreading out and overflowing.) 


No single voice by all is heard 
You need them both to spread the word 
Smart traders know, and so should you, 
By Mitchie’s shores, It Takes Right 2! 


In Chicago It Takes the Right 2 
and One Must Be the 


Indian eri CHICAGO 
soon move (aig SUN-TIMES 
—new tepee mibeieee 


almost ready ent etait * THE NEWSPAPER OF THE NEW CHICAGO 
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Advertising Age, June 3, 1957 
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FLEX-O-GLASS INC soncss SUE] ME nen en nnn do vnsys sence. 45.379 £000 MACHINERY & CHEM. CORP. 38.279! Continental & Lincoln Cars .... 60,863| Foremost Milk 00.20.0000... 2.311 
FLORIDA CITRUS COMMISSION 571,687 | FLORIDA POWER & LIGHT CO. . 72, Bolen’s Garden Equipment OE og rere 13,822,048 | Golden State Dairy Products ... 
Grapefruit Jui 50,942 | FLORIDA SHORES ............ 122,477 Niagara Farm & Garden Products 26.557| Ford (Used) Cars ........... 189,796 | FORMFIT CO., THE ........... 253,895 
a 6 eee 28.446 | FLORISTS’ TELEGRAPH DELIVERY FOOD SPECIALTIES INC. 2.607| Ford Engines ............... 4,094 | FORREST KEELING NURSERY 38.528 
Grepetvelis .................  242875| ASSN. INC, THE ........... 627,202 | Appian Way Pizza Pie Mix 49,653| Ford International Division 29.967 | as a ee CO. ...... my 
SDs.» .wuaasdanues x 92.176 | FLOTILL PRODUCTS INC. ...... 57,088 Appian Way Qwik Bread ..... en. © Be FD nce, oes anierscac , tg cow Tne dada 6,164 
, EINE “iveccats tovbe5s 2,201,734| Old Shay Ale ............... 
RE, 55nksenesogesecence 172.456 | Tasti-Diet Desserts 0... 9.118 | FORBES & SONS, PUB. CO. INC., B. C. [A —Beeesaeaeeeee leans i 530,097 
SR Ae wed be dan ahd 84,792! Tasti-Diet Puddings .......... 13,974 Forbes Magazine ............ 39,408 | incoln DB ceccceseee 
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The BOSTON i 
- HERALD-TRAVELER 


increased its linage leadership to , 


513,055 lines in the first four months of 1957 || & 


During the period of January 1st through April 30th in 1956, the LLG OO in, 
Herald-Traveler led the second paper by 325,000 lines. During the same en : eee 

period in 1957, the Herald-Traveler led the second paper by 513,055 Pied were 
lines! And on the editorial front we are continuing our standard of ex- 


cellence that produced the Pulitzer Prize for Photography and the Editor Pages 


and Publisher award for Public Service. 


e—_——_ 
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Now, more than ever, the HERALD-TRAVELER 
. gives you the BIG BULK of the Boston Market. 


% Circulation leadership in the important ‘Money Belt.” 
*% Circulation leadership in the faster-growing towns. 


* Circulation growth — now nearly 400,000 daily. 
% Linage leadership in national advertising. 


% Linage leadership in retail advertising. 


| % Linage leadership in total advertising. VA 


Advertisers — national and local -— have always known 
that the Herald-Traveler pays off in more sales because {— ( : NX 
its circulation bulks biggest where the Boston spending | 
power bulks biggest. 


and now... : 3 Fa / ii 
more than ever Fk at p_4 


One Contract “<. nf eee 
Delivers the BIG BULK.in Boston 


Jbé BOSTON HERALD-TRAVELER 
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Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago + Philadelphia «+ Detroit + Los Angeles 
Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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Advertising Age, June 3, 1957 
68 
Shields Ine. ....... 93,392 77120 62.830 © ——— 29,555 | Sumst Publishing Co. 37.460 ah cee Agana 86,775 
. . 28,048 —_—— | u 1459, ? — —_ 
Sten tae, Oo aos 463.789 «430,918 337,936 338,085 | Sure-Fit Products Co. 129,884 eae ee 
Shwayder Bros. Inc. 219.485 222,561 31,420 48,190 | Susquehanna Waist Co. 91,346 yo -» ee 
Siegler Corp. ...... 95,549 101,571 232,136 175,287 159,734 | Sutton Cosmetics Inc. 66,973 Va. Electric & Power 99,406 
Silver Spring Gardens 31,162 pa. . Ay ee, ~~ Vita Food Prod. Inc. 131,404 
Simmons Co. ...... 421,589 413,445 219,628 243,295 189,559 | Swanson Cookie Co. .. 26.525 Vitasafe Corp a . 539,481 
Simmons Tours Ine. 58.693 58,721 41,936 40,180 | Swank Inc. .......... 152,682 Vogarell Products Co. 39,806 
Simon & Schuster Ine. 270,369 224,818 223,596 219,308 152,594 | Swedish American Line 48,316 Wd Welt Gunner Gon. 94508 
Simoniz Co. ....... 379,459 483,412 428,158 321,359 947,211 | Swift & Co. ......... 3,223,682 “niet to: . an 
Sinclair Refining Co. 1,733,642 939,410 1,056,179 1,098,855 1,330,824 | Jno. H. Swisher & Sons 145,785 
Siroil Labs. Inc. 94,469 87,012 92,633 100,086 98,645 | Swiss Air Transport Co. 112,373 
Skelly Oil Co. ..... 258,041 231,083 142,685 99,175 130,318 | Swiss National Travel Office 27,466 
Skinner Mfg. Co. ... 72,117 29,040 80,719 45,557 57,275 | Switzerland Cheese Assn. 43,822 
Wm. Sloan Associates 37,678 —_—_— Sylvania Electric Products 665,569 Wabash Raiiroad ... 84,786 
A. 0. Smith Corp. .. 80,592 136,799 114,859 142,400 47,421 E. R. Wagner Mfg. Co. Ss.185 
Smith, Kline & French Waldes Kohinoor Inc. . 
Laboratories .... 38,637 Hiram Walker-Gooderham 
Sno-Bol Co. ....... 113,753 68,763 _ — & Worts Ltd. ... 2,758,014 5 
F. H. Snow Canning Co. 63,791 56,862 44,882 52,825 56,667 | Tampa Electric Co. .. 27,012 Walker's Austex Chili Co. 60,974 
— Mobil Oil Co. | § are 226,078 R.Wallace & Sons Mfy.Co. 96,77 
Tas op yy 0 2,501,197 2,562,350 2,389,393 1,144,346 1,064,017 | tasty Baking Co. .... 88,256 Wall Street Journal 416,750 
ent Builders. Inter- Taylor & Sledd Inc. .. 31,773 —_——— Wander Co. ....... 199,947 
national Corp. ... 65,371 —_— —— Taylor Wine Co. ..... 38,865 —_—— | Sidney Wanzer & Sons 27,652 
Soil-Off Co. ....... 93,712 _—_— —_ eaneemnel ———~ | Technical Color & Chemical Ward Baking Co. ... 427,824 
Solarine Co. ...... 53,689 _ —_— umenad a Works Inc. ....... 31,875 Warner Bros. Pictures 46,017 
Sophie Mae Candy Corp. 117,641 92,007 —_ comes —— | Termingi Liquors Ltd. . 50,415 Warner Brothers Co. 25,752 
Sorhol Co. .......... 30,643 26,232 25.834 —_—_—_ — Terre Haute Brewing Co. 52.835 *Warner-Lambert 
South Car. Elec. & Gas 34,368 33,703 35,841 28,588 27,698 Tetley Tea Co. ....... 32.787 } Pharmaceutical Co. 511,417 
S. D. Dept. of Highways 34,657 __ wane a ee een 1,210,317 | Washington Gas Light Co. 70,885 
Southern Airways .... 45,611 34,031 _——_ Texas Eastern Transmission 44,385 | Wash.Natural Gas Corp. 42,759 
Southern Bell Telephone Texas Electric Serv. Co. 69,621 | Washington Star ... 30,223 
& Telegraph Co. ... 486,170 465,690 283,047 338.547 388,617 Texas & Pacific Railway 27.529 | Washington State Apple Advertising 
Southern Cal. Edison Co. 55,113 —— Texas Rice Promotion Assn. 37.895 | Commission ....... 44,660 
Southern Cal. Gas Co. 103,230 242,349 173,088 175,381 153,118 | qy,i96 Chemicals Inc. . 49.301 | Washington State Dairy 
Southern Comfort Co. . 42,150 37,262 ——— 90,901 $1,362 Textured Yarn Co. ... 54.670 | Products Commission 41,803 
Southern Co. ........ 254,238 178,690 185,138 150,687 137,030 S. B. Thomas Inc. .... 120,346 | Wash. State Fruit Comm. 48,523 __ 
Southern Cross Spring Thorsen Direct Sales .. 345,035 | Wash.Water Power Co. 29,304 
REI kd ccenesse 29,659 — — — ———~ | Tide Water Oi! Co. ... 326,172 | Wate-On Co. ives 112,589 
Southern Homes ... 25,437 ae Tidy House Products Co. 111,287 —— | Water Master Co. .. 85,759 
Southern Ind. Gas & Elec. 61,638 75,044 78,343 67,187 39,380 | Titiamook County Waterfill & Frazier 
South. New Eng. Tel. 85,986 100,253 46,976 38,680 51,114 Creamery Assn. .. 60,771 Distillery Co. ... 106,159 
Southern Pacific Co. . 288,853 366,334 320.946 500,473 528,368 | Sake garg 1,344,516 | Waterman Pen Co. .. 36.994 
Southern Pine Assn. . 29,970 Timken Roller Bearing Co. 170,760 Weatherman, Inc. .... 28,727 
Southern Railway System 175,224 165,120 167,540 155.342 150,246 | tints co fact 38.425 Webster-Chicago Corp. 199.946 
Southern Union Gas Co. 34,357 46.384 28,262 25,914 27,066 Title Ins. & Tred. Co. 32,964 Weekly Publications Inc. 183.446 
Southland Life Ins. Co. 25.775 Tobin Packing Co. ... 231,261 Weil-McLain Co. Mfg. Div. 41,986 
Southwest Airways Co. 59,660 ————= | Toledo Edison Co. .... 71,521 | Welch Grape Juice Co. 40,164 
Southwestern Bell Tel. 357.658 251.375 222,417 252,215 239.475 | fonsitine Co. |. 26 554 <0 naa te eens 119,795 
Southwest Life Ins. . Se 29,250 29,663 42,155 39,757 Top Value Enterprises 229,110 Wesson Oi! & Snowdrift 
Spartan Aircraft Co. : es Pee nS 66,824 Sales Co. ..+ 1,065,013 
Spears Chiropractic Sanitarium Trans American Airlines 204,029 | West Bend Alum. Co. 40,772 
& Hospital ........ 116,847 77,627 79,240 160,208 87,750 | Transatlantic SS Lines 131,493 | West Coast Air Lines 39,430 
Res Oh. +s és cheese 36.612 29.581 el 33,992 —— | Trans Canada Airlines 121.144 | West Penn Electric Co. 50,723 
Speedway Petroleum Co. 111,765 25,874 107,832 — 54,320 | Trans Carribbean Airways ; 34,205 | West Point Mfy. Co. 82,711 
Sperry & Hutchinson Trans Cont. Bus System 141,053 | Western Air Lines Inc. 312,053 
eer > 1,025,154 — _——_ _ Trans-Texas Airways 87,656 | Western Pacific Railroad 65,442 
Sperry Rand Corp. .. 119,290 168.673 ———— | Trans World Airlines Inc. 2,182,757 | Western Tool & 
Sperti-Farraday ..... 56,446 —_E—— 1 CF. Ter sGeie. B12 | Stamping Co. .. 42,588 
Spokane Natural Gas Co. 31,890 — —- _—__ —— | Tree Sweet Prod. Co. 42,709 | Westgate-California 
Spreckels Sugar Co. ... 49.553 25.831 —— Triangle Publications Inc.117,569 | Tuna Canning Co. 321,659 
Springs Cotton Mills . 49,862 59,739 46,546 —— | Tru-Ade Co. ...... 38,281 Westinghouse Electric 3,137,028 
a) Fae 120,640 196,223 205,329 132,404 87,559 | Turner-Smith Drug Co. 25,035 George Weston, Ltd. 25,596 
Stadler Products Co. 30,628 25,801 | Twentieth Century Fox Wetmore & Sugden . 30,771 
Stahi-Meyer Inc. .... 52,589 50.112 63,752 63,233 25,202 Film Corp. ...... 107,867 Weyerhaeuser Timber Co. 28,244 
A. E. Staley Mfg. Co. 60,427 412,946 160,801 100.821 114,916 | tTwenty-One Brands Inc. 176.449 Wheatena Corp. .... 161,916 
Staley Milling Co. ... 46,166 25,939 76,301 52,473 61,676 | Wheeling Steel Corp. $7,953 
Stanmback Co. Ltd. .... 95.371 126.952 110.238 | *tWhirlpool-Seeger Corp. 713,570 
Standard Brands Inc. . 2,963,542 2.884.460 3,740,877 5.653.472 4,315,040 | White Frost Chemicals 39,521 
Standard Int'l. Libr. .. 376,805 520 109 356.602 264 779 Uddo & Taormina Co. 27,476 White House Co. ... 48,460 
Standard Millirg Co. . 92.839 90.202 74.919 127,907 126,684 We BUR. iccscres: 52,879 White King Soap Co. 339,549 
Std. Oil Co. of Cal. .. 1,543,433 1.043.057 1.223.070 926.770 777.638 | Wm. ‘Underwood Co. 136,586 White Packing Co. . ty 
Std. Oi! Co. (Ind.) ... 2,203,736 1,870.732 1.469.876 1.267.957 1.074.286 Union Carbide & Carbon 694,501 White Rock Corp. .. 135.4 
Std. O11 Co. Inc. in Ky. 54.520 107.958 136.008 108.965 82.941 | Union Electric Co. . 160,853 Clarence Whitman Inc. 494,475 
= Oil Co. (N. J.) .. 3,442,246 2.311.542 2.389.288 1,686.369 1.372.527 | Union Oil Co. of Cal. 677,182 Stephen F. Whitman — 
itd. Oil Co. (Ohio) .. 431,615 507.889 476,332 398,210 419,458 Union Pacific Railroad 804,058 & Son Inc. ..... ’ 
Standard Toch Chemical 61,793 ed | Union Underwear Co. 115,677 Geo.Wiedemann Brewing 353,265 
Stanley Warner Corp. . 1.731.153 a | United Aircraft Corp. 260,302 Julius Wile Sons & Co. 52,444 
Stanley Works ....... 74.426 oe | United Air Lines Inc. 1,939,951 Wilkins-Rogers Milling Co. 25,025 
Star-Kist. Foods Inc. . 522.726 220.941 120.756 115.618 United Artists Corp. . 121,182 J. 8. Williams Co. . 56.664 
Stark Wetzel & Co. .. 69,829 25.888 43.245 58.520 50,250 United Automobile Wilson Brothers .. 29,107 
oo a _ _ Ins. 94.979 176,032 65,854 | Workers—AFL-CIO 70,718 | Wilson & Co. ........ 1,098,681 
ate Pharmacal Co. .. 159.605 53,474 78,146 ——— | United Biscuit Co. Wilson Line Inc. .. 58,096 
SI: 6 ndusaues 71,031 96,736 55,442 45.940 | of America ..... 197,363 Wine Advisory Board 187,444 
Stee! Cos. of America . 468.245 | United Fruit Co. ... 121,257 Wine Growers Guild 82,803 
Stegmaier Brewing Co. 105.505 111,109 144,843 172,196 179.702 | United Fuel Gas Co. 46,059 D. E. Winebrenner Co. 51,942 
A. Stein & Co. ...... 46,759 116,639 60.885 —— | United Gas Corp. .. 181,960 Wis. Conservation Dept. 64,607 
Sterling Brewers Inc. . 337,167 344.817 285.230 243,906 204,881 | United Jewish Appeal 91,769 Wis.Electric Power . 157,048 
oe = ee aes 2,552,622 2,822,348 2,994,590 2,919,483 = my “apes ena Wis. a of oe 
ugene Stevens Inc. .. . ¥S., EM. .neees 5 | Wise Potato Chip Co. ’ 
J. P. Stevens & Co. . 332,149 424,922 140,164 | United Mills Corp. . 25,568 — | Wish-Bone Salad Dressing375,800 
Stewart's Pvt. Blend Coffee 34,720 30,304 46,220 28.749 | United Newspapers Wolfschmidt Vodka Ltd. 736,930 
Stewart-Warner Corp. . 44 054 75.584 110,169 196,367 Magazine Corp. .. 25,107 Wolverine Shoe & 
se al yy = — 412.653 470.198 521.170 | = eg’ Found. oe | Tanning ae ” 28,851 —— 
okely-Van Camp Ine. 72,622 521,225 93,378 177,69 ‘S. Lines Co. ....- Woodman of the Wor 
Storz Brewing Co. .... 33,330 40,869 49,992 70,681 52 $58 U.S. Olympic Committee 77,101 Life Insurance Society 38,471 
Stouffer Corp. ....... 116,029 U.S. News & Wrid.Rort. 291,455 Woolmark Corp. ... 33,321 
Stowe, Woodward .... 35.630 — U.S. Rubber Co. ... 281,749 Wooster Rubber Co. 46.151 
Levi Strauss & Co. ... 270,423 227,626 + 184,315 145,574 107,753 | U.S. Shoe Corp. ... 110,521 Worcester Baking Co. 32,752 
Stroehmann-Sunbeam | U.S. Steel Corp. ... 891,033 Worcester County Elec.Co. 29,815 
eae 118,081 86,063 63,130 34,293 U.S. Tobacco Co. .. 180,665 Worcester Gas Light Co. 35,012 
Stroh Brewery Co. ... 943,507 761,155 480,595 395,994 255,005 United Stee! Workers | World Publishing Co. 97,904 
Studebaker- Packard | of America .... 102,467 Worthington Corp. . 72,937 
> eh ees 4,495,716 6,025,371 5,121,118 5,380,764 4,705,042 | United Travel Agency 32,499 Wm. Wrigley Jr. Co. 1,878,405 
Sugar Information Inc. 236,434 226.041 205.901 Universal Pictures Co. rays Wyler & Co. ........ 51,961 
Geomites Ge. 2... cae 72,595 . ——— Utah-Idaho Sugar Co. d 
R. G. Sullivan Inc. .. 28,240 — tn amir um | OO Ge eae G6 ae 
~ —e Packing Co. 28.642 Utica Mutual Ins. Co. 42,712 
wn Life Assurance Co. 69,424 —— Yardley of London . 119,152 
Sun Oi! Co. bt eeeeses 2,344,121 188,692 610,937 147,945 $16,294 W. F. Young, Inc. . 143,136 
Sunbeam Baking Co. .. 296,079 237,335 212,941 251,249 174,391 Youtheraft Creations 74,500 
Sunbeam Corp. ..... 1,141,303 669,578 444,207 264,367 141,956 
— oa se ‘<a 225,221 999,731 727,824 Vid BHO. cacvocse 139,341 
mite Bakery Co. ... . 50,315 51,756 44,557 Vacheron & Constantin- 
Sun-Maid Raisin Growers rps a Watches 135,570 Zenith Radio Corp. . 921,747 
of California 92,552 — —— | Valley Beli Dairy Co. 27,658 Zonolite Co. ...... 31,966 
Sunnyvale Packing Co. 25,582 — ——_ onummate ——— | Van Camp Sea Food Co. 538,803 Zoysia Grass Co. .. 77,440 
— Mid-Continent Oi! | Van Wagenen Co. .. 44,261 Wm. F. Zummach Co. 27,448 
setenes 372,540 oma — —— | Vanguard Press .... 42,662 *Warner-Lambert was formed by merger in 1955. Figures for 1952 through h 1954 
+ Publishing Co. 29,144 ——— | Vanity Fair Paper Mills 157,895 | are for Warner-Hudnut Inc. ; 
Sunset House ........ 50,395 31,418 27,480 31,800 —— | Vick Chemical Co. . 613,106 +Whirlpool-Seeger Corp. was formed by merger in 1955. Figures shown for 1953 
Sunset Oi!) Co. ....... 44,679 — —— | Victory Packing Co. 43,898 | and 1954 are for Whirlpool Corp. only. 
> = | FLORIDA CITRUS EXCHANGE .. 34,631; Tasti-Diet Salad Dressing 4,978 FORD & CO., LUTHER ......... 26,793, Lincoln & Mercury Cars 
Ad Expenditures in | Florigold Grapefruits ......... 21,833 | Tasti-Diet Sweetnin Stewart's Bluing ........ Leu 
Florigold Oranges ............ 12,798 SS ae . Stewart's Glass Cleaner ... 4, 
Newspapers, 1956 Sinn enettaeionen coe _ ve ctepaadh te 25,366,292 


(Continued from Page 57) 
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FLEX-O-GLASS INC. .......... 


FLORIDA CITRUS COMMISSION 


Grapefruit Juice ............. 
Grapefruit & Oranges ......... 
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120,317 | 
97,312 

571,687 | 
50,94 


172,456 | 
84,792 | 


ASSN 


Bem POWER & LIGHT CO. . 
FLORIDA SHORES 
| FLORISTS’ TELEGRAPH DELIVERY 
a 
FLOTILL PRODUCTS INC. 

Tasti-Diet Desserts 

Tasti-Diet Puddings 


18e.493 | FLYING TIGER LINE INC. THE 
| FLORIDA HOME HEATING INST. INC. 29,954| FOLGER & CO., J. A. 
| FLORIDA LAND & HOMES BUREAU Coffee ...-.-.+--. 

. .. 


45, 379 | Instant Coffee 
72,686 


os 122,477 | Niagara Farm & Garden Products 

FOOD SPECIALTIES INC. 

0 7,202 | Appian Way Pizza Pie Mix 

whe 57,088 Appian Way Qwik Bread 
9,118 | FORBES & SONS, PUB. 

ey 13,974! Forbes Magazine ; 


FOOD MACHINERY & CHEM. Corp. 
| Bolen’s Garden Equipment .. 
Ford (Used) Cars ........... 


sntddiventen 40,534 | FOREMOST DAIRIES INC. 
Foremost Dairy Products 


Vwi bases osstnce 1,728 
OU bend s0+000¢ 45,003 
Continental & Lincoln Cars .... 60,863 
pWecpooseehdbensee 13,822,048 
7 


Golden State Dairy Products ... 
FORMFIT CO.. THE .. 
budobas bas taehs 4,094 | FORREST KEELING NURSERY 
Ford International Division .... 29,967 | FORT PITT BREWING CO. 
whee dhe battle bhai 10,708 
F cweenseestinese 2,201,734 | y 
Jugewchueosteas 1,022,887 | FOSTER-MILBURN CO. 
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During the period of January lst through April 30th in 1956, the 
Herald-Traveler led the second paper by 325,000 lines. During the same 
period in 1957, the Herald-Traveler led the second paper by 513,055 
lines! And on the editorial front we are continuing our standard of ex- 
cellence that produced the Pulitzer Prize for Photography and the Editor 
and Publisher award for Public Service. 


Now, more than ever, the HERALD-TRAVELER 
) gives you the BIG BULK of the Boston Market. 


% Circulation leadership in the important ‘Money Belt.” 
% Circulation leadership in the faster-growing towns. 


* Circulation growth — now nearly 400,000 daily. 
, % Linage leadership in national advertising. 
% Linage leadership in retail advertising. 


| % Linage leadership in total advertising. 
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Advertisers —- national and local — have always known 
that the Herald-Traveler pays off in more sales because ~ ( : 
its circulation bulks biggest where the Boston spending 


power bulks biggest. 


and now... : —S 
more than ever is 
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She BOSTON 
HERALD-TRAVELER 


increased its linage leadership to 
513,055 lines in the first four months of 1957 
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Delivers the BIG BULK in Boston 


Jhe BOSTON HERALD-TRAVELER 


Represented nationally by GEORGE A. McDEVITT CO., INC., New York + Chicago + Philadelphia + Detroit « Los Angeles 
Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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G E Dishwasher & Disposal! ... 10,300| Birds Eye Frozen Orange Juice . 5,963, Frigidaire re seeeeeeees 
FS Be ear 61,664 G E Dishwasher & Refrigerator .. 1,982 Birds Eye Frozen Pies 'N Sticks 3,369 Frigidaire Ranges ..........++ 
FRANKENMUT4 BREWING CO. INC. 93,218, G E Disposall ............... 23,187 Birds Eye Frozen Vegetables ... 223,885 Frigidaire Ranges & Refrigerator 
Alp & GOP dmssiceWendsee<cs 6,758 Ee. Beeps 304,527 Bireley’s Orange Drink .......- 1,461 Frigidaire Refrigerators ....... 
Beer owe eesesececesssscces 86,460| G E Dryer & Washer ......... 313,940 ff eae 7,976 Frigidaire Washers ........... 
FRANZ BAKING CO. © B Petar eek als cacecsas 62,000} Calumet Baking Powder ....... 21,204| General Motors Corp.—lInst. 
Greed. . webbdasevcesse tekeces 36,048 O & Ge Be Rawk esses cots 1,939 RE 660 General Motors Diesel Engines 
FREEMANS DAIRY PRODUCTS CO. $1,260) G © Fleshbulbs ............. 114,721| Certo & Sure-Jell ............ ae > Sea 
FREIHOFER BAKING CO. ...... Set IE << cavkdanos. >< 36,974| D-Zerta Gelatin ...........-. 44,380| Harrison Air Conditioners ..... 
QI ii te aae ce cacccddazedss. 11,572 G E Freezer & Refrigerator .... 12,651 D-Zerta Pudding ........---+ 43,710 Hyatt Roller Bearings ........ 
I as ois ches eee eg ge” aS ea 7,290| Dream Whip ...............- 29,917| Oldsmobile Cars ............. 
FROMM & SICHEL INC. ........ 277,481 ss i gee eee 24,847 Gaines Dog Biscuits .......... 206,837 Pontiac Cars ..... scene eues 
Christian Brothers Brandy ..... 59,686 G E Heating Equipment ....... 46,512 Gaines Dog Food ..........-- 268,102 Pontiac (Used) Cars ......... 
Christian Brothers Products .... 11,139 G E Home Laundry & Range ... 5,207 Gaines Dog Meal ............ 19,202 Pontiac Chief Mobile Home .... 
Christian Brothers Wines ...... 206,656 Ay Aree a 115,661 General Foods Products ....... 2,029 | GENERAL PUBLIC UTILITIES CORP. 
FRONTIER AIRLINES .......... 30,198 2 ene 34,671 SE ener ey 9,168 | GENERAL SERVICES ADMIN. 
FRUIT INDUSTRIES INC. SG BP tieeie<s ccseeis 633,481 Good Seasons Salad Dressing Mix 84,979 | GENERAL STEAM NAVIGATION 
Tropicana Orange Juice ....... 95,519 ©. ©. GRe...cSidsaks- co ceiies 184,364 ST GD. wiv ccicvesccccnes 192,144 CO. LTD., OF GREECE ........ 
FULHAM BROTHERS INC. G E Range & Refrigerator ..... 13,343 Jell-O Pie Filling ..........-- 10,200 | GENERAL TIME CORP. 
“4 Fisherman” Frozen Fish Prod. 39,911 OS © QD ecncesesctie. so 377,660 SN PPS rer re 491,580 Wee ond bese c kcenccdeccs 
FULLER & CO. INC., D. B. G € Refrigerator ............ 1,298,912 Es coc cccceesiens 453,811 | GENERAL TIRE & RUBBER CO., THE 
ae 104,720 G E Refrigerator & Washer .... 45,757 DUET EEG E 5 ccc ccccccenes 511,804 BOER. ccc cccodaccceasses? 
FUNK & WAGNALLS CO. DO Se csea the sc c@encvas 151,995 La France & Satina ...........- 11,322 General Vives .......ceseecess 
SLL baahands ibeeeediccoce 36,446; G E Supply Co. ............, 12,134} Log Cabin Syrup ............ 69,591| RKO Motion Pictures ......... 
FURNESS BERMUDA SS. LINE . 149,266 G E Telechron Clocks ......... 374,989 Maple-Del Syrup Mix ........ 31,227 CE FSS S 
FUTORIAN MFG. CO. ........... 88,501 2s errr r= 698,157 Maxwell House Coffee ..... ‘ 979,389 | GENESEE BREWING CO. INC., THE 
Stratford Furniture .......... 22,643 5. hl OS 6,537 Maxwell House Instant Coffee .. a Pe Oa rere 
.« “deenabatike aes 65,858 Bae. MD “sesdtecass es otaa 159,931 Minute Potatoes ............. 396,289 | GEORGIAN BAY LINE .......... 
SO errr re 160,346 errs 243,075 | GERBER PRODUCTS CO. 
G E Vacuum Cleaner ......... 78,489 Minute Tapioca ............. 166,770; Baby Foods ..........---.00- 
GALLO WINERY, E. & J. 6 rer 1,648,438 Perkins Lemonade Mix ........ 29,826 | |GERMAIN'S INC. ..........0.05 
MD - 6e600gu0.cdblWibes cece 53,057 Hotpoint Air Conditioner ...... 13,830 See 5,474 | GERMAN INDUSTRIES .......... 
GARCELON STAMP CO. ........ 37,822| Hotpoint Automatic Washer ... 224,685| Postum ................. ..  §69,846|cugentco.a.c. THE... 
GARCIA y VEGA INC. Hotpoint Dishwasher ......... 106,453 | Sanka Coffee ............ a 8, hate tor 1... ..... 
NE ~o5 5) 4 chudis auditor» 06 53,205| Hotpoint Dryer .............. 20,566| Sanka Instant Coffee ......... Gat ease... 
GAS SERVICE CO. OF KANSAS CITY 91,179) Hotpoint Dryer & Washer ..... YY ILD eee 29,488} Evector Sets & Gilbert Toys .... 
GAS SERVICE CO. OF WICHITA 49,764 Hotpoint—Institutional ....... 3.448 Swans Down Cake Mix beavanee bay | GILLETTE CO., THE 2% 
GENERAL ANILINE & FILM CORP. 269,967 Hotpoint Kitchens ........... 20,232 Swans Down Products ........ 30 | Bobbi Pin Curl Permanent es Sas 
Ansco Camera & Films ........ $1,752| Hotpoint Products ........... 423,108; Yuban Coffee ........... nad 3337 | Gillette siades & Razors ...... 
ME sk detecesshecete 188,215 Hotpoint Radio ............. 4,058 | GEN. INS. CO. OF AMERICA .... 31.172 | PanerAiete Penis & Pes... .. 
GENERAL BAKING CO. ........ 153,217 Hotpoint Range & Refrigerator . 5,003 | GENERAL MILLS INC. ........ 3,432,583 | p ° H Pe etre 4 
i Pt ahs visit oe 000 0% $2,513 Hotpoint Ranges ............ 110,903 DME Tis akises sever 683,692 | a0 Get i + neh: : 
Grossinger Bread ............ 70,704| Hotpoint Refrigerators ........ 224,932| Betty Crocker Cake Mix ....... 671,205 | SBrr Cut Nome Persone ..., 
GENERAL DYNAMICS CORP. ... 92.437| Hotpoint Refrigerators & Washer 17.767| Betty Crocker Cookie Mix ..... 90,909 | Tenstte ...0.--00-.eeeeneeees 
Convair Corp.—Institutional _.. 71,038| Hotpoint Television .......... 277,607 | Betty Crocker Date Bar Mix ...  113,626| Toni Home Permanent ........ 
UES tlie bike eases os 2,414| Weathertron ............0... 21,260| Betty Crocker Frosting Mixes .. 28,690 | Yeu! Preparations ............ 
General Dynamics Corp.—inst. . 18,985 | GENERAL FOODS CORP. ....... 6,701,455 | Bisquich .......... eee eens 296,005 | Wate Gaia .........-+- 6 
GENERAL ELECTRIC CO. ....... 10,292,387| Baker's Chocolate Chips ....... 10,345 | General Mills Cereals ......... 2,746 | SINDEN NURSERY CO. ........ 
G E Air Conditioner .......... 439,919} Baker's Coconut ............. 115,177| General Mills Inc.—Institutional 48,670 | GIRARD’S INC. 
SN ys <caddabees sce 104,716| Baker's 4 in 1 .............. 1,859 | General Mills Products ........ 11,301| French Dressing ............+. 
2 eae 226,375| Birds Eye Frozen Fish Products 44,492; Gold Medal Flour ............ 895,610 | GLAMUR PRODUCTS INC. 
UM MINE Si dcase ccsncies 20,556| Birds Eye Frozen Foods ....... 124,293 | 0-Cel-O Sponge ............... 122,199| Easy Glamur ................ 
et NE ecb Sn bee's paces 45,496 | Birds Eye Frozen Fruit Pies ... 17,733 | Purasnow Flour ............. 6,313 | GLASS CONTAINER MFG. INSTITUTE 
Se EY calceecncees inves, 10,210| Birds Eye Frozen Fruits ....... 36,975| Red Band Flour ............. 24,320| GLENCOE DISTILLING CO. ... 
G E Coffee Maker ............ 223,015| Birds Eye Frozen Pies ..... ye 101,309 | fed Star Flour ............... 4,752| Fortuna Whiskey ........... . 
G E Co.—Institutional ....... 217,512; Birds Eye Frozen Products ..... 2,623 Sperry Drifted Snow .......... 19.072! Glencoe Whiskey ............. 
fs Saree 127,869 Birds Eye Frozen Meat Pies ... 1,152 St Or, sanlines yee ese cos 78,472 | GLENMORE DISTILLERIES CO. INC. 
Surechamp Dog Food ......... 104,546 | Glenmore Vodka .............. 
i. Crete CE EES abs dveceeg oe 279.967 | Glenmore Whiskey ............ 
es idence cee 101,625| Kentucky Tavern Whiskey ...... 
GENERAL MOTORS CORP. ..... 53,778,652 King’s Ransom Scotch Whisky 
When you have a product AC Electronics Div. of General Motors 2,635| Old Thompson Whiskey ........ 
f SS 3,890| Yellowstone Whiskey .......... 
to advertise in Connecticut A C Spark Plugs .............. 22,063| GLIDDEN CO., THE 
Allison Division ............. 106, 491 | i 
re 4,880 Durkee’s Extracts & Spices .... 
a Brown-Lipe-Chapin Division .... 1,578 | Durkee’s Foods .............. 
a wisspsnassacevnas 11,366,875 | Oertes's Werrke ........... 
: Ee in a cece bees 3,760,894 Durkee’s Mayonnaise .......... 
is a potential market you cannot afford to overlook. Caditing (Used) Cars ......... 6,830| Durkee’s Oil ...............-. 
Cadiliac & Oldsmobile Cars .... 16,598 | Durkee’s Salad Dressing 
re ee 13,425,503] Giieee Gots .............. 
One of the top bracket cities in the nation for per Chevrolet (Used) Cars ........ LS Geseee |... 
Chevrolet & Corvette Cars ....... 9,000 | ciover co. INC. i CLAY 
capita spending. Chevrolet Soap Box Derby ..... 86,565 | Glover's Mange Medicine 
Chewelet Trechs .............. 3,657,184 GODCHAUX SUGARS INC. ...... 
ee 700 | corset BREWING CO. ........ 
1 h — i Lis by ad onary 1,488 | ee 
H H DE crcecccessccds 19,458 | oat lc -- dalll adh" lla ast lalla 
© get your share of this money be sure your media aioe Gains Secdeunsd 77s! Guinness Ale é i 
| OE Ra eS 
plans include the SEE, Sazensnsrseossees 10/501 | GOETZ BREWING CO., M. K. 
Delco-Remy Thundervolt Elec. Sys. Ce ee ee tee ne he eee Pa se 
Electro-Motive Division ......... 3 3as | U0. BELL & GIFT STAMPS INC. 
_  Paererres 36,628 yon sel EE 
MANCHESTER EVENING HERALD Frigidaire Air Conditioner ..... 150.439 | GOLDEN GIFT INC. 
Frigidaire Appliances ......... 19,167 aan py iaparranarnes 
: Frigidaire Dryers ............ 13,424 | eee 
Manchester, Connecticut Frigidaire Dryers & Washers ... 85,287 | Esoterica Preparations .......... 
Frigidaire Kitchens .......... 31,431 | Hormonex Preparations ........ 


Advertising Age, June 3, 1957 


313,783, GOOCH FOOD PRODUCTS CoO. 
230,260 Gooch’s Macaroni Products ..... 66,571 
4,398 | GOODRICH CO., 8. F., THE ...... 743,741 
484 469 Goodrich Tires .........00000s 643,893 
501,456 Goodrich Wearing Apparel ..... 96,814 
2,520,274 Ph 4 ccce ti vaak ovis 3,034 
4,795 | GOODYEAR TIRE & RUBBER CO. 
1,505,797 MEG cctcdu bun att o0dbsachs 2,206,072 
78,920} Goodyear Tires ............5+- 2,151,292 
ee A ee ee cw uled 8,578 
8,282,880 Institutional ...... 66.60 eeeeee 46,202 
5,806,758 | GoODY’S LTD. MFG. CORP. .... 35,599 
102,256 | GORDON BAKING CO. ........... 49,045 
5,621 ST WEE aedcccocencssc 47,132 
30,034 Silvercup Bread .............5- 1,913 
37,553 | GORTON-PEW FISHERIES CO. LTD. 
Frozen Fish Products .......... 35,106 
77,136| GossARD CO., H. W., THE .... 28,267 
GOVERNMENT EMPLOYEES 
217,287! INSURANCE CO. ...........-. 28,921 
306 7S | GRADIAZ, ANNIS & CO. 
a7Hl Gold Label Cigars ............- 42,324 
125,770| GracF INC., JEAN R. 
176,768| Girard Perregaux Watches ...... 65,144 
1,948 | GRAFE & GRAFE 
TR Rees 28,835 
43,248) Grand DUCHESS STEAKS INC. 
26,204 PE SUED occ ctcscdsensic 98,579 
GRASS NOODLE CO. INC., I. J. 
443,158| Mrs. Grass’ Soups ..........-. 123,898 


27,283| GREAT NORTHERN RAILWAY CO. . 270,691 


Tops in the Dakotas! 
THE-FARGO-MOORHEAD 


‘Metropolitan’ Market 


$286,000,000 BUYING 
INCOME . . . DELIVERED 
BY THE FARGO FORUM 


Markets of more than 50,000—where 2/3 of the population are employed 
within the area—are considered “metropolitan.” Fargo-Moorhead, with its 
65,000 people and tremendous buying power, has all of the qualifications which 
point to a key metro-market—but because of its dual-city classification, is 
precluded from ranking in the metropolitan listing. 


71 COVERAGE IN A 13-COUNTY 
“METROPOLITAN” AREA 


The Fargo Forum blankets its city zone with 99% saturation . . . penetrates eleven North 
Dakota and two Minnesota counties with 71% coverage. Retail sales per family in Fargo lead 
the nation with a fabulous 23% above the national average.* Write our national advertising 
department for the complete story on this “metropolitan” market and The Fargo Forum mer- 
chandising program that puts extra value in your advertising dollar. 


*1956 SRDS estimates of consumer market 


uoay sos «= L HE, FARGO FORUM occ 


Represented by Kelly-Smith Company, Northwest Daily Press Association 


25,099| GREAT SOUTHERN LIFE 
65,980| INSURANCE CO. ............. 49,577 
31,877| GREAT WESTERN SUGAR CO. 
SEIU] CG. W. Sumer oo. cece ccc vccees 55,585 
15,718| GREEN GIANT CO. ............ 478,760 
2,809,071 | Green Giant Vegetables ........ 141,402 
371,667! Kounty Kist Vegetables ........ 62,553 
679,561 — aweces oe 274,805 
371,314 GREENWOOD FOODS INC. 
488,134)  Greenwood's Vegetables ....... 42,981 
69,945 onerz BREWING CO., WILLIAM 
SE 5 Us eden cinaynsvoekses 815 
187,660 | enevneves CORP. 
304,518; Bus Transport .........-- .— ee 
284,436| GREYSTONE CORP., THE ...... 197,692 
45,232 American Recording Society .... 62,918 
Art Treasures of the World ..... 21,808 
62,750 Children’s Record Guild ....... 2.678 
Living Languagé Course ........ 12,866 
59,885 Music Treasures of the World ... 97,422 
41,408 | GRIESEDIECK BROS. BREWERY CO. 
EE 4, ©, 34, aR Ap kpaien dhs’ 213,511 
ll, 049 GROCERY STORE PRODUCTS CO. 48,680 
24,027; Cream of Rice .........-.05+> 47,060 
1,518,079 Zing Wheat Germ ............. 1,620 
35,289 | GROLIER SOCIETY INC., THE 
590,539; Book of Knowledge ............ 50,160 
287,006) GROSSET & DUNLAP INC. ...... 54,636 
78,379} Culinary Arts Institute Cook Books 26,617 
156,806| Grosset & Dunlap Books ....... 28,019 
soabes | GROSSMAN CLOTHING CO. ...... 25,029 
334,048 | GROVE LABORATORIES INC., THE 1,213,458 
71,746 | SE GED. oo cd nN icc cecane 249,728 
ST, Ss. ce apence 609,623 
gS ESS RS 341,592 
99,927| Ptunder’s Tablets ............. 12,515 
17,490| GUERLAIN INC. 
13,928| Toilet Preparations ........... 33,994 
18,622| GUEST AIRWAYS MEXICO ...... 64,933 
41,263 | GULODEN INC., CHARLES 
106,675| Mustard ces ced ba'sSd6 2 227,085 
GULF LIFE INSURANCE CO. .... 68,552 
112,427| GULF OIL CORP. 2,218,484 
35,426| Gasoline & Oils .............. 2,117,235 
ee on oc iccs cones oe 15,018 
ee neonates 46,118 
dd eS ee 37,738 
ee BS Sees es 2,375 
GUNTHER BREWING CO. INC. 
ie SF Tee Seng ttel kin ead was 160,716 
62,723 | H 
25,008 
91,632 | HABITANT SOUP CO. 
68.725| MHabitant Soups ...........-.+- 33,930 
SOTO. 5, co céwcnadssdies 143,894 
meet Es ot ntaleneteesseecasas 122,079 
5 ER, nc assceesvcccvcecees 21,815 
| HAITI GOVERNMENT TOURIST 
gt eee 44,704 
| HALL BROS. INC. 
| Wallmark Greeting Cards ....... 84,099 
| HAMBRO AUTOMOBILE CORP. .. 40,992 
ae OY ORR eer 7,090 
| Austin-Healey Cars ............ 16,192 
Pre 14,251 
| Wolls Royce Cars .........005- 3,459 
HAMILTON MFG. CORP. ........ 62,995 
DO  siccdscccnatcscdnssers 29,845 
eee © Bee cs cacvicevect 29,974 
Gn. wantodesedavaséeunccte 3,176 
| HAMILTON WATCH CO. 
| BE ob bal vevhuaeaensedase 225,747 
| wane BREWING CO., THEO. 
Es pees usin i cavacalt 66,397 
HAMPDEN BREWING CO. 
Bees aan s ok ChEGERS 76,941 
HANCOCK MUTUAL LIFE 
| INSURANCE CO., JOHN ...... 31,565 
| MANCOCK GT CO. ............ 46,740 
HAND BREWERY CO., PETER .... 131,673 
| Meister Brau Beer ............ 58,379 
) PP xt scbssecsecs 73,294 
| HANSEN'S LABORATORY INC., 
—k Rewer 70,783 
| dJumket Quick Fudge & Frosting Mix 21,457 
| Jumket Rennet Powder ......... 49,326 
| HAPPINESS TOURS ............ , 
| HARCOURT, BRACE & CO. INC. 
DT iethds 6hethsabh 000080 71,068 
| MARIAN PUBLISHING CO. 
EE ee ee 6,438 
HARLEYSVILLE MUTUAL CASUALTY CO. 79.408 
| HARPER & BROTHERS ......... 317,250 
ee Pee 309,960 
Harper's Magazine so > bebhouee 7,290 
| WARRISON CO., A. S. 
Dr 23. sao 16d. peewee one 33,792 
| HARTFORD DEVELOPMENT COMM. 42,340 
HARTFORD ELECTRIC LIGHT CO. 65,041 
HARTFORD GAS CO. ........... 35,461 
HAWAII VISITORS BUREAU ... 57,079 
HAWAIIAN PINEAPPLE CO. LTD. 458,791 
Dole Frozen Juices ............ 60,817 
Dole Frozen Pineapple ........ 71,692 
Dole Fruit Sulicte da bhbees tic 160,838 
Dole Fruit Cocktail bene dsuakeand 4.896 
EE. WHEE Ste cencecdudens 16,548 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Even those of us who can almost see it taking place, some- 
times have difficulty in following the rapid development 
of Metropolitan Oakland (Alameda County) as a popula- 
tion center and as a market. For example: between issues 
of Sales Management's “Survey of Buying Power” the 
area increased its population lead over San Francisco to 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


Tribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*Oakland judged an All-America City, December 1956. 


gain an even firmer hold on its Number | position in 
Northern California. It also either held or gained the top 
spot in sales in six important retail classifications: food; 
automotive; gasoline service station sales; furniture and 
household equipment; drugs; and building materials. 


DAVID BOTSFORD, JR., President 


BOTSFORD, CONSTANTINE & GARDNER, San Francisco 
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r = a ——— — 7 | HAWAIIAN STEAMSHIP CO. LTD. 70,561| Old Heaven Hill Whiskey ...... 8,394 
i | HAWTHORN-MELLODY FARMS DAIRY 58,209| HEIDELBERG BREWING CO. 
1 rere 12,474| Alt Heidelberg Beer .......... 98,186 
| | CRRIIE Seancdisb scayeieesses 4,514| HEILEMAN BREWING CO., G. 
| i NE «ih ecs inde innba'es 8.044) | Old Style Lager Beer .......... i950 
BS SEs oi Hn ooh ahs Cane 11,148 hy og eetponianonen 264,076 
IS WHAT COUNTS! © paphitemmbeapbbet 2° 12463) Baby Foods 0.5.0.0. 555 560 
| Whipping Cream ............. 1,327 it i GaTe micihn be Wadslce 4 ¢ 1,154 
| ‘ 1 Nh EL Fae Seer 4,005 
| and top sales performance is what you ' -“pieaeheeeseeetbe Frozen Soup Sai ee 30.684 
t Dog Relish .......... hak 9,282 
| get when you use the TOPEKA NEWSPAPERS to |] eaney Que... Tus ee) ME oes 108 340 
| y || Albany Times Union .......... 7,942 Minute Meals 4927 
| sell Topeka and Topeka’s 21-County Drive-In Market .. . || Goston, Recard-American’ & Advertiser asug| Plctles & Relishes <200.0.000..a6.s7e 
| | Chicago American ............. 27,522) SOMBE ne eeneeceeneeeeerreess 113,062 
| IT ADDS UP THIS WAY: 1) Comic Weely 0.0.0.0... cece. SMT MEET, “Senor smocssseeeees ay 
A " ae EEE et: ee : 
> A combined circulation reaching 74,497 families— ; Mearst Newspapers... ae ae payee] 
: . Los Angeles Examiner ......... a? eee , 
| a new high peak in mass coverage! : New York Journal-American .... 153,513 oa BREWING CO.. JOS. ee 
; P Over 52.7% coverage of the sales-rich Topeka Trading Area! | am temiees 0 io eI ee ae 
| ©» No other medium can approach the absolute thoroughness | Basel a eid gael. is an hy EC 5.072 
with which the CAPITAL-JOURNAL covers Cosmopolitan ....... ee. ees. LR Sa tigenetiog aim 50,416 
the Topeka Market! 1| Good Wewsshenping Bock ‘Givison’” 43.943] Mebio’s BW. Washey |. 55.839 
. || Good Weunsbenping Cook Sook. Ai28| Meublote’s Cocktails ....-....... 270 
TOTAL COMBINED CIRCULATION—87,569. || House Beautiful... 0.00.0... 18.200, Maltex Cereal ................. 10,975 
| Motor Book Department ...... 156,154 Bayes Gat Gorend .... 2... cccees 54,825 
I TOPEKA DAILY CAPITAL / TOPEKA STATE JOURNAL ! seaven wie oisticers inc Ty ye ee ee —_ 
I New York Cleveland Chicago San Francisco Los Angeles Topeka Detroit | "Heaven Hill & Olé Heaven Hill 19.000| Seles Voto nn. 182.823 
Ricdienapiicsesisieudamsiintnnaies actatsent ail icenimascanannet CD OD UR .......0. 39,384 Smirnoff Vodka .............. 1,278,978 
——| T. W. Samuels Whiskey ........ 19,574 
“ HILEX CO. 
Lens paces 35,421 
: . : 4ILL PACKING CO. 
There are two sides to most situations Dog Food... .-.---.- secs ees 44,456 
= WILLS BROS. COFFEE INC. ...... 482.191 
; i > eR . 
a Instant Coffee .............-+- 94,190 
; | HINES-PARK FOODS INC. ...... 69,669 


Cartoon idea contributed by Poul Marin, BBD&O, Pittsburgh 


And there are two sides to the 


aor 


these days. 


seedy friend above). 


DELAWARE VALLEY 


Social barriers exist mainly, they say, in people's minds (note our 
Sound barriers are being busted at will 
But what of circulation barriers? Take the Delaware 


It pays fo cross 
the Delaware 


P ily by GEORGE A. McDEVITT CO., INC., New York . 


River for example. It divides the Delaware Valley inexorably 
in two—makes the eastern half virtually impregnable to western 


media. ABC figures show this clearly. 


The answer (as the ABC's also show) is to use key local dailies 
to reach and blanket the booming eastern half of the Valley. 
Use, thot is, the TRENTON TIMES ond CAMDEN COURIER-POST. 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Chicago © Philadelphia © 


Pittsburgh . 


Duncan Hines Cottage Cheese .... 1,502 
Duncan Hines Ice Cream ....... 1,779 
Duncan Hines Products ......... 66,388 
| HOBART MFG. CO., THE ....... 62,130 
Kitchen Aid Dishwasher ........ 60,132 
Kitchen Aid Food Preparer ...... 1,998 
HOFFMAN RADIO CORP. 
PR OO 121,232 
HOLLAND AMERICA LINE ...... 386 
| HOLT & CO. INC., HENRY 
Se ncendl ded es cheeses eere 87,225 
HOME BAKERS INC. 
UD NG cen ccvccanccoses 57,487 
|HOME LINES AGENCY INC. 
Steamship Transport ............ 210,800 
HOMEMAKERS PRODUCTS CORP. 
Diaparene Baby Preparations . . 43,452 
| HOOD CHEMICAL CO. .......... 30,376 
SE sinks ctsecadcare >t 8,206 
Be EE bh Fase db Vacs aceeegee 12,989 
_...... PEEEPUTCOTTTLUL TTT TLE 9,181 
HOOD & SONS INC., HP. ...... 198,210 
Dairy Products ............. 107,341 
BD. TNS cacekesc oveedue 10,994 
Ice Cream 34,994 
bE MAD dino adseceevabeened 16,294 
| Orange Juice ..... 28,587 
SE te PUN avec cveedaens 198,009 
PED ndeunedteseecedeabne 4,389 
SE Glvebbsscve scene 2,588 
Vacuum Cleaners ............. 191,032 
HORMEL & CO.. GEORGE A. .... 272,687 
rere 122,063 
Hormel Meat Products ........ 90,637 
ua | Wermel Pie Crust .............. 546 
| Mary Kitchen Canned Foods .... 1,379 
> Mary Kitchen Canned Meats .... 4,274 
ee » Mary Kitchen Roast Beef Hash .. 38,922 
, Dr site tasces acghevedane 14,866 
hee * |HOUGHTON MIFFLIN CO. 
Rie re ows Tr erity 140,485 
= wenger res je | WOUSE OF WESLEY ............ 47,646 
Pi HOUSTON LIGHT & POWER CO. .. 144,059 
le “Aongrts HUBINGER CO., THE 
Quick Elastic Starch .......... 65,214 
HUDEPOHL BREWING CO. ...... 146,986 
| HUDSON PULP & PAPER CORP. . 203,962 
SE - <e00eensssos err 11,054 
ES “ae cedhb b0bebedanee 8.898 
WHR seb.ccccesdess tceseccses 166,374 
Towels ‘ saehont . 17,636 
| HUDSON RIVER DAY LINE INC. 42,148 
HUDSON'S BAY CO. 
Scotch & Whisky .............. 69,806 
HUFFMAN MFG. CO., THE 
Huffy Mowers ....... 6. ccc cune 60,656 
HUGHES AIRCRAFT CO. ........ 56,969 
WUARAR ] GBR. nccccccsvccescs 119,190 
Clabber Girl Baking Powder .... 116,194 
KC Baking Powder ig odaews 2,996 
HUMPHREY'S MEDICINE CO. INC. 44,312 
Humphrey's 11... 2... cece 17,115 
Humphrey's Ointment ....... 22,991 
, et rrrrrrrrrrirrr 4,206 
HUNT FOODS INC. ............ 1,705,759 
ED. bcade-cndesecd oped above 91,236 
GID 6 Zodocd tr b000 6000 Sent 841,210 
PUD. cessccvecesostives one 136,200 
Tomato Paste .......606505> ' 123,477 
, + £=MevreTrrrrrer 513,636 
HUNTER DOUGLAS CORP. .... 47,408 
Flexalum Awnings avesse 30,017 
Flexalum Blinds & Draperies 3,193 
Flexalum Venetian Blinds 14,198 


_ DAYTONA BEACH 


| FLORIDA 
Population: Metropolitan area...... 98,400 
| Plorida’s Year "Round Resort Covered By 
| DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors come 
from all over the U.S., Canada, Cuba 
and South America. Its Summer sea- 
| sons now rival its Winters in tourist 


ae it | 

er $143,400,000 effective buying in- 
come 

. Retail Sales, 1956, Metropolitan ares. 


$ 123,172,000 
. A quality market index of 123. 


1956 total advertising 18,221 . 
by Clarence 5 5 A ned 
tatives of Fiorida, in Florids 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


a. Los Angeles 
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Super Bista R.O.P. Color Mats 


(fully protected by United States patents) 


The Bista Pre-Madeready Mat is one on which a scicntifically greared underlay has been applied im precise 
register to the reverse side. The cast, made directly from it, produces an accurately treated press plate. Me- 
chanical limitation due to plate thickness plus the tas: operating schedules of daily newspapers restrice the 
use Of makeready as practiced in the magazine color field. Bista Pre-Makeready is essential to good 4 color 


R. O. P. newspaper printing because it insures cleaner, sharper results by lowering highlights and middle 
tones to proper levels in the p-ess plates. 


% 


aa | z=. i 


Praised by leading R.O.P. Color newspapers 

Over 300 newspapers now print R. O. P. Color. Many of the leading omés, such et the Milwaukee Journal! 
Minneapol’s Star Tribune, Cleveland Press, Tulsa World, and many others, have found that Biers aed ov!) 
Biste gives them the printing plate materials that they require for top quality R. O B Color performance 


Thes§ papers have proved in the pressroom the details of printing quality that are built foto exery Bisca 
Pre-Madeready Mar. 


Lake Shore ELECTROTYPE DIVISION 


1224 W. Van Buren St. + Chicago 7, Ill. - Phone SEeley 8-1010° 
America’s only plant offering all these services: be 


Bista R. 0. P Color Mats (Pot) 2. 8. ©. F Color Serviee atortel So Sei alle 
3. Reillytypes (Pat.) 4. Plastic Plates 5. Newspaper Mats, Reprint | Highly G 
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HYGRADE FOOD PRODUCTS CORP. 
Hygrade & Kingan’s Meat Products 
Hygrade Meat Products ........ 
Kingan’s Meat Products ........ 


ICELANDIC AIRLINES INC. ...... 
IDAHO ADVERTISING COMMISSION 
Idaho Onions and Potatoes ...... 
SE INE ccccccccvccccce 
Idaho Prunes ......... a 
CPUNIMED 066.66 cats cee’ oc 
Sweetheart Oell .............. 
ILLINOIS BELL TELEPHONE Co. .. 
ILLINOIS CENTRAL RAILROAD CO. 
ILLINOIS MEAT CO. ........... 
Broadcast Beef Stew ........... 
Broadcast Corned Beef Hash ... 
Broadcast Food Products ...... 
IMPERIAL SUGAR CO. ......... 

INDIAN HEAD MILLS INC. 
All-Purpose Cotton ............ 

INDIANA BELL TELEPHONE CO. 

INDIANA & MICHIGAN ELECTRIC CO. 


INDIANAPOLIS POWER & LIGHT CO. 


INDIANAPOLIS WATER CO. .... 
INDUSTRIAL PLANTS CORP. .... 
INSTITUTE OF COMMERCIAL ART 
Famous Artists School ........ 
INSTITUTE OF LIFE INSURANCE 
INSTITUTE OF MENTALPHYSICS . 
INTERNATIONAL BUSINESS 
MACHINES CORP. ............ 
INTERNATIONAL HARVESTER CO. 
International Harvester Industrial 
A Ra ns Sulnce he cce 
International Tractors ... 
International Trucks .......... 
DD 6545000 ctcodncoce 
INTERNATIONAL MILLING CO. . 
Ny, eae 
Robin Hood Flour ............ 
i vitedéshe0-e0 cates ve 
INTERNATIONAL MINERALS & 
CHEMICAL CORP. 


Brookpark Dinnerware aden 
INTERNATIONAL NICKEL CO. INC. 
INTERNATIONAL SALT CO. INC. 

DMT «cocckuheese<cee 
INTERNATIONAL SHOE CO. .... 
INTERSTATE BAKERIES CORP. .. 

tue Send Gread .............. 

Butternut Bread .............. 

ae 

Log Cabin Products .......... 

Mrs. Karl's Bread ............ 

5 ae 

Weber's Products ............ 
INTER-STATE NURSERIES INC. .. 
IOWA POWER & LIGHT CO. .... 
IRISH TOURIST INFORMATION 

BRS eee 
TROQUOIS GAS CORP. ......... 
ITALIAN AIR LINES .......... 
. _, aa at 
ITALIAN STATE TOURIST OFFICE 


J 


JACKSON BREWING CO. 
EE ee 

JACKSON & PERKINS CO. ...... 

JACOBSEN MFG. CO. 
Se iee 


Se ee 


a =" : ee 
JAEGER BAKING CO. .......... 
a ae 


JAMAICA TOURIST BOARD, THE 


mation available. 
Send for — 


CIRCULATION AND 
READERSHIP SURVEY 


CISCO PROGRESS. With 
circulation of 173,400, 


morning dailies combined 


cers. 
Sau Francisco 
Progress 
The Nation's Leading 


125 Valencia Street 
San Francisco 3, Calif. 


PUZZLED 


ABOUT SAN FRANCISCO? 


San Francisco presents a prob- 
lem when it comes to buying 
efficient newspaper coverage. 
Whether it puzzles you or not, 
you will need the latest infor- 


SAN FRANCISCO NEWSPAPER 


This study by the Field Re- 
search Co. measures the news- || 
aa od reading and buying |) 
habits of men and women in 
the better areas of the City 
covered by the SAN FRAN- 


minimum weekly guaranteed 
the 
PROGRESS reaches more fam- 
ilies in the City Zone than both 


both evening dailies combined. 
ALSO AVAILABLE—“How Food is 
Sold in San Francisco”, a bro- 
chure for national advertisers 
on food marketing in a city 
dominated by independent gro- 


Controlled-Circulation Weekly 


its 


or 


a 


of its readers when temptations become 
toe sonal for the custodians of public trust. 
Responsibility like this involves diligently 
digging into the operations of government at 
every level, and comprehensive investigations 
of chicanery and injustice.” 


THIS IS EXACTLY what the “News” 
did in uncovering the Hodge scandal. By do- 
ing so, the Daily News performed a real serv- 
ice to its readers, community and state. Its 
fearless reporting clearly points out the im- 
portant function of a newspaper—and what it 
means to you. 


Incidentally, the “News” doesn’t con- 
fine its Pulitzer-winning endeavors to the 
State of Illinois alone. In 1951 Daily News 
foreign correspondents, Keyes Beech and 
Fred Sparks, were named winners of the 
1950 Pulitzer Award for international re- 


porting. 
Service like this is why readers of the 
“News” have confidence in their paper—in its 


79,157 | JAPAN TRADE CENTER, THE... 30, 
Baas | aces rates, Ganyen. ves .... ma nar te 490,179) KAISER ALUMINUM & CHEMICAL 
39,688 | JENNEY MFG. co. Foot Soap eee 41.655 | No-R h * GASTON seeerses 31,496 | CORP. tee eee Henn ew eens 467,337 
52,404| Gasclien & Ole .............. 84,060 | SR cates tress voresees onan ta abe Pocccedonwecses 30,327 | Aluminum & Chemical Sales Inc. 112,489 
\JERGENS CO., ANDREW. THE a aa a - ~ oie sidiceneednee cc 1,169 | Aluminum Shade Screening ..... 13,695 
Woodbury Preparations ........ 180,420' Le ee cael tes > —~ ROBERT A. | Foil 341,153 
ee Se wos v see ol seer 2S| fie, Produtts eee. coer 53,165 KAISER MOTORS CORP. 547.062 
JEWEL HOUSE ................ 40,720| Personal Products ’ aes oalhy Face 95,200) Willys Cars 348,152 
150,257 | sewelt INC., J.D. ........... 46,522) Sterile Absorbent Cotton... eel eee ont TA Willys | Trucks 196,188 
9.179 dewcll’s Frees Chichen " / Teh Tooth - mt Cotton ....... 28,483 BO Een? ee 66,940 | Institutional 2,722 
nase] fae Sees Pree Cite os.pes| pen Teel Sr no, 28,787 | JONES & LAUGHLIN STEEL CORP. 49,203 KAISER STEEL CORP. 108.218 
1) fi nag eee =| ee a 2,782| JUDY BOND INC. .............. 47,600 | KANSAS CITY POWER & LIGHT CO. 50.502 
37,103) Jesse Jewell’s Frozen Pies... 11,533| Blem _ *? K | TAee Gee ene LOBES 4 
33,512 hn inte Ga te | I oy ee 43.775 | | KARO cone. , gE edlnds 6 42,302 
un |"ee heme | Gale oo eeeveeceee ec ces ‘++ 32,827) KLM ROYAL DUTCH AIRLINES . 378,623 Motor Cure & Trans-Cun sill 
249046 Baby Room Freshener... pice tlh 72.585 tag oy Pe I a ~~ —— ae cheng 
; MES POC eR ee Seweervecscess ° _ JO 4 Ve Ee 
"Bh ~ Agemcadibhocasneppnbaan PB -1 i eens eeereener 119,917 | KAHN’S SONS CO., E., THE KASCO MILLS we 
12.477 SERSFAPENGRASR EAR 820 SE.” UE ESR GL UW eas ooo caccecce. 220,093! Meat Products ............... 75,520 Kasco Dog Food .............. 56,475 
10,47 
37,833 
32,595 | - as eat 
112,850 | so ae ~ i Me a RR a ee 
74,338 - 
84.091 
36,241 
7,899 
63 f 7 * iQ 
1,173,383 bs e 9 e 2 e 
64, 
CWS f ° 
564 
476,984 
6.626 
8,380 
456,820 | 
5,158 3 
won RAIN é 
179.091 Lots of rain makes plants grow. Must rain ( 
—_ a whole lot on the Chicago Daily News because | 
nds. 
our circulation is growing by leaps and bow ende nt 
53.791 Daily average circulation for the six months The Indep 
172.026 | ending March 31, 1957, was 614,098 . . . an P Ci : 
16.087 citaay Seeeee, Pebenaats Sie eh Serene 600,000 Families . . . Largest Evening Cireg 
127.852 » heavy downpour of sales results. 
55.809 
33.141 
14,077 
by PUBLISHING PRINCIPLE 
13,914 
1.268 
41.316 
ri Independent 
32.098 
102.696 
81,210 o 
169,915 
= Approac wes 
bi Read cts 
ze eaders 
64,966 
46,616 . 
9,182 
= Integrity Pays 
294 . 
— : Bonus to Advertisers 
38,817 : . 
4 Editor and Publisher John S. Knight laid 
aa inciple in 1944. He wanted 
tgs down a simple principle in 1944. 
177,155 z , inted in 
155,386 > i to get the truth and he wanted it prin 
@ q his newspaper. 
eae As such, the Chicago Daily News takes 
; seriously the obligation to be the eyes and 


reporting and in the ads it carries. 


George Thiem, Springfield corre- viously led (J 
spondent of the Daily News, led the Pulitzer Pri 
investigation that resulted in exposure roll scandal 
of the Hodge scandal. Thiem had pre- of Gov. Dv 
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Four Queens Whiskey 
House of Kasser Brandy 
House of Kasser Egg Nog ...... 
House of Kasser Rock & Rye .... 
| Kasser’s 51 Whiskey 
Kasser's Vodka 
esr 
KAYSER, JULIUS & CO. .. « 
Fruit of the Loom Hosiery .... 
Holeproof Socks 
baer 
CED Ok cbdhcaUtdics veces 
SN: 40 vcat deébtn odate 
Gro-Pup Dog Biscuit 
Gro-Pup Dog Food 
Gro-Pup Dog Meal 
Kellogg's All-Bran 
Kellogg's 


Bran Flakes 


KASSER DISTILLERS PRODUCTS CORP. 115,633 
2,627 
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Kellogg's Cereals ............ 94,585, KENNECOTT COPPER CORP. .... 304,432, KIMBALL CO., ©. M. .......... 

; Kellogg's Corn Flakes ........ 35,574| Chase Brass & Copper Co. ...... 4,490| Red Cap Glass Cleaner ....... 

308| Kellogg's Pep & Suyar | Kennecott Copper Corp.-Institutional 299,942! Red Cap Refresh-R .......... 

154; Profied Flakes ........00se00 6,762 | KENTILE INC. | KIMBERLY-CLARK CORP. ..... 

154 Kellogg's Rice Krispies ....... 30,411 PRIN. gcc cccbesoeceescoss. 107,870 | Delsey Tissue & Kleenex Table 
32,838 | Kellogg's Special K .......... 634,608 | KENTUCKY DIVISION OF PUBLICITY 27,823, Wapkins .................:- 
37,791 Kellogg's Sugar Frosted Flakes .. 1,528| KERN FOOD PRODUCTS CO. INC. eee Diem a eg 
41,761; Kellogg's Sugar Pops & Sugar Meat Products .........--..+-. 25.719| Kimberly-Clark Corp. ......... 
ge) CRS re eee 11,454| KESSLER INC., WM. B. ........ 25,981 RRS See ee 
3,315 Kellogg's Sugar Smacks ....... 2,541 | KEYSTONE CAMERA CO. INC. .. 151,048 | KING MIDAS FLOUR MILLS 
21,721 | KELLOGG CO., R. M. ee ree 4 eee re 
39,711 Kellogg's Bird Foods ......... 96,102 Cameras & Projectors .......... 49,999 KING RESEARCH INC. 

1,635,515 | KEMPER APPROVED INSURANCE KEYSTONE MACARONI MFG. CO. ee. aaa ae 
kU eee 332,194| San Giorgio Macaroni Products .. 12,213| KIRSCH BEVERAGES INC. ..... 
12,038 | KENDALL CO. THE ........... 157,273| San Giorgio Macaroni Products & | Kirsch Beverages .....-...... 
66,550| Bauer & Black Elastic Stockings 59,847 Spaghetti Sauce .............. 81,239 Kirsch Club Soda & Ginger Ale 
57,550| Blue-Jay Corn Plaster ......... 6.179| San Giorgio Spaghetti Sauce .... 19,970| Kirsch Ginger Ale & No-Cal ... 
ee © MEE caclelebedesebvcadbeten 72,531 | KIEKHAEFER CORP. No-Cal Beverages ............ 
BEE AMD opt vcccccdshcumese 18,716! Mercury Outboard Motors ..... 210,551! WNo-Cal Ginger Ale ........... 


30,247 KITCHEN ART FOODS INC. 


—=_— 


Newspaper 


Welation in Chicago 


ILY NEWS 


and Suburbs 


: 
- 
- 
- 


” 
' le 
vn investigation that won the 
ve in 1950—for revealing pay- 


Cited for Uncovering Scandal 


oa 


In State Auditor’s Office 


yon its 10th Pulitzer Prize. 
The Chicago Daily News has won 
This time the award was for meritorious public service in exposing fraud in the 


office of Illinois state auditor Orville E. Hodge. 
. oF *. ' 
rustees of Columbia University for “determined we 
courageous public service in exposing a $2.5 million fraud centering in the eae as 
indictment and conviction of the state audito 
auditor of Illinois, resulting in the oe 
others. This led to the organization of state procedures to prevent the recurrence of 


fraud.” 
The award was one among 14 Pulitzer p 


Commenting on its prize, Daily News spokesmen 


THE NEWS was cited by the t 


rizes in letters, journalism and music. 
said the award is a “tribute to the 


« in the state administration 
ight H. Green. 


great staff” that dug out the Hodge scandal. 
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14,921 Py-O-My Mixes .......-.--+5+ 170,399 
15,326 | KIWI POLISH CO. PTY LTD., THE 
1,066,250 Kiwi Shoe Polish ...........- 122,759 
KNIGHTS OF COLUMBUS ...... 327,341 
13,887 | KNOMARK MFG. CO. INC. ...... 107,146 
150,275 Esquire Boot Polish .......... 57,528 
972| Esquire Scuff-Kote .......... 49,618 
901,116 | KNOPF INC., ALFRED A. ...... 179,319 
Borzoi Books ......-+---++- 2,015 
34,611 Knopf Inc., Alfred A. ........ 177,304 
KNOUSE FOODS COOPERATIVE INC. 106,011 
41,766 Knouse Foods Cooperative ..... 1,950 
60,783 Lucky Leaf Apple Juice ....... 11,983 
2,631 Lucky Leaf Apple Sauce ...... 6,982 
2,576 Lucky Leaf Instant Pie Filling . 85,096 
756 | KNOX CO., THE ......0--20e- 392,213 
49,972 Chk cccaccncesndvaneen 290, 
4,848 ewer 102,193 
KNOX GELATINE CO. INC. 
EP ee FNS 385,347 
KNUDSEN CREAMERY CO. OF 
CALIFORNIA... ncccccesces 170,562 
SO ee 578 
Gam Ghee ...s<cebadoeea 36,040 
Cottage Cheese & Hampshire Sour 
LL errr, 1,108 
Gramm GRO i cnd ccusesd¥es 10,090 
Dairy Products .............. 96,754 
Hampshire Sour Cream ....... 15,128 
Oe Ge ‘“nccacbbasdaresdva 1,637 
Dn > shubbbesstideorecesaes 9,22 
| KOPPERS CO. INC. 
| i Ce on pesie naked ee 39,052 
KRESS & OWEN CO. 
Glyco-Thymoline ............ 36,184 
KRETSCHMER CORP. 
ees UD kaian«. caweseacs 74,097 


ALTOONA’S 
$36,000,000 
FOOD SALES 


Prove that for its size 
there’s no better food mar- 
ket anywhere in Pennsyl- 


vania. 


Altoona Shops 

with the Mirror! 

If you would like to sell 
more of your product in 
this able-to-buy market, 
bear in mind that 95.3% 
of Altoona city zone fam- 
ilies shop from the Altoona 
Mirror. That's real king- 
And, the 
Mirror reaches 3 out of 4 
families in Blair County. 


size coverage. 


Whether you are seeking 
a better test market or 
want to expand your pres- 
ent sales, examine care- 
fully the advantages of 
using the Altoona Mirror. 


Altoona 
Mirror 


Altoona Pennsylvania's 
Only Evening Newspaper 


Richard E. Beeler, Adv. Mgr. 
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KREY PACKING CO. .......... 120,121, Barbara Ann Bread ............ eee ee DA Ec ceintic os vk + oa 805 
QUE. BOD ney cenccccccsss 11,567 | Barbara Ann Products .......... 11,688| Lea & Perrins Sauce ......... 59,769 | Imperial Margarine .......... 
eee 108,044 Dr. Peniands Bread .......... 3,057 | LEE CO. INC., H. D., THE SO arr reer ree 
Gallchary Gteth 2... 0c cceeee 510| Figurette Bread ............. 33,266 Lee Chetopa Fees 96,008; Lipton Soups ............... 

KRUEGER BREWING CO., G. ...  -112,270| Hollywood Bread ............ 376,441 | LEE RUBBER & TIRE CORP. 7 OE SG = aoe 
Ale & Beer .. ee 669 Holsum Bread .............. 279,460 . eee eye 60,658 | Lux Liquid Detergent ........ 
i. duesrebsdogse ss ead 111,601 | Holsum Cake ............... 2,306 | LEEMING & CO. =. THOMAS Ree 

KUNER-EMPSON CO. Langendorf Bread ............ 47,930| Ben-Gay anes 492,237 | Pepsodent Tooth Paste ....... 
Kuner’s Vegetables ........... 28,082 | LANOLIN PLUS INC. LEES & SONS co., JAMES — BE CB Babebds Wr évecceceses 

Lanolin Plus Preparations ..... 337,702| Carpets & Rugs ............. J 2 Beer ree 
- LAN-O-SHEEN INC. LEGGETT & CO., FRANCIS H. .... RR” Scene arty ose 
as eae 42,587 Premier Foods .............. 5,617| Stride Tooth Paste ........... 

LACLEDE GAS CO. ............ 121,102 | LA PROVINCE DE QUEBEC ...... 41,136 Premier Frozen Vegetables .... 11,587 eee 

LADY MARLENE BRASSIERE CORP. 47,796) LA ROSA & SONS INC., V...... 121,140 Ok Ee 11,015 Wish Bone Salad Dressing Co. . 

L'AIGLON APPAREL INC. ...... 124,671 Macaroni —" cccodes bend ey SE WET inc sd ascecees 4 ow bberessesseccocesscs cs 

R ALES 115,283 | Pizza Pie Mix .......-...00 . Premier Rice Pudding ........ 6,693 | Products ............e....- 

LANGE TNC — - PE Mthiends uketeedusoees< 14,119 Premier Sauce Arturo ........ 14, 320 | LEVY & SON INC., HENRY | $. 
ee... oe eae ceeeeee 69,499 Spaghetti with Meat Balls ...... 30,395 gg 6,223 | BID cece cccesescccscccess 

LAND @ LAKES CREAMERIES INC. 598,243| LARSEN CO, THE ............ 51,202 | LEHN & FINK PRODUCTS CORP. 55,540| LEWIS FOOD CO. ............. 
ol MPPETTTTITTY |... rte 596,763 Freshlike Vegetables eeveerces 50,209 Di chnesakwoccesccs cece 50,194 Dr. Ross Dog Food .......... 

Oe ay A 1,480 | VeprAll ........-seeeeeeeee 993 Tussy Preparations ........... 5,346| Skippy Cat & Dog Food ...... 

LANDERS, FRARY & CLARK ... 256,615 | LATROBE BREWING CO. LEISY BREWING CO., THE LEWIS HOWE CO. 

Universal Appliances ......... 52,896 | Rolling Rock Beer .......... EF oO ae ; GEE WUE | Meeeidkg nce sececcoess 
Universal Blanket ............ 28,863 | LAVOPTIK CO. INC. | LEONARD REFINERIES INC. ..... 25,431 | LEWYT CORP 

Universal Coffeematic ........ 156,151 OEE ROSNY 40,556 | LEVER BROS. CO. ............ 10,576,501 | Vacuum Cleaner ............. 
Universal Vacuum Cleaner ..... 18,705 | LAWRY’S PRODUCTS INC. ..... 25,057 SE GS kchibhcheccccceges 465.614 | LIBBY, McNEILL & LIBBY ..... 

LANDORF & CO. INC., SAM .... 29,096 | Seasoned Sait thee eeeeceerees 16,510 BP See 343,814 Baby Foods ....... ccc cccnns 

LANGENDORF UNITED BAKERIES Spaghetti Sauce Mix ......... 8,547 MEE, pa easadbcc cosecccsces 20,226 i errr ers rere 

paces owen 261,082 Cammed Meats .........5050:- 


ee rrrerri rrr tT 791,249 LEA & PERRINS INC. ......... 61,155 Good Luck Margarine 


5,671 


SOMETHING 
Y MISSING 


se LIKE CALIFORNIA W/7H/0UT 
; THE BILLION-DOLLAR 


Len. | 
VALLEY OF THE BEES - >. 
= ae: ON ee a) ABLES. 
V Actually, total effective buying income of more than $2.5 billion 

¥ Contains 3 of top 8 counties in gross cash farm 


income in the United States e THE SACRAMENTO BEE 
V Not covered by San Francisco and Los Angeles newspapers © THE MODESTO BEE 
You reap a big crop of profits when you sell all of the nation’s e THE FRESNO BEE 


leading farm state, California — including the productive Inland 
Valley. And coast newspapers simply don’t talk to people in the 
Valley, where people buy and believe their own Bee newspapers. 


y Data Source: Sales Management’s 1956 Copyrighted Survey. 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


_ . 
4K 3 


tm Ge newspaper field, only McClatchy gives nations! advertisers three types of discounts -- beth, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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Frozen Fish Products ......... 7,665 

EE 338,448 

A, ee er 2.754 

Frozen DST eee 36,122 

DUE Cs vobccesccunwes 18,214 

Frozen Vegetables ........... 6,746 

DS ea wes <6-9.6000 os cued 85,478 

COUN > Hh0ecctecnes dees 38,590 

_ ee 5,040 

Eee pers: 117,694 

Mt) whi dcvenss bess founder 47,412 

Products .... 722,260 
LIBERTY MUTUAL INSUR. ‘co. > 290,812 
| LIEBMANN BREWERIES INC. .... 2,085,240 
| Liebmann Breweries Inc. ........ 2,015,227 
| Wheingold Brewing Co. ........ 70,013 
LIGGETT & MYERS TOBACCO CO. 1,755,772 

Chesterfield Cigarettes ........ 566,622 

L & M Cigarettes ........... 1,189,150 
LILY OF FRANCE INC. 

Foundations & Bras .......... 83,622 
LINCO PROD. DISTRIBUTING CO. 68,844 

PD Weto bused bapeccedes 8,586 

ST © bateeed Auseenedec + ow 42,265 

DE necaddnaveanteccees 17,993 
LION INC., THE (GIBBONS 

Des Ghwadats 0 uke ss 49,814 
| Gibbons Ale & Beer 12,606 

i Beer . 37,208 
— co., J. B. 

a Pe 69,415 
UT, BROWN & CO. 

Ce AM Mh ed ose oc me 175,695 
Lo- BEL Se ME bebad iavece oe 27,966 
LOCKHEED AIRCRAFT CORP. .. 81,593 
LOEW'S THEATRES INC. 

Motion Pictures .... ice yt 76,744 
LONE STAR BREWING co. 

DE Sh etenekceed caehens ; 66,756 
LOWE STAR GAS CO. ............ 142,332 
LONG ISLAND LIGHTING co. 45,038 
LONGINES-WITTNAUER WATCH CO. INC. 

Re ‘ 87,219 
COeeeeee Ge, P. on cccccsess 1,607,420 
Kent Cigarettes ...... , 791,568 

Old Gold Cigarettes .......... 811,515 

DD. wacceuedecsegesée 4,337 
LOS ALAMOS SCIENTIFIC LAB. 83,851 


| L. A. DEPT. OF WATER AND POWER 58,501 
| LA. STATE RICE MILLING CO. INC. 

Water Maid & Mahatma Rice .. 25,388 
LOUISVILLE & NASHVILLE R.R. CO. 84,033 
LOWE CORP., JOE 


Pn sactéinatateduceévete 216,146 
LOWENSTEIN & SONS INC., M. . 143,127 
De bb acta rawbdec dees 30,600 
Pacific Sheets & Towels ...... 29,632 


Wamsutta Cases, Sheets & Towels 82,895 
LUCKY LAGER BREWING CO. 


Lucky Lager Beer ..... 36,307 
LUFKIN RULE CO., THE 

Tools & Rules 77,389 
LUFT CO. INC., GEORGE W., THE 

Tangee Preparations .... 29,875 
LUFTHANSA ........... , 78,916 
| LYDIA O'LEARY INC. 
| Toilet Preparations .. 41,089 
LYNN GAS & ELECTRIC co. 28,558 
es 2 eee 201,792 
) » GED Boks obabedeesa 196,827 

Instant Coffee 4,965 
MACMILLAN CO., THE 
Books 154,016 
| MAGEE CARPET co. THE 
| Carpets & Rugs ..... 99.694 
MAGIC CHEF INC. 

Ranges eS 25.219 
| MAGIC MOLD INC. .. 36,165 
MAGNA POWER TOOL CORP 
| Shopsmith Tools .. 71,366 
| MAGNAVOX CO., THE 40,993 
| Radio & Television .... 4,874 

eS 31,585 

Institutional .. 4,534 
MAIDEN FORM BRASSIERE co 455,791 
MAINE SARDINE INDUSTRY 30,810 


Acceptance! 


APRIL CIRCULATION 


up 37.4% 
| Over October ‘56 


Daily Average for 


apit 28,031 


The phenomenal growth A circulation 
in the past six months is evidence of 
ithe growing influence of the State 
Times in Mississippi. 


_ JACKSON, MISS. 


State Times; 


Represented by 
Burke, Kuipers & Mahoney, Inc. 
New York  Chicage Detroit 
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In 1938, bulky, bustling Bill Zeckendorf joined the New York 
real estate firm of Webb & Knapp. Salary: $9,000. Today, he’s 
president—and worth $30,000,000. Through a current LooK 
picture-story, you sit in on the conferences . . . follow the strategy 
... witness the million-dollar deals that have brought awesome 


success to The Awesome Mr. Zeckendorf. 


Look covers big business as it covers the many other facets of 


life in today’s dynamic world—by telling the warm, exciting 


When he closes a deal, 
skylines change... 
millions change hands. 
He’s William Zeckendorf— 


titan of real estate. 


story of the people involved. The people who turn to LOOK are 
interested in that story . . . in finding out what other people are 
doing, thinking, saying, buying. 


Their interest in people is a cogent reason why LOOK readers are 
good customers . . . why, since 1946, LooK has gained adver- 
tising revenue and circulation faster than any other major maga- 
zine .. . why LOOK is such a big, convincing salesman for the 


products and services of American industry. 


CIRCULATION OVER 5,200,000 LOOK the exciting story of people 
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From Battle Creek Survey... 


R.O.P. Color Boosts Ad aa, - To 120% 


Split-Run Test 
Conducted For 
Kraft Foods Company 


BATTLE CREEK—On March 
1, the Battle Creek Enquirer 
and News conducted a special 
split-run, full-color readership 
test of a Kraft Foods ad. The 
test was made in cooperation 
with Sawyer, Ferguson, Walker 
Co., the newspaper’s represent- 
atives. 

Resulting survey figures 
showed that full color in news- 
poe ads increase readership 

70% to 120%. 


Every other newspaper off the 
press contained the full-color 
ad featuring Kraft DeLuxe 
Cheese. The alternate popes 
carried the identical ad in black 
and white. 

The survey was made by 
Publication Research Service of 
Chicago among 300 women 
readers. 

Results of this true split-run 
test offered conclusive proof of 
the added impact of full-color 
R.O.P. advertising. A break- 
down of the various parts of the 


ad showed the following results: 
4 Color Ad- 

Baw Color vantage 

Reamine 38% GI be 


Advertisement 


Robert Davis, product adver- 
tising manager at Kraft, said, 
“In my personal opinion the 
test certainly endorses the use 
of full-color when budgets and 
other situations permit.” 

Additional details concerning 
this test can be obtained from 
Sawyer, Ferguson, Walker of- 
fices in New York, Chicago, 
Detroit, Philadelphia, Atlanta, 
Los Angeles, San Francisco, or 
Seattle. Or, write to the Gen- 
eral Advertising Dept., En- 
quirer and News, Battle Creek, 
Michigan. 


MANGELS, HEROLD CO. ....... 
8. Breer re 
King Fluff & King Starch 
i ry ererrrr 
serra ro 

MANHATTAN SHIRT CO., THE . 

MANISCHEWITZ CO., B., THE .. 
SED . ws Koa ceccesevesccese 
SE WEED. caddececoscecese 


0 PES TT Te 
MANUFACTURERS LIGHT & HEAT 
MARBORO BOOKS ............ 
MARCALUS MFG. CO. INC. ..... 

Kitchen Charm Waxed Paper ... 

Marcal Napkins 

. Peres 

Marcal Tissue & Towels ....... 
MARTIN TRAVEL BUREAU... 
MARTINSON & CO. INC., JOSEPH 

ee GE -badkascsceccte 

Aborn’s Instant Coffee 

domar Instant Coffee .. 

Martinson’s Coffee ........... 
MASLAND & SONS, C. H. 

Carpets & Rugs ......... 
MASTIC TILE CORP. OF AMERICA 
Matico Tile Flooring ......... 

MATSON NAVIGATION CO. 

Steamship Transport 
MAYBELLINE CO., THE 

PERE woaaSestecwaceecane 
MAYER & CO., OSCAR 

Meat Products 


WEE inscdcceacdesecacenssss 
Dryers & Washers ........... 
Ranges 
Refrigerators 


eee eee ee ee eee eee eee 


When Baltimore’s Harbor Field was 
first opened in 1941 it was a fine Air- 
port—for DC-3’s. Today it is obsolete. 


Baltimore’s new Friendship 
Airport, designed for the Jet 
Era, has landing strips up to 
2 miles long. 


oe re 
| a 
Courtesy Dept. of Aviation 


To Sell The New Baltimore, Use The Paper 
More Than Half The New Baltimore Reads! 


When a Boeing 707 Jet recently broke 
all records from West Coast to East Coast 
in 3 hours, 48 minutes, it chose to land 


at Friendship Airport. 


Baltimore, you see, has kept pace with 
progress. Baltimore Has Changed! There 
are new Shopping Centers all over town! 
Beltways! 
People! New buying habits! New read- 


One Way Streets! 


ing habits, too! 


For example—more than half of Balti- 
more’s families today read the News- 
Post. ABC figures confirm this story. Yes 


New 


—Baltimore Has Changed. If you’re not 
already “‘on-the-beam,” to the Baltimore 
Market, through the pages of the News- 


Post, may we suggest that you too change 


—to the News-Post. 


Penn nsil 


First in the Heart of Maryland 


Advertising Age, June 3, 1957 
36,831 DT .. 40 teekeketeuabakon > 456,942 
27,302 DD dv waankseeiutateeds 22,496 
4,697 | McALEER & CO. INC., E. J. .... 179,286 
1,327 Mrs. Paul's Frozen Dinners .... 3,797 
3,505 Mrs. Paul's Frozen Fish Products 132,552 
99,860 Mrs. Paul's Frozen Foods ..... 11,466 
46,300 Mrs. Paul's Frozen Vegetables 31,471 
19,096| WcCALL CORP. ...........0008 643,841 
15,765| McCall's Magazine ........... 525,524 
8,143 McCall's Patterns ........... 19,040 
. lS Berens 99,277 
37,615 | McCULLOCH MOTORS CORP. .... 61,945 
Se GE. eo cecccnencescccsenes 897 
a rere 25,961 
23,736 | ae \skkheadasecnibabedveene 35,087 
6,795 | McDONALD MFG. CO., A. Y. ... 30,697 
38,173 | McGRAW-HILL PUB. CO. INC. .... 231,936 
20,223 McGraw-Hill Book Co., Inc.— 
38,435 SE. “Sebcdsoscedccece 221,219 
99,072 Whittlesey House ............ 10,717 
12,729 | McGREGOR-DONIGER INC. 
14,556 i ota 6 osekhkes oa 87,700 
53,387 | McILHENNEY CO. 
18,400 PE TD. wececsntoccces 104,621 
McKAY CO. INC., DAVID 30,938 
70,238 | McKESSON & ROBBINS INC. ... 574,228 
MD kebalbccepsdncceengace 18,271 
102,790 Chapin & Gore Whiskey ....... 285,162 
Martin's V.V.0. Scotch Whisky . 168,512 
76,998 Neo-Aqua-Drin 2... ccc ce ccue 18,224 
ee rr 24,079 
78,817 Ron Carioca Rum ........ ... 2,875 
Ron Rico Rum .........6655. 35,450 
634,833 Surin Ointment ...........5. 2,597 
643,538 SEED (inns ena ciaee kee 19,058 
73,093 | McLAUGHLIN & CO., W. F. 64,551 
29,465 Manor House Coffee .......... 38,947 
15,873 Manor House Instant Coffee 25,604 
45,669 | MEAD JOHNSON & CO. 
Pablum Baby Foods .......... 135,696 
MECHANICAL — INC. 
Mini-Supercharger ........... 39,879 
MEDLEY DISTILLING ‘co. INC. 45,548 
Five Brothers Whiskey ........ 3,194 
Hannah & Hogg Vodka ....... 966 
Hannah & Hogg Whiskey ...... 23,636 
Medley Brothers Whiskey ...... 10,877 
Mellow Bond Whiskey ........ 1,935 
Wathen’s Whiskey ........... 4,940 
MEGOWEN EDUCATOR FOOD CO. 33,674 
Megowen-Educator Crackers .... 26,849 
Salerno-Megowen Crackers ..... 6,825 
MEGS MACARONI CO. 
Pa. Dutch Macaroni Products .. 30,871 
MENWNEN CO., THE ........... 292,343 
Baby Preparations ........... 195,675 
Pn Saas céViccccecsess 80,689 
Toilet Preparations .......... 12,623 
eee ee 3,356 
MENTHOLATUM co., . re 263,103 
MERCHANTS GREEN STAMPS .. 25,130 
| MEREDITH PUBLISHING CO. 
| Better Homes & Gardens ...... 420,195 
MERIT CLOTHING CO. INC. .... 34,697 
MERIT GREETING CARD CO. . 83,118 
MERKEL INC. 
FR, . Pare 26,187 
MESSNER INC., JULIAN . 34,370 
METAL TEXTILE CORP. 46,294 
| Be Ge. .nasccconscecé ae 7,831 
Golden Fleece .. 2... cc ccccuue 38,463 
METROPOLITAN EDISON CO. ... 26,597 
METROPOLITAN LIFE INS. CO. . 254,859 
METZGER DAIRY CO. 
Sl. |.benendnedeawescs anaes 142,815 
MEXICAN GOV. TOURIST BUREAU 25,006 
MIAMI INFORMATION CENTER 70,803 
MICHIGAN BELL TELEPHONE CO. 188,997 
MICHIGAN BULB CO. .. 235.649 
MICHIGAN CONSOLIDATED GAS co. 148,016 
MICHIGAN MILK PRODUCERS ASSN. 25,597 
MICHIGAN MUTUAL LIABILITY CO. 76,511 
MICHIGAN-OHIO NAVIGATION CO. 49,143 
MICHIGAN PEAT INC. ........ 59,250 
Baccto Potting Soil .......... 2,872 
Cyr arr 56,378 
MICHIGAN-WISCONSIN PIPE CO. 30,355 
MIDLAND PHARMACAL CORP. 
Seug Denture Cushions ....... 86,097 
MILADY FOOD PRODUCTS INC. .. 27,659 
Frozen Olintzes ............. 25,971 
Frozen Blintzes & Frozen Potato 
>> 1,688 
MILANI FOODS INC., LOUIS ... 109,376 
| Charcol-Lit ... » dade 346 
De Cisco Garlic Dressing aobees 4,422 
| 1890 French Dressing ......... 89,196 
| Milani’s ee 4,304 
Milani’s Italian Dressing ...... 11,108 
MILES LABORATORIES INC. 325,710 
RPG. Secseseccescccce 312,159 
SD. GED Secdsdccccscece 13,551 
MILK FOUNDATION INC. ...... 161,753 
MILLER BREWING CO. 
RS 793,196 
MILNER PRODUCTS CO. ....... 37,433 
Perma-Starch .. 2.6.66 6cceccune 17,720 
PUGS cccecctcccecccceses 19,713 
MILNOT CO. 
Wins GR seine vcéiccsecacs 132,912 


1% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 


Gives you in The 
Haverhill ABC 
City Zone 


No combination of outside papers 
will give adequate coverage 

1. Retail Sales—$51,926,000 a new high. 

2. Food Sales—$17,885,000 a new high. 

3. World Shoe making center. 

4. Western Electric Co., Mfg. center. 
The trading zone ap oy of 
110,488 is covered by the 
HAVERHILL GAZETTE 


Nationally Represented b) 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principo! odvertising centers 


Pe 
G Mclaughlin 
Ado. Mgr. 
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©@King Features Syndicate 


LOOK WHO’S GOT BOTH MARKETS ON HIS HANDS! 


All-forgiving, always hungry, whimsical Wimpy — 
the world’s best loved hamburger eater! His friends, 
both grownup and teenage, number in the millions! 


And numerous as they are, they have billions of 
dollars to spend! They’re richer now than at any 
other time in history. They comprise a pair of markets 
that spends almost all the money in America! And 
their best pal is Wimpy. 


Every Sunday, they read about Wimpy in the comics 
—and also about all the other wonderful characters 
in PUCK, The Comic Weekly. Surprisingly enough, 
the average Sunday comics page is read by more men, 
more women, more teenage boys and girls than the 
pages of either local magazine sections or national 


magazine supplements! That’s why it’s true to point 
out that Sunday comics offer advertisers two markets, 
the adult and the teenage. 


But this is only one of the many newly proved facts 
in a great new study, “Basic Patterns of Sunday 
Newspaper Readership.” 


You ought to see the whole study. But even more 
important, you ought to keep your eye on Wimpy. 
He’s the super-salesman for your product — and the 
place he can go to work for you is in PUCK, The 
Comic Weekly. Advertise to both great American 
markets at once in PUCK. And as leading advertisers 
have been proving for years, you'll find that it’s 
actually very economical! 


See the new study for yourself. The booklet, “Basic Pat- 
terns of Sunday Newspaper Readership” (prepared in 
consultation with the Technical Committee of the Adver- 
tising Research Foundation) covers studies in Baltimore, 
St. Louis and San Francisco. Separate studies, #4 for 
Detroit and #5 for Washington, D. C., are also ready at 
this time and will be mailed upon request. Address the 
Plan and Research Dept. of PUCK, The Comic Weekly 
— or ask your PUCK Representative. 


THE COMIC WEEKLY 


63 Vesey Street, New York 7, N. Y. 
Hearst Bidg., Chicago 6 « Hearst Bidg., San Francisco 3 
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MILWAUKEE GAS & LIGHT CO. .. 

MINNEAPOLIS GAS CO. ....... 

MINNESOTA MINING & MFG. CO. 
Scotch Cellophane Tape 
Undersea! 
Institutional 


MINUTE MAID CORP. 
Hi-C Beverages ............-- 
Hi-C Grape Drink 
Hi-C Orange Drink ........... 
Hi-C Orange & Grape Juice .... 
Hi-C Party Punch 
Minute 
Minute 
Minute 
Minute 
Minute 
Minute 
Minute Maid Lemonade 
Snow Crop Frozen Foods ...... 
Snow Crop Frozen Orange Juice .. 
Snow Crop Frozen Vegetables 

MISHAWAKA RUBBER & WOOLEN 
MFG. CO. 


Se Oe ee eens 


: ges counts . 5 nt hae 


Maid Frozen Foods .... 
Maid Frozen Lemon Juice 
Maid Frozen Malted Mix 
Maid Frozen Meat Prod. 

Maid Frozen Orange Juice 


An Wisconsin the aia ° 


The Below News Jone! 1 BELOIT NEWS 
2: ppg At AR AND 

: JANESVILLE 
GAZETTE 


speaking, every family in 
T. BREWER GEO. W. GR 


Metropolitan Rock County 
subscribes to one of these two 
GRESSMAN 
“SeLorT, wis. JANESVILLE, A 
EMerson 5-881! PLeasant 4-331 


MISSISSIPPI SHIPPING CO. INC. 
Delta Line 


| MONARCH WINE CO. INC. 
Manischewitz Wine 
Monarch Wine ..........655. 
MONDO GRASS CO. ........... 
MONONGAHELA POWER CO. .. 
eg | a MACHINE 
Ce, Bee eesoccecvccccescecs 
“MONSARTO CHEMICAL CO. 
All Detergent 


MINNESOTA POWER & LIGHT CO. 


Maid Frozen Pineapple Juice 


MISSISSIPPI POWER & LIGHT CO.. 


111,737 
49,162 
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...And TELEGRAM & GAZETTE 
Circulation is , at an All Time High 


9]. 9% INTENSIVE 


COVERAGE 
WORCESTER COUNTY 
Duily 159,881 


(SUNDAY, 106,881) 
(A8C Audit Bec, 31, 1956) tks 
A ‘Must’ Market | 
in your New England 
sales picture 


jn Metropolitan Worcester County Market 
Nass. 1957 SALES STORY... Ten Year Growth 


Population 581,500 UP 17% 
Families 169,000 UP 27% 
Retail Sales $636,221,000 UP 57% 
Grocery Sales vecccccccmennne  $157,654,000 UP 34% 
Ec. a b $987,269,000 UP 80% 
General Merchandise ........ $ 60,442,000 UP 18% 


Drug Store Sales .. $ 20,540,000* 


Source: Soles Monagement Survey of Buying Power May, 1957 
Drug Soles (All Outlets) $25,100,000 


UP 53% 


Seen eeeeesereeerene 


The Worcester 


TELEGRAM ano GAZETTE 
WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


Advertising Age, June 3, 1957 


Be GER « c ciws so cccsssacve 68,202 

lS & Serer at: 151,948 

Monsanto Plastic Housewares 98,545 

Monsanto Plastic Products 13,876 

Monsanto Wall Tile .......... 2,930 

ND .  cdxnad baeteccs 21,874 
MONTAMOWER DISTRIBUTING CO. 

Blitz Burner & Montamower ... 74,745 
MOORE & CO., BENJAMIN 

Benjamin Moore Paints ....... 39,423 
MOORE-McCORMACK LINES INC. 52,228 
MORRELL & CO., JOHN ........ 1,052,384 

Morrell Meat Products ........ 204,764 

Red Heart Dog & Cat Food 1,356 

Red Heart Dog Food ......... 846,264 
MORRIS, PHILIP, INC. ........ 5,975,055 

Marthboro Cigarettes .......... 2,403,139 

Parliament Cigarettes ........ 734,181 

Philip Morris Cigarettes ...... 2,172,823 

Spud Cigarettes ............. 912 
MORRIS CORP., NORMAN M. 

Omega Watches ............. 89,870 
MORROW & CO., WILLIAM 

SN. Mile Ken yee sosceeneds 32,774 
MORTON SALT CO. ........... 28,333 
MOTOMATIC CO. ........-.655. 77,031 

Hi-Speed Car & Home Washer 51,394 

Moto-Matic Brush ........... 25,637 
MOTOROLA INC, .........005- 584,611 

i ) Bhbidemhane nee couesst 241,949 

Radio & Television ........... 8,907 

Tape Recorder .......-.s000> 1,287 

TORRID occ cnccccccccccasecs 306,118 

—— Suocecoesecceds 4,960 

DIED. dancdbecedctessttacn 21,390 
MOUNTAIN STATES TELEPHONE & 

TELEGRAPH CO. ........+5. 77,218 
MOUNTAIN VALLEY WATER CO. 

Mineral Water ..........655- 72,284 
MR. BOSTON DISTILLER INC. .. 63,807 

Old Mr. Boston Brandy ....... 858 

Old Mr. Boston Bronze Label .. 2,217 

Oid Mr. Boston Egg Nog ...... 413 

Old Mr. Boston Vodka ........ 37,116 
| Old Mr. Boston Whiskey ...... 12,754 

SER ee 10,449 
MRS. BAIRD’S BAKERIES INC. 

Bread , 5% 97,158 
MRS. LAVELLE. CHRISTMAS 
7) EE “dcviccvcescse 32,708 
MUELLER CO., C. F. 

Mueller’s Macaroni Products 154,032 
| MURRAY CORP. OF AMERICA, THE 427,233 

A 192,984 
| Easy Washer-Dryer ........... 234,249 
| MUSSELMAN CO., C. H. ....... 69,395 
i err 53,911 

SE. Ghpaspes cceycetoces 3.292 

DS cunaeeuts0sveceakee 3,157 

Pie _- evabdtbeeencsves 6,961 

PD davdldsbwoedstesoose 2,074 
MUSTEROLE ik WD. etebes cans 465,842 
i I Bes Po oa ie seks 257,407 

SD a dénisoulh sbdkevnee0ccbe 208,435 
| MUTUAL BENEFIT HEALTH & 

ACCIDENT AGBM. ........55- 965,667 
MUTUAL BENEFIT LIFE INS. CO. 29,485 
MUTUAL SHOE CO. ........... 32,796 
| MYSTIK ADHESIVE PRODUCTS 72,520 

Serer eer ree 64,855 

SEED. emah cc duededvnne chi 7,665 
ge 117,621 
| umber Jack Syrup .......... 16,425 

Nalley’s Beef Stew ........... 2,804 

Walley’s Chili Con Carne ...... 5,928 

Nalley’s Corned Beef Hash 4,740 

Nalley’s Mayonnaise ........ 7,466 

Nalley’s Potato Chips ........ 5,681 

Walley’s Products ........... 42,234 

Nalley’s Salad Dressing .... 1,670 

EET 16,421 

Praise Salad Dressing ........ 4,073 

Tang Salad Dressing ......... 10,179 
NARRAGANSETT BREWING CO. 

i \siemael-soerbenes0eee ve 114,573 
NARRAGANSETT ELECTRIC CO. 326 
NASH FINCH CO. 

Bb rence 726 
| NASSAU, BAHAMAS, DEVELOPMENT 
2g < Serene 236,966 
| NATIONAL AIRLINES INC. ..... 1,384,476 
NATIONAL BISCUIT CO. ....... 4,281,819 

Donald Duck Bread .......... 298 

Dromedary Mixes ............ 805,458 

Milk-Bone Dog Biscuits ....... 285,940 
| WMilk-Bone Dog Biscuits & Pal 
BB (Perea 106,673 
| Millbrook Baking Products 42,582 

W.B.C. Bread ......ccccecccees 5,765 

Nabisco Cereals ............. 71,089 

Nabisco Products ............ 25,770 
| Nabisco Rice Honeys & Wheat 

SD. Maeabusetesssbaceese 172,168 
Nabisco Shredded Wheat 238,459 

National Biscuit Crackers ..... 2,326,382 
a 45. eee. 2, 

PUP GES Scccebesscsceve 198,861 
NATIONAL BOARD OF FIRE 

UNDERWRITERS, THE ...... 91,779 
| NATIONAL BREWING CO. 
| Bohemian Beer .............. 295,687 
NATIONAL CRANBERRY ASSN. 383,516 

Ocean Spray Cranberry Juice Cocktail 34,994 

Ocean Spray Cranberry Sauce 348,522 


| NATIONAL DAIRY PRODUCTS corp. 7,107,153 
Breakstone’s Cottage Cheese ... 312,025 


Breakstone’s Cream Cheese .... 


NORTH CAROLINA 
New Bern is the buying center of Craven 
County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern's only news- 
paper will cooperate in building sales for 
you. 

REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in oll principal advertising centers 


3,093 
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81 
Breyer’s Ice Cream ..... ssses 110,589) Vat 69 Scotch Whisky ........ 109,909 NATIOWAL SUGAR REFINING CO., | Par-T-Pak Beverages ......... 9,466; Nestle’s Products ........-.-. 25,201 
Brown’s Velvet Cream Cheese . ET eS a Re Teer 107,148 Royal Crown Cola ........... 314.959| WNestle’s Quik .......----+04s 100,034 
Brown's Velvet Ice Cream ..... 27,300} White House Apple Sauce ..... 68,188 heeunints Sugar 15,430, Upper 10 Beverages .......... 11,402 | Nestle’s Semi-Sweet spares : ame 
Brown’s Velvet Milk .......... 2,646 | NATIONAL HOMES CORP. ........ 68,416| Jack Frost Sugar ............ 59,058 NELSON & SONS, THOMAS Swiss Knight Cheese .....---+ 22,396 
Chapman's Ice Cream ........ 1,501| NATIONAL OATS CO. .......... 90,660| Quaker Sugar .......-----.-. SORT UME : dc Mishantesddésesss- 50,315| Wispride Cheese Spread ....... 5,456 
Clover Dairy Products ........ 5,357| 3 Minute Grits .............. 813| NATIONAL TRAILWAYS BUS SYS. 254,154 NEPERA CHEMICAL CO. INC. 397,865 | NEUHOFF PACKING CO. ....... 34,843 
Cloverleaf Dairy Products ..... 11,008| 3 Minute Oats .............. 15,507 | NATIONWIDE MUTUAL INS. COS. 778,174| Amahist. .... 2... 0.0.0.0 000. 27,951! Neuhoff's Meat Products ...... 29,645 
Cloverleaf Dry Milk .......... 5,953| 3 Minute Oats & 3 Minute Popcorn 8,894 | NATURAL GAS & OIL RESOURCES Anahist ..... 369,914! Old Hickory Meat Products .... 5,198 
Cloverleaf Milk .............. 13,104| 3 Minute Popcorn ........... 23,069| COMMITTEE ............... 34,847 NESTLE CO. INC., THE ........ 3,319,632 NEW BRUNSWICK TRAVEL BUREAU 47,147 
Cracker Barrel Cheese ........ 334,391| 3 Minute Quick Oats ......... 13,219 | NECCHI SEWING MACHINES i re Oe 604,993 | NEW ENGLAND CONFECTIONERY CO. 
Detroit Creamery .............. 1,275| 3 Minute Quick Oats & Raisin Oats 14,601) SALES CO. ........-+-+.--++- 116,164 — Nescafe 1,645,219 | Candy Cupboard Chocolates .. 100,051 
Franklin Creamery ........... 4,440 3 Minute Raisin Oats ........ 5,624 Elna & Necchi Sewing Machines 71,819 Nestea we 22,563 | NEW ENGLAND ELECTRIC SYSTEM 26,627 
Fro-Joy Ice Cream ........... SOG0) GES abinckes Uoccvsiecs 8,933| Necchi Sewing Machines ...... 44,345 | Nestle’s Brown Gravy Mix... 17,844 NEW ENGLAND TELEPHONE & 
General Ice Cream Corp. ...... 3,007 | NATIONAL SELECTED PRODUCTS INC. BORE ME, wens Meek ys case. 512,332 Nestle’s Chocolate a 4,268 TELEGRAPH CO. ........... 122,047 
Hi-Land Butter ............. 1,108| 7-Minit Frosting ............ 99,978| Nehi Beverages ............. 162,305 Nestle’s Chocolate Bars . 79.688 W. J BELL TELEPHONE CO. ... 198,704 
Hi-Land Cottage Cheese ...... 1,849| NATIONAL STEEL CORP. ...... 52,472| Nehi Chocolate Drink 3,505| Nestle’s Cookie Mix ..... 96,344 | NEW MEX. STATE TOURIST BUREAU 43,544 
Hi-Land Dairy Products ...... 1,495| National Steel Corp. ......... 38,927| Nehi Ginger Ale ....... 4,511| Nestle’s Eveready Cocoa 103,311 NEW MOON HOMES INC. 
Re ee 4,259| Stren-Steel Corp. ............ 13.545| Nehi Orange Drink ........... 6,184 —Nestie’s Instant Coffee 525,361, Mobile Homes .........5..+. 34,620 
 s.. ae 642,230 | 
Kraft Cheese Spread ......... 53,002 | 
Kraft Cheeses ............... 280,409 | 
Kraft De Luxe Margarine 118.111 | : 
sc". fs WITHIN YOUR REACH 
® ED on dateeces evs see 85,980 
Kraft Fruit Salad ........... 58,546 
‘ Kraft Handi-Snacks .......... 35,531 
Kraft Jellies & Preserves ...... 249,243 
" @ yee sweetpeipesper 69,247 
- Kraft Marshmallows .......... 225,764 
te Kraft Mayonnaise ........... 391,883 
a RP asa es 604,279 
Kraft Old English Cheese ...... 7,540 | 
Kraft Orange Ade ........... 122,196 | 
Kraft Orange Juice ........ 333,207 
Kraft Orange Juice & Ade 27,291 | 
Kraft Party Snacks ........ 118,920 
Oa 72,141 < « P chs 
Kraft Swiss Cheese ........... 334,899 
Miracle Whip Salad Dressing . 9,410 
Muller's Dairy Products ..... 2,028 | é 
Parkay Margarine ........ 432,798 ¥ 
Philadelphia Cream Cheese 170,966 | 
Wiech Galry Ce. ........... 388 | | 
Sealtest Buttermilk ..... 61,174 
Sealtest Cheese & Milk . 1,327 
Sealtest Chocolate Drink .... 69,017 
Sealtest Cottage Cheese 341,935 
Sealtest Cream ........ 61,231 
Sealtest Dairy Products 92,769 s 
Sealtest Egg Nog ..... 64,146 
Sealtest Ice Cream ..... 395,356 | 
Sealtest Lime Freeze ....... 1,269 
EN oa, oe ame 242,073 
Sealtest Skimmed Milk 19,937 | 
Sealtest Sour Cream 16,331 | ws” 
Sealtest Whipping Cream ...... 141 
Sheffield Farms ........... 4,670 
ay Southern Dairies Products ..... 37,121 | (oO U Ts ! D E ° F Cc H l Cc A G 0) 
Supplee Cottage Cheese ....... 1,214 | : 
" Supplee-Wills-Jones Products 5,391 | — 
Velling Ten Cream ccccccccces 1,206 if 
. \_ Ree 348,064 ag 
nasiene, DISTILLERS PRODUCTS | 4 
Cll ae pom diiats 4 8,628,760 | . ee" — : : 
Setters Club Bourbon & Partners . Not only is Rockford the No. 1 City in Illinois (outside Chicago), 
a 302,316 e . 
Bellows Club Bourbon Whiskey . 159.689 y but it is a concentrated market which can be easily reached and 
a Partners Choice Whiskey 406,029 | * d d -" . di th R kf. d 
nd & Lillard Whiskey ...... 230,646 ne medi e ockior 
Bourbon De Luxe Whiskey ..... 413,891 . completely covered by advertising in one a, 
Catto’s Scotch Whisky ...... 14,832 : i . i i 
oy in Gane Re Morning Star and Rockford Register-Republic. Below you will 
Crab Orchard Whiskey 25,739 : isti 
ee $48,797 | find briefly stated some of the statistics on the Rockford market. 
a ia es ee Rockford’s remarkable growth in population and industrial pro- 
Hill & Hill Whiskey ......... 024 | , : : : : : 
Sel Gann Whiskey oa — duction is creating more income, and resulting in greater sales 
National Distillers Products 11,264 . 
Old Crow Whiskey ..... 1,457,039 each month throughout the metropolitan area. 
Old Dover Whiskey .... 93,611 
, Old Grand Dad Whiskey 581,571 
Old Hermitage Whiskey 134,482 
Old Log Cabin Whiskey 142,544 CITY OF ROCKFORD Sate O00 nae 
Old Overholt Whiskey ....... 143,724 | ILLINOIS outside Chicago 
Old Sunnybrook Whiskey ...... 972,263 (not using multiple 
Old Taylor Whiskey 654,106 Machine Tool Producti Sad to Word county figures). This re- 
PM Whiskey ....... 651,904 | Postal Savings 13th in USA 
Ren Merite Rum .......... 303 Geete the economy end 
"ere 3,631 Dept. Store Seles 1956 Greatest goin in Illinois stability of the entire 13 
Effective Buying Income 47th in USA county Rockford Market 
ABC. City Lone 134,488 of a HALF MILLION 
A.B.C. Retail Trading Lone 441,222 PEOPLE! 
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And Oh, So 
ISOLATED! 


That's New London— 
with average retail sales 
per family a full 76% 
above the State average. 
Similarly, Furniture sales 
are 119% higher, and 


Automotive Sales a big 
(SM ‘57 


132% higher. 
Survey). 

Cover this isolated 
66,547 ABC City Zone 
at low cost through THE 
DAY, New London's only 
local daily. 


Che Bay 


NEW LONDON, CONNECTICUT 


National Representatives: 
GILMAN, NICOLL & RUTHMAN 
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ROCKFORD MORNING STAR 


FF te 
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. FuPrcmanxatin 
ROCKFORD 


AT THE TOP IN ILLINGIES 


Always: 


al 


AT THE TOP OF YOUR LIST 


REPRESENTED NATIONALLY 8Y 


4 


AND REGISTER-REPUBLIC 
PASSED 90,000 DAILY CIRCULATION IN APRIL 


With these two daily newspapers 
you get not only complete circulation 
of this rich urban market, but also 
excellent coverage in 13 counties 
of Northern Illinois and Southern 
Wisconsin. Full color press facilities 
are popular. National color linage r = 
was up 139% in 1956 over 1955 a a 
in Rockford. 


BS Pea a 


- ROCKFORD MORNING STAR 
Rockford Register-Republic 
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Gust Out / 


NEW 
MARKET 
DATA 


STUDY 


“It's a fabulous story" 


4 ladepandent. Newspapers Produced im the ane PI int 


Represented Mationally by Cresmer & Woodward, Inc. 


Tucson Magwaganers, Ane. > 


Write For Yours 


| NEW ORLEANS PUB. SERVICE INC. 


yy ML in 


In the Mid-South tradi 
reach 625% wr 
the 62 cities 
population 


ng ares. you 


or mar 


Great Day In The Morning 
-.-and Evening Too! 


Yes, it's a great day all day for those advertisers who hitch their sales wagon to 
the double-teamed sales power of CAPS. 

Here is responsive dominant circulation in a great and growing two-and-one- 
half billion dollar market—tenth in the nation . . . first in the South in wholesale sales. 


Put it in CAPS 


THE 


OMMERCIAL 


PPEAL — 


MEMPHIS 


CIMITAR 


We said dominant—and this is what we 
mean. 100%, plus home coverage of Memphis, 
and 62.5%, of the homes in the 62 trading cities 
of 2500 population and over that make up the 
Mid-South empire. 


Two Dailies and The South's Greatest Sunday 
Newspaper Combined Daily Circulation 350,536 
—Sunday Commercial Appeal 262,906—(ABC 
Publisher Statement 9-30-56) 


Advertising Age, June 3, 1957 


61,328! Norelco Electric Shaver ....... 77,997 
NEW YORK CENTRAL SYSTEM ... 1,284,260 NORTH CENTRAL AIRLINES 36,273 
NEW YORK LIFE INSURANCE CO. 169,154 NORTHAM WARREN CORP. 626,841 
|N. Y., NEW HAVEN & HARTFORD Cutex Preparations ....... 400,186 
| RAILROAD  , a 67,551 Dn cenaeo ene ait ses 226,655 
| New England Transportation Co. 1,346 | NORTHEAST AIRLINES INC. 56,485 
| am New Haven Railroad ......... 66,205 | NORTHERN ILLINOIS GAS CO. 27,288 
. eee 98,458 | NORTHERN INDIANA PUBLIC 
_ YORK SHIPBUILDING CORP. 44,805 os Fee 56,507 
| are 41,372 NORTHERN WATURAL GAS CO.. THE 41,757 
New York Shipbuilding Corp. . 3,433 | NORTHERN PACIFIC RAILWAY CO. 111,782 
| N.Y. STATE DEPT. OF COMMERCE 112,073 | NORTHERN STATES POWER CO. 175,036 
| NEW YORK TELEPHONE CO. 692,960 | NORTHROP, KING & CO. . 63,750 
| NEW YORK TIMES, THE ..... 322,070 NORTHWEST AIRLINES INC. . 776,430 
NEWMAN & SONS INC., I. NORTHWESTERN BELL TELEPHONE 
Sarong Foundations .......... 41,788 CO. ‘ = = 
NIAGARA FRONTIER TRANSIT NORTON r co. ‘INC., Ww. wo ‘ 249 
DE, HS . 666bescceccec: 27,265 NORWEGIAN AMERICA LINE AGENCY oy 
NIAGARA MFG. & DIS. CO. 47,013 Norwegian America Line . 36,122 
Niagara Massage ........... 8,358 | NORWEGIAN CANNING INDUSTRY 
Thermo-Cyclopad sw... . 38,655 Norway Sardines ......... <a 36,530 
ARIZON A NIAGARA MOHAWK POWER CORP. 133,911| NORWICH PHARMACAL CO., THE 371,663 
NICOLAY-DANCEY INC. PT Sitenccnapetndied «Xt 118,948 
New Era Potato Chips ........ 53,361 ih? ib na cada dienes 94,957 
| NOLDE py 42,634 Norwich Aspirin ............. 67,134 
OTE. «rec eendeees 36,979 De . avenesaséneedes 16.942 
SL MEE? "9 bu bG60h.bg sos 0uharcas lll Se ee 3,463 
ce i el od wns 1,956 0 7,743 
| NORFOLK & WESTERN RAILWAY CO. 156,356) ell Hemorrhoidal 
Norfolk & Southern Railway ... 17,275 | Suppositories .............005- 62,476 
Norfolk & Western Rrilway ... 139,081 uOXrEmA CHEMICAL co. 
NORTH AMERICAN ACCIDENT INS. Preparations ...........4.. 486,513 
CO. OF CHICAGO ............. 38,287 
NORTH AMERICAN AVIATION INC. 323,238 oO 
WORTH AMERICAN COS. ....... 263,837 
Insurance Co. of North America 101,342 
| Worth American Companies 162,495 saKrone CO., THE .. 25.092 
NORTH AMERICAN PHILIPS CO. INC. Se Sees Om ........ 35.967 
Blue Ribbon ow Products 3.766 
Blue Ribbon Pies .......... 6,079 
OAKITE pasoucts INC. 
nT (<6 0eUtdubeBedues eos? 43,320 
OCEAN HIGHWAY ASSOCIATION . 31,121 
SY ES SS Sn vdeaeassee 3,059 
Frozen Fruit Pies .... 4,379 
Frozen Meat Pies ... 1,270 
Frozen Meat Products 7,276 
a Ba , 1,710 
Froze ry Products sateas 28,424 
OERTEL parwane Co. INC. 
ar. advehedbceene s 143,098 
OHIO BELL TELEPHONE co. 213,244 
OHIO EDISON CO. ..... 105,530 
OHIO ELECTRIC COS. ..... 37,714 
OHIO FUEL GAS CO...... 35,655 
OIL WEAT INST. OF AMERICA 25,897 
0-JIB-WA MEDICINE CO. 
0-Jib-Wa Bitters .... 52,904 
O'KEEFE & MERRITT CO. 
; O'Keefe & Merritt Ranges ..... 38,975 
PS OKLAHOMA WATURAL GAS CO. 38,734 
e In Memphis you OLD AMERICAN INSURANCE CO. 91,032 
° OLD DUTCH COFFEE CO. INC. 
reach 100%/, plus Botte RF 29.939 
OLD READING BREWERY INC., THE 
Beer 37,032 
OLIN MATHIESON CHEMICAL CORP. 248.953 
Olin Mathieson Chemical bene 6,537 
Plantrons =§. ; 156.967 
Squibb & Co.. E. R. ‘ 12,816 
Squibb Milk of Magnesia: 1,924 
Sun'N’Surf .. 62,593 
0 F ae 8.116 
OLIVE TABLET CO., THE. 
Dr. Edward's Olive Tablets 85,448 
— BREWING CO. 
sabes 256,702 
euerea LT. " SILVERSMITHS 136,484 


Community Silver 80.078 


Oneida Silverware ._. 56.406 
ONTARIO TRAVEL BUREAU (CAN.) 30,090 
ORAL 8B CO 

Oral B Tooth Brush . 27,933 
ORANGE-CRUSH CO 31,456 

Old Colony Ginger Ale . 4.615 

Old Colony Root Beer ..... 1,704 

Orange Crush ‘ 25,137 
OREGON TRAVEL INFOR BUREAU 74,620 
ORE.-WASH.-CALIF. PEAR BUREAU 47,394 
ORIENT LINE 

Steamship Transpor 71,379 
ORTLIEB BREWING ce. ‘HENRY G. 

2S errr 64,962 
OSTREX CO. ..... 64,283 
OTARION, INC. ....... 25.725 
oTIs agen INC. 

£.£.0 241,344 
oureeane MARINE ‘ MFG co 341,591 

Buccaneer Outboard Motor 370 

Evinrude Outboard Motors ..... 50,289 

Lawn Boy Mower 91,088 

Sea Horse Outboard Motor 199,844 
OUTDOOR ADVERTISING INC. 64,027 
OWENS-ILLINOIS GLASS CO. . 376,349 
| OXFORD UNIVERSITY PRESS INC. 62,832 
OZARK AIR LINES bakhee os 28,249 
PABCO PRODUCTS INC. 160,567 
| Linoleum ..... 125,429 

Va. suveess 16,198 

Products ..... 18,940 
PABST BREWING co. 1,392,270 

Eastside Beer 70,438 

Hoffman Beverages 314.678 

Old Tap Beer ..... 17,891 

Pabst Beverages 121,047 
| Pabst Blue Ribbon Beer 868,216 
| PACIFIC COAST PAPER MILLS oF 

WASHINGTON INC. 66,178 

M-D Tissues 99,746 


aocay a MOUNT 


Business Is Better Than Ever... in 
NORTH CAROLINA 


Per Comey Retail Sales........ $6192. 
Per Family Food Sales........ 
| Per Family Drug Sales........ 
| One of we nine largest cities in the 
| State. Sell in this rich market through 
advertising in one medium offering com- 
plete coverage. 


FREE! New Grocery Route List 
| available to manufacturers and distributors 
THE TELEGRAM—Evening and Sunday 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Advertising Age, June 3, 1957 7 
RM sina .d. 66,432 | PENINSULAR & OCCIDENTAL STEAMSHIP | Schweppes Beverages : , 24,098; Lejon Vermouth .............. pS oe AR ae ee 60,603 
PACIFIC EMPLOYERS INSUR. CO. EB | BE ico 00 00 ccneee teas «4 48,054 Schweppes Quinine Water ...... Ss I wns vacn cx o0sp0rs0e. 79,958 | R. D. X. & Zarumin .......... A 
PACIFIC GAS & ELECTRIC CO. . 218,700 | PENNSYLVANIA ELECTRIC CO. . 25,623 | PERK DOG FOOD CO........ 38.755 PFAFF AMERICAN SALES CORP. | Serutan 22... cece eee eeesees as 
PACIFIC HAWAIIAN PRODUCTS CO. PENNSYLVANIA INDUSTRIAL DE- Perk Dog Food ....... Seees 34,070, Sewing Machines ............. 34,361) Sominex .... 0... 0 0s see e cerns ae 
ete Pah... cre tsetse. 216,871| VELOPMENT AUTHORITY ...... 25,569, Vets Dog Food ...... é‘ 4,685 | PFEIFFER BREWING CO. | Sominex & Zarumin ........ au 
PACIFIC MERCURY ELECTRONICS PENNSYLVANIA MUTUAL LIFE INSURANCE | PET MILK CO. ........... SS i ie eee err poe “Sa See r 
BD: on ion cava thi ke CORe! GSS . bins neck vodixd. &- 39,245| Golden Key Evaporated Milk ... 22,249 | PFEIFFERS FOOD PRODUCTS INC. PHARMACO INC. ............. 240,796 
PACIFIC MUTUAL LIFE INSUR. CO. | 107.295| PENNSYLVANIA POWER & LIGHT CO. 136,520, Pet Dairy Products .......... 20,761 Chef Salad Dressing ........ 42,827 | ChOOr 2... eee ee ee eens aoe 
PACIFIC NORTHERN AIRLINES INC. 46,755 | PENNSYLVANIA RAILROAD, THE 191, “Aa? | Pet Ice Cream ...... ore 12,856 pruaah & CO. INC., CHAS. ...... 71,569| Feen-a-Mint ........ 25, 
PACIFIC NORTHWEST BREWING | PENNSYLVANIA THRESHERMEN & FARMERS| Pet Milk ..... ; d 1,444| Bonadettes ...... 43,404; Medigum 9c tant op 5,875 
co. oe, eee, » 26,847| MUTUAL CASUALTY INSURANCE CO. 56,283 Pet-Ritz Frozen | ae 45,541| Candettes .......... - SEET) MEE. c0+thanate eke s+svae 109,352 
PACIFIC POWER & LIGHT CO. . 66,649 | PEOPLES GAS LIGHT & COKE CO. 359,910 | Pet Sherbert ............ OE eee 9,520| Products ........ ion 97,967 
PACIFIC TELEPHONE & TELEGRAPH PEOPLES NATURAL GAS CO. ... 38,095 | Sego Evaporated Milk ...... 36,700 | PHARMACEUTICALS INC. ...... 443,761 | PHILADELPHIA BULLETIN ..... 36,695 
re oe pe 311 | PEPPERIDGE FARM INC. ...... 38,292 Sego Ice Cream ........... 1,995| Geritol ..... Od bowed 117,722 | PHILADELPHIA ELECTRIC CO. . 188,301 
PACKARD-BELL CO. Bakery Products .......... 1,069 | Sego Milk & Ice Cream dee 19,792! Geritol & Serutan ..... 36,392 | PHILADELPHIA GAS WORKS ... 103,924 
Packard-Bell Television ....... SED: SE cc scaceceenevesis Pe 4,901 PETERSON OINTMENT CO Geritol-Sominex & Zarumin .... 2,085 | PHILADELPHIA TRANSPORTATION CO. 37,465 
PACQUIN INC. RF Sa 32,322 Peterson's Ointment ...... ; 50,970 Geritol & Zarumin ........... 33,650 | PHILCO CORP sianemnaie 714,393 
Pacquins Preparations ..... , 630,461 | PEPSI-COLA CO. ...........55. 2,699,739 | PETRI WINE CO. ........ eee ee ee oes 259| Air Conditioners ............. 18,550 
PAGE DAIRY CO., THE ........ 55,794) Pepsi-Cola .......-.- 0.0.00 2,502,208 | Italian Swiss Colony .. 2,011 | WNiron & Serutan .......... 4,763| Dryers & Washers ............ 8,534 
Cottage Cheese ........ : 3.924 — 
Egg Nog ..... 363 
Ice Cream 3,120 
ne 18,057 
a eae 30,330 | 
PALAZZOLO CO., ANTONIO ..... 27,219 
Delmonico Dumplings ........ 61 s 
Delmonico Foods ............ 11,748 
Delmonico Macaroni Products .. 15,410 | : oO in a aSuan 
PALM BEACH CO. .............. 179,661 | 


PAN-AMERICAN COFFEE BUREAU 92,425 | 
PAN AMERICAN WORLD AIRWAYS 1,334,910 | 


DUE «wp abbdcewaeasecscccce 69,858 

Pan American—Grace Airways .. 179,389 | 
Pan American—Grace & Pan 

American World Airways ...... 57,776 | 
Pan American World Airways .. 1,027,887 

PANTHEON BOOKS INC. ....... 41,428 | 

PARAMOUNT DISTILLERS INC. 40,451 | 
Brandies & ae rr 5 6,102 | 
Dds addae 6nék0 sss covéotnl 3,115 | 
Rock & Rye 1,106 | 
Ge + eee 29,321 
DT. ost bébneadieees 6s 

PARAMOUNT PICTURES CORP. 

Motion Pictures ............. 27,312 

PARISIAN BAZAAR | 
Liquid-Nail : 

PARK & TILFORD DISTILLERS ‘CORP. son.ass | 
Harvey's Wines .... »s 19,750 | 
Kentucky Bred Whiskey amin , 104,412 
Mr. Park & Mr. Tilford Whiskey 2,911 | 
Mr. Tilford Whiskey .......... 14,505 | 
Park & Tilford Bottle In Bond | 
FV eS 1711 
Park & Tilford Old Bond Whiskey 2,088 
Park & Tilford Private Stock Whiskey 36,814 
Park & Tilford Reserve Whiskey 307,315 
Park & Tilford Whiskies ...... 11,989 

PARKER PEN CO., THE 
Se. Pere 34,402 

PARMET CO., JOSEPH, THE 
One Wipe Dust Cloth .......... 86,346 

PASCAL CO. INC. 

SE «ba dnepesecs eae 44,869 

PATON CO. INC., JOHN G., THE | 
Golden Blossom Honey ........ 51,269 | 

PATRIOT LIFE INSURANCE co. 207,535 

PATTERSON-SARGENT CO., THE | 
Paints 26,066 

PATTI-ANN FROCKS INC. ....... 76,048 | 

PAXTON & GALLAGHER CO. 

Butter-Nut Coffee ......... ; 91,815 

PEARL BREWING CO 
Beer nbrsiseeddbeaeses bade 126,672 

PEARL-WICK CORP. 

Pearl-Wick Products .... a 39,535 
PEARSON PHARMACAL ‘co. INC. . 41,906 | 
GD “cn cecoecabebeansaess 7,533 
Pemeee GHGD svasdccccccccs 34,373 

PEASE WOODWORK CO. INC. 

... B..... Breen rere 54,215 

PEAVEY CO., F. H. 

V-10 Bread Beh 58,995 | 

PENICK & FORD LTO. INC. beeeec 289,208 | 
Brer Rabbit Molasses ........ ‘ 72,484 | 
Brer Rabbit Syrup ........... 7,202 | 
Davis Baking Powder ..... 13,295 
My-T-Fine Pudding & Pie Filling 94,352 
Swel Frosting Mix ............ 43,902 
Vermont Maid Syrup .......... 57,973 


NEVADA 


Nevada has “everything-plus” to make 
it one of America’s most profitable 
markets for advertising investment. 
The “everything” includes the na- 
tion's most dynamic, fastest growing 
population; America’s highest per- 
capita spendable income; and the 
country’s top per-capita retail sales 
including food, drug, automotive and 
other consumer goods sales. 

The “plus” is comprehensive store- 
level merchandising of product adver- 
tising. Special trade calls and mail- 
ings, newspaper publicity, television 
demonstrations, in-store displays, and 
many other special services are avail- 
able to advertisers in these Nevada 
advertising media. 

For a complete list of available mer- 
chandising services, see your nearest 
Western Dailies or John E. Pearson Co. 
office, or write one of these basic 
Nevada advertising buys .. . 


LAS VEGAS — | 


IEW-JOURNAL ® KORK-AM 
KLRJ-TV_from 


concentrate 


your advertising in 


THE DALLAS MORNING NEWS! 


The | eS of Agriculture (iertae) FO ODD a 
has proved: $2,000 to $2908....... $22.54 
THE HAVE-MORES QAoSivccscs ane 


EAT MORE... . oats meso Pe Cl ae cae 
TT 98,000 en 99,008.........2) AS 39.23 
AND BE ER! messi Over 


U. S. Department of Agriculture, 
Household Food Consumption Survey, 1955 


DALLAS NEWS READERS have more, spend more, 
and there are more of them! 59.7% of The News’ Dallas circula- 
tion is concentrated among families in the upper and upper-middle 
income brackets. Add to this the buying of The News’ 92,000 
subscribers in the out-of-town Dallas Market, in which 91,000 
non-residents have active charge accounts in one or more Dallas 
Charge-Plate stores. 

It’s a long-standing custom that Dallas-buying North Texans 
look to The News to guide their in-Dallas purchasing. They account 
for 36.8% of Dallas’ retail sales——- 23.4% of Dallas’ food sales! 
With The News’ 20% larger circulation and this more selective, 
quality coverage of the entire Dallas Market, you’re bound to SELL 
MORE when you CONCENTRATE in THE DALLAS NEWS! 


ONLY THE DALLAS NEWS 
COVERS THE 
BIGGER DALLAS MARKET 


CRESMER & WOODWARD, INC. - National Representative 
New York Chicago Detroit Atlanta Los Angeles San Francisco 
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SE chbscseasshscdsandee 2,790 Mother's Best Flour . 12,829 Aunt Jemima Corn Bread Mix .. 5,771 Mother's Oats & Quick Mother's Oats 93,543 
SP er SD, ate ai Da 4,228 Aunt Jemima Flour .......... 17,216 Puss’n Boots Cat Food ........ 792 
| Phonograph ........ 0.06.00, 5,419 Secret Home Permanent 11,214 Aunt Jemima Frozen Pancakes & Waffles 22,112 QU NED cevccddcdeciicee 341,608 
SP 15,683; Spic & Span ........ 255; Aunt Jemima Grits ........... 8 ee ae 31,502 
Radio & Television ....... 70,941 Tide .. 502,843 Aunt Jemima Pancake Mix ..... 43,058 Quaker Qats Cookie Mix ...... 4436 
Ranges wabar 4,957 Velvet Blend ..... 39,689 Aunt Jemima Products ........ 613 Quaker Oats & Quick Quaker Oats 129,336 
Ranges & ‘Refrigerators eeecuas 3,761 We bees py Aunt Jemima & Quaker Corn Meal nae Quaker Rice Flakes ........... 22,157 
PE sicsisswesvincet 48,681 ear 2, BE absoensnddebceuba soe ct 1,310 Quaker Sugar Puffs ........... 15,739 
Refrigerators & Television ..... 3,420 Institutional 9,294 . SS § ere 25,539 Quick Ken-L-Meal ............ K Ae 
Television pee 370,300 . "areas 23,516 2. Pee 17,368 Quick Mother's Oats .......... 4,315 
| ear 78,900 | PRODUCERS’ DAIRY Co. Flako Products .............. 26,978 | Quick Quaker Cereals ......... 2,705 
Washers & Dryers ey eee 6,241 ES 34,981 Flako Spoonbread Mix Raa thads 1,937 Quick Quaker Grits ........... 1,018 
Sr 76,040 | PRODUCT PICTURES INC. ...... 54,641| Fiakorn per 112,764 Quick Quaker Oats ........... 84,874 
PHILLIPS PETROLEUM CO. PROGRESSIVE FARMER, THE 29,284; Ful-O-Pep Feeds 116,508 | QUALITY DAIRY CO. 
rn: [Gee osceduweweuaur 1,446,058 | PROVIDENCE GAS CO. ....... 100,234 Ken-L-Biskit 134,305 Quality Dairy Products ..... 100,271 
PIEDMONT AVIATION INC. PROVINCIAL PUBLICITY BUREAU, Ken-L-Meal ........ 1,042 | QUALITY IMPORTERS INC. 166,289 
“RRP RS Te 126,069} QUEBEC CITY, CANADA ...... 812) Ken-L-Ration 741,805 | Ambassador Scotch Whisky 43,959 
PIEDMONT NATURAL GAS CO. .. 62,121 | PRUDENTIAL INSURANCE CO. OF GGEMIIEERS cc cccvecsccneca’ 220,076 | Old Bushmills Whisky ........ 7,476 
PIEL — AMERICA, THE ....... 2,203,603 
a 179,916 | PUBLIC SERVICE CO. OF COLORADO 86,587 
| mene S PROPRIETARIES INC. . 57,496 | PUBLIC SERVICE CO. OF NORTHERN BAe 
| Dr. Pierce’s Favorite Prescription if = aR 203,740 ‘ 
Dr. Pierce's Golden Medical Discovery  23,755| PUBLIC SERVICE OF NEW JERSEY 298,140 es 
Rt 4! pee i ae 3.428 Z > MERIDEN-WALLINGFORD 
| PILLSBURY MILLS INC. ....... 2,969,334) Gas & Electric Service ......... 254,716 y Oe ee 
| Ballard Biscuits ............. 52,601 | PUBLICKER INDUSTRIES INC. 2,005,438 5 ’ 
— by | Tok ‘a ; * p4me 0 “~— Cavalier Vodka ...... 262,060 . _ Fr CONNECTICUT S 
ills iscuits ... . Charter Oak Whiskey ....... 320,541 sana ’ 
2nd Globe A-1 Flour ............. 13,112] Continental Distilling Corp.-Products 52,524 2 — BULL S-EYE MARKET 
Globe A-1 Macaroni Products .. 1,551 County Fair Whiskey ......... 5,513 A ae | 
Globe A-1 Pancake & Waffle Mix 3,300 Embassy Club Whiskey ........ 150,562 ° 
Ma k ft Mit Cake ......-.... eee eee 254,783 Haller’s County Fair Whiskey 94,793 
, r e Pillsbury’s Biscuits bppesea sens = Haller’s Srs. Whiskey . 7,035 ’ 
Pilisbury'’s Biscuits & Ro ix J Ki Gold a : ES 11,465 . . 
$183,448,000 Pilisbury’s Brownie Mix ........ 2,887 vo 4 ee. 2,518 ou an t $s is 
. . Pilisbury’s Cake Mix .......... 1,077,462 Kinsey Silver Whiskey 53,178 
(1956 Retail Sales) Pilisbury’s Cake Mix & Frosting Mix 1,751 Kulov Vodka ........ 1,978 
Pillsbury’s Cookie Mix ......... 66.330| Old Classic Whiskey |. 17,904 ok 
Pilisbury’s Feeds ........... 2.025 Old Hickory Whiskey 610,333 
Pilisbury’s Flour ............. 10,193 Petrushka Vodka ........ 2,777 
Pilisbury’s Flour & Cake Mixes 1,660 Philadelphia Whiskey .... 399,390 ’ / 
Pilisbury’s Fresh Dough ....... 3,927 Publicker Products 12,867 
Pillsbury’s Frosting rete yy PURE OIL CO., THE ...... 922,922 . 7 
Pillsbury’s Icebox Cookies 0,8 Anti-Freeze ........ 29,343 ecti 
Pilisbury’s Mills 7.250 re 15,798 ve u ncome 
Pilisbury’s Mixes ........ 2,186 Gasoline & Oils 859,208 
Pillsbury’s Pancake Mix Gi Gee os a 7,175 
Pilisbury’s Pie Crust Mix .. 36,201 Institutional ..... 11,398 ° 
Pillsbury’s Products 980,086 PUREX CORP. LTD. 679.928 90% of the total ABC circulation of the Record and 
Pilisbury’s Roll Mix 303 Biue Barrell Soap 1,126 | Journal is concentrated in = ii ford 
PILSENER BREWING CO. Blu-White ........ 180,651 the Meriden-Wellingferd rec. 
Pe Oy GN 6 cw as.cc coe 53,388 Old Dutch Cleanser 1,562 
| PINEX CO. INC. THE... 49.540| Parex Products 12,096 Fair warning: Hartford and New Haven newspapers 
ED SE. obs une dae bh siete 16,810} Sweetheart Soap 484,493 
~ apheew 32.730 PURITAN SPORTSWEAR CORP. THE do not cover this area. Only The Record & Journal provide 
| PINKHAM MEDICINE co.. “LYDIA E. 461,22 Tow-Hue Sweaters ... 53,891 | “ ’ ” 
| peemeee paws C8. ouTnan te. can't miss” penetration of this rich market. 
Products ........ 101,393| Klutch ........... 31,730 °S. M. ‘57 Survey 
PITNEY-BOWES INC. renee SONS, G. P. 
Postage Meter ..... |. — “er sarenes 47,135 | : 
PITTSBURGH BREWING CO. 101.876 | PYRAMID RUBBER CO. THE 37,973 | The Meriden 
Iron City Beer 79,822 | Evenflo Nipples 5,556 
Oide Frothingsiosh Ale ..... 6,067 Evenflo Nurser ........ 32,417 | 
 D pescollsteanentig si | RECORD & JOURNAL 
Z PITTSBURGH PLATE GLASS CO. 357,767 
Glassfloss Air Filter .......... 25.458 Q MERIDEN, CONNECTICUT 
s Pittsburgh Paints ......... 298,631 Netono! Representatives 
* i asa 33,678 | Gilman, Nicoll & Ruthmon 
sae ' PLANTERS NUT & CHOCOLATE co. 55,348 QUAKER OATS CO., THE ..... 
34 on 's Planter’s Oil yee 11,319| Aunt Jemima Bread Mix 
i ‘ Planters Peanut Butter 12,481 | = ssihpinaiag 
y Planters Peanuts 1,260 | 
. * me Planters Products ..... 30,288 
7 Prize PLASTONE CO. INC. 92,620 
Plastone Auto Polish 13,620 | 
j Winnin Turtle Wax Polish 79,000 | 
‘ ital g PLOUGH INC. ... 945,096 
pet Sad : Black & White Products 14,320 | 
‘ Bs i C-2223 2,867 | 
@® Fastest (i 3.932 
Mexsana 105,678 | 
7 Mistol Mist 113,847 
‘1 Moroline .... 15,667 
% Mufti Spot Remover 8,421 | , 
; —apheclie = ILLINOIS 
= (aes 59,111 
- i nettesovrencees 33,676 
, Rereation Tooth Power ‘san 2nd BIG MARKET 
Revelation Tooth Powder 5,271 
, St. Joseph Aspirin ... 507,335 Roo < 
St. Joseph Nose Drops 29,583 » 
— St. Joseph Products .. 8,876 j * 
PLYMOUTH BUILDERS CORP 57,291 | -~ 
le POCONO MOUNTAINS VACATION 
: Aa ee QR 26,869 >} 
: POIRETTE CORSETS INC. .. 60,785 ) a 
POLK MILLER PRODUCTS CORP. 195,401 | ; - i 
? Sergeant's Cat Flea Powder .... 19,435 } | 
Publisher's Statements for 6 na pF ny be _ Bath 24,393 - . 
mon. end. 3-31-56—3-31-57 Sergeant's Scratch Powder . 63,165 eS 
Daily Sun. Sergeant's Skip-Flea Shampoo & Soap 52,226, ox : aie 
. 1957 Tot. Paid 13342 12815 | Sergeant's Sure Shot Worm Capsules 27,522 a A 
1956 Tot. Paid 11572 11193 | Soamane conenT neue —e nad METROPOLITAN CONSUMER TOTAL 
LA K Mi 5 
pe GAIN 1770 1622 PORTLAND GENERAL ELECTRIC CO. 45,238 (eutside Cheage) POPULATION a ee 
Daily Sun. POTTER DRUG & CHEMICAL CORP. 
1957 Apr. Aver. 14060 13465 Cuticura Products ....... : 206.644 
pA acapella AR wt “PRATT-LOW PRESERVING CO 25.049 Ist PEORIA 781,600 $548, 784,000 $390,837,000 
2. publisher. PRENTICE-HALL INC. ...... 87,702 | 2nd DAVENPORT-ROCK 773,108 516,413,000 318,232,000 
oh ee ices as ISLAND-MOLINE 
! PRINCETON KNITTING MILLS INC. 84,979 3rd ROCKFORD 180,200 387,477,000 250,292,000 
PROCTER & GAMBLE CO., THE 7,141,885 4th SPRINGFIELD 146,200 264,478,000 201 648,000 
— SS Soe —_— Sth DECATUR 112,700 711,354,000 155,296,000 
American Family Flakes ..... 30,487 
American Family Products 40,264 . . $7 
Big Top Peanut Butter 506.471 (Standard Rate & Data Extimates 1/1/57) 
Biz Liquid Detergent 18,843 
Camay Soap .... 633,692 
a Detergent Pa % 00d tndion word for and nationally, out of 201 metropolitan areas, 
ja! Gece. 10.021 Peoria ranks 72nd in population . . . 68th in 
Crest Tooth Paste 996,133 Peoria area meaning “land consumer spendable income . 64th in total 
aa Crisco 50,455 retail sales. One newspaper saturates the area .. . 
_ 1 1 ~ Peoria Journal Star with coverage of 98.0% ratio- 
Quneen Wines Brownie Mix 8 442 to-homes. 100,000-plus circulation reaches a rich 
Duncan Hines Cake Mix ..... 990,435 13-county area ... low premium R. “ -P. full color 
Duncan Hines Cookie Mix ..... 39,983 electric-e e controlle 
Duncan Hines Mixes .......... 78,256 q days ? week, y 
Duncan Hines Muffin Mix ..... 35,549 
Duncan Hines Pancake Mix ..... 78,607 
Duncan Hines Roll Mix ....... 39,561 | ~ 
reer Serra 16,066 
ee. Se 1s eoria journal Star 
Gleem Tooth Paste ....... 180,606 
a Gee otatcuvesteede cs 4,218 
Jif Peanut Butter ........ 41,114 affiliated WIVvH ‘ard-Griffith Co., National Reps. 
MEI ices nabdakivese died 625,548 | . with w : 
Lava Soap swEnndcdieuseckees 59,760 | 
Mother's Best ‘Corn Meal bsece 1,765 ' 
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. _s oe oe 
White Heather Scotch Whisky .. 52,941 | 


R | 


RADIO CORP. OF AMERICA 


61,913 | ROKEACH & SONS INC., 


Borscht 
Gefilte 
Soup: 


err 


Products 


2,441 2 ROMAN CLEANSER CO. 


34,812 | 
3,190 


Fire-Starter Fuel 
—. Accessories 


6,304 _Lighte 
23,721 | ROOTES. ‘woTors INC. 


1,597 Hillman Cars .....-666655- 
245,260! Sunbeam Cars ......--..-.5.. 
79,625 | ROSITA PRODUCTS CO. INC. 
165,635 Frozen Foods ........-.. 
116,742 Mexican Foods .............. 

1,716 DD sosneneeusbboones ee 
110,881 | ROX PRODUCTS CO. 

4,145 rare 
28,184 | ROYAL-McBEE ‘CO. 

13.412 | Royal Typewriter 
14,772 | RUBINSTEIN INC., HELENA 
220,465| Reduce Aid .......--.- 
13,211 | Toilet Preparations ..... 


RUPPERT, JACOB 
Knickerbocker Beer .. 
RUSTAIN PRODUCTS 
Rustain Products ............ 
Zud Cleaning Compound 
RUST-OLEUM CORP. 
RUTHERFORD FOOD CORP. 
Hy-Power Chili Con Carne ..... 
Hy-Power Frozen Tamale Pie ... 
Hy-Power Products 


Mothers Friend 
Neurabaim .... 
| ees 


Juices 


Vegetables 
Products ... cn nee ee cceceees 
SABENA BELGIAN WORLD AIRLINES 
SACRAMENTO MUNICIPAL UTIL. DIS. 
SAFECO INSURANCE CO. OF AMERICA 
SAGNER’S SONS INC., A 
SAN FRANCISCO BREWING CORP. 

Burgermeister Beer 
SANDURA CO. INC. 
GOmBWE occ cnc ctdvveseccsccce 
SAUER CO., C. F. 
Duke’s Mayonnaise ..........-++ 
Duke’s Products ............+6> 


National Broadcasting Co. 34,519 ee ae 
RCA Television & Air Conditioning 13,317| Cleanser... soe ee eee eeeees 
RCA Victor Phonograph ....... 90,448| ROMAN MEAL CO. ............ 
RCA Victor Phonograph & Radio 14,588 Baking Products ............. 
RCA Victor Phonographs & Records 36,454) Bread ....- eevee sevens 
RCA Victor Products .......... 145,823; Cereal ....... 1... 0s 
RCA Victor Radio ........... 85,829 | ROMAN PRODUCTS CORP. 
RCA Victor Radio & Television . 31,703| Frozen Pizza ........... 
RCA Victor Records .......... 284,218 | Frozen Ravioli ........ 
RCA Victor Television ........ 1,653,418 | RONSON CORP. 
RCA Victor Tubes ............ 17,147| Electric Shaver ........ 
Radiomarine Corp. of America .. 1,511 
re 32,878 
RAINIER BREWING CO. 
rr 104,353 
RALSTON PURINA CO. ......... 532,266 
“ah pperrae 527.960 | 
EO ae 4,306 | 
RAMO-WOOLDRIDGE CORP. .... 27,983 | 
RANDOM HOUSE INC. ......... 186,344 
Modern Library ........... 11,126 | 
Random House, Inc. .......... 175,218 
RATH PACKING CO., THE } 
is ESE 856,526 
READERS DIGEST ASSN. INC. ... 1,269,422 | 
Condensed Book Club ....... 380,168 | 
SE brik ca hb sauteed 889,254 | 
READY. TO-BAKE FOODS INC. 170,045 
8 OO O—eaeer 164,597 | 
Puffin Pie Crust Mix ........ 5,448 
REARSON CO... THE ........00- 133,711 
a 44,279 
Bondex & Dramex ........ 34,990 
Ss Mi ciadieahes eevee vue 54,442. 
RECIPE FOODS INC. ......... 68.733 | 
Bennett's Chili Sauce ......... 19,004 
Bennett's Prune Juice ........ 4,212 
DREMEL Bdbahededns>oecce 45,517 
RED SCISSORS COUPONS 89, | 
RED TOP BREWING CO....... 104,877 | 
Barbarossa Beer ...... 1,193; 
Red Top Ale . 1,856 ; 
Red Top Beer 101,828 | 
REDDI-WIP INC. 
PE, “Visbesscecsegadee 60,662 
REEVES BROS. INC. | 
Ci wkenn ss detnhe uae 25,200 
REGAL PALE BREWING CO. 
Regal Pale Beer .... , 31,700 
REGINA CORP., THE 
Regina Polisher & Scrubber .. 37,089 | 
REILY & CO. INC., WM. B. 154,522 | 
Luzianne Coffee .... 68,929 | 
Luzianne Coffee & Instant Coffee 25,861 
Luzianne Instant Coffee 59,732 
RELAXACIZOR INC. ....... 60,522 
RELIANCE MFG. CO. 
Wearing Apparel ........... 33,524 
RENAULT SELLING BRANCH INC. 
Pee 57,039 
RENFIELD IMPORTERS s Serr 1,495,075 
Burke & Barry 7 Years Old Whiskey 693 
Gordon's Gin ..... 664,629 


Haig & Haig Five Star Scotch Whisky 405,124 


King William IV Scotch Whisky $1,493 
Martini & Rossi Vermouth ...... 104,889 
Martini & Rossi Wines ... 48,158 
Melini Wines ........... 13,853 
Old — ad 0 3.699 
ED. - x vesuseéude sé 172,537 
RENNEL ‘con? 
Concentrate ........... 65,667 | 
REPUBLIC AVIATION CORP. .... 102,854 


REPUBLIC HARDWARE & SUPPLY CORP. 


Garden Supplies ....... 35,829 
REPUBLIC STEEL CORP. ...... 141,338 

DED Danbbeendeccccadecce 5,98 

ee 135,357 
RESINOL CHEMICAL CO. 

rr 138,405 
REVCO INC. 

Freezers & Refrigerators ..... 30,921 
REVERE CAMERA CO. 33,155 
Pee 1,120,259 

—_— TTTT tit 712,648 

gneeeeeceecooen 407,611 
REXALL DRUG CO. ....... 768,111 

SEE. bbb ecrdceccnscdecce 146,646 

SEE 9906840606625 6440060 112,749 

DT ..abhisensdseoces oes 508,716 
REYNOLDS METALS GR ccossecs 262,652 

Eskimo Pie ........... 7,536 

Reynolds Do-It Yourself Aluminum 63,274 

Reynolds Wrap ........ : 191,842 
REYNOLDS TOBACCO CO., R. J. 6,517,893 

Camel Cigarettes ............. 2,136,268 

Cavalier Cigarettes 729,374 

Salem Cigarettes ........ 1,506,277 

Winston Cigarettes getecnn 2,145,974 
Ge GR cc eccccccces's 68,085 

PTT TTT eee 16,958 

Rheem Water Heater ......... 22,480 

Rheem Wedgewood Ranges . 28,647 


RHODA LEE INC. 

Blouses 29,582 
RICE INC., WILLIAM DE sétedien 25 
RICHFIELD OIL CORP. OF CALIFORNIA 

Gasoline and Oils .... 351,477 
RICHFIELD OIL CORP. OF N. YY. 


Gasoline and Oils ........ 192,446 
RICHMOND-CHASE CO. 180,269 
Diet-Delight Foods ........... 100,351 
Heart's Delight Fruit Nectars .. 79,918 
RIGGIO TOBACCO CORP. 
Regent Cigarettes . 144,569 
RINEHART & CO. INC. 
BE ape eevesidecvesccoeses 56.265 
RITTER CO., P. J. ........ 44,144 
BE avccdccccscesuenss 16.766 
GHD ce kvcccccccccscees 4,849 
Chili Sauce Relish ....... 16,697 | 
—— BD. 600600 cbs00d0 1,339 | 
Wh thsenessnns Obb0ee 4,493 
RIVAL MPACKING MTT ETT Ee 242,860 | 
Get FORE cocvccccvccecs 16.049 
i Tee 226,811 | 
ROBERTS — co. 
Dairy Products .........0655. 28.066 


ROCHESTER GAS & a co. 

ROCKNOLL NURSERY . 

ROCKWELL SPRING & AXLE co. 
Timken Heaters 


Timken Silent Auto. Heating Equip. 14,844 | 
ROCKWOOD & CO. ............ 37,403 | 
Chocolate Bits . 2... ec eceeens 6.408 
BO WBE cccsvccccess 30,995 | 


yes! Gomethig HAS Hapemud: in, Pitaturgh! 


‘How Soft is Loud? 


a | 


age and Lo for low cost. — & 
of course, to the Post-Gazette. Why not 
put them to work for you! 


You don’t have to shout to influence men with Post-Gazette advertising. 


Men read the Post-Gazette, believe in it and react to ads they see in it. 


It reflects men’s styles, and carries more clothing advertising than any 


other Pittsburgh daily. Continued proof that . 


ittsburgh Post-Gazette 


Fastest- Growing Newspaper in America’s 8th Market 


2 REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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9,709 455 47,230 
1,963 1,184 55.569 
29,413 Ss 91,505 : 
|) ee. 2 29,810 
114,757 | S. Saf Maal bis Ware’ 94,163 67,726 
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Duke's Salad Dressing .......... 9,833 | SCANDINAVIAN AIRLINES SYSTEMS 377,178; Rams Head Ale & Valley Forge | Beer 8,261| Old Stagg Whiskey ............ 439,480| Frozen Vegetables ............. 13,635 
Sawer's Products .............. 20,642 | SCHAEFER BREWING CO., F & M Valley Forge Beer . 73,560| Pebbleford Whiskey ............ 10,785 | SEALY INC. 
SAVANNAH SUGAR REFINING CORP. aS, oo nis 0.6 0'9's ROE 678,040 | SCHENLEY INDUSTRIES INC 7,365,790; Roma Wine...... steeereeenees 16,549) Sealy Mattress .............. 239,732 
Dixie Crystal Sugar 75,606 | SCHEIDT BREWING CO., ADAM .. 108,042| Amite: ............ 115,393; Sam Thompson Whiskey ... 32,913 | SEAPAK CORP. 
SAWYER’S INC. i ii a 11,941 Ancient Age Whiskey _ 970,611, Samovar Vodka ...............- 165,283; Sea Pak Frozen Fish Products .... 67, 
View-Master ........... 148,031| Rams Head Ale 0... 14,280| Belmont Whiskey 99,442, Schenley Canadian Whiskey ...... 1,833|SEEMAN BROTHERS INC........ 453,767 
2 Blatz Beer oa 273,314 Schenley Champion Whiskey .... 144,487 | Air-Wick ete seesseesseseeetess 248,566 
| Coes te ...... . 86. Schenley Elegance Whiskey ...... 15,785 Air-Wick & Air-Wick Mist ...... 42,600 
r — ahaa ais 152.157 Schenley Golden Age = ae - me Ties | —". Ss e is siteeneeenh «a RS 
: > se Schenley Golden Age Gin es. is. t i Ve. UD scccccncecedes , 
The NEWS of the ROCKIES i Saale ae oon rea leneu: wel Schenley 0.F.C. & Reserve Whiskey 134,806 | SEILERS i aden os cendhsendeen o 36,255 
i . lg + ~ cad 42.556| Schenley 0.F.C. Whiskey ........ 152,064; Chicken Croquettes ............ 1,419 
Cream of Kentucky "Whiskey ; 265,679| Schenley Products ............. 161,162 i <1 -asceesteeans on 1,920 
argest al y orning Cresta Blanca Wine 5.778 Schenley Reserve Whiskey ....... 1,218,160 ST 5200 en¢%s0 o0nbeve 2,440 
Danski Vodka 1,200 Schenley Whiskies ........ 34,012 Lobster & Shrimp Croquettes .... 2,006 
. . . Dewar’s Ane. & White Label "Scotch Whis. 24,687 Sir John Schenley Whiskey ... 21,904 Meat Products ................ 28.470 
Dewar's Vie. Vat & White Label Scotch 4,806| Tempo Geer ..... epasause cess 10,941 | SERTA ASSOCIATES INC. 
ircu a ion in Dewar’s White Label Scotch Whiskey 14.460 Three Feathers Whiskey ........ i 5 aa 109,221 
Du Bouchet Brandy ” Wilken’s Family Whiskey ........ 6,405 | SERVEL INC. 
Su Gouchett Cordials : 18, 645 SCHERING CORP. .............. 53,473) _ Refrigerators... ....-..... 000: 44,750 
13 Western States Du Bouchett Creme De Menthe .. 7.712 rr re i hae 2 coO., THE 
. Du Bouchett Pe int Schrapes 2.205 SED. cn h6ccencdetswsesvecee 8,2 } da 7 6g6 thee vesstasemeenehier 250,201 
a 31.271 SCHICK INC. | SHAW CO. INC., MUNSON G. .... 37,282 
Echo Springs Whiskey . 357,514 SGD SEP ccacccccccses 27,203, Duff Gordon eee 26,173 
Gibson's Diamond 8 Whiskey 26.025 |SCHIEFFELIN &CO......... 98,631; Plymouth Gin ................. 11,109 
Golden Wedding Whiskey 232,917 Chartreuse Liqueur ............ 677 SHEAFFER , | * 2 Saree 122,289 
Greenbrier Whiskey ‘7 * 36.470 Cora Vermouth ......... 15,863 | Pencils & Pens ...........0.05. 110,659 
I. W. Harper Whiskey ........ 389.309, Dagger Rum .................. I er i 11.630 
J. W. Dant & Olde Bourbon Whiskey 123,899, Don Q Rum ................ 13,122 SHEDD-BARTUSH FOODS INC. ... 36,832 
J. W. Dant Whiskey 29,867 Hennessy Cognac Brandy ........ 28,423 Keyko Margarine stseeeeeeeeees 14,543 
J. W. Dant Whiskies _... 35.384| Moet Champagne ............ 18,249| Shedd's Salad Dressing ......... 14,479 
James E. Pepper Whiskey 138.575| Teacher's Highland Cream Scotch Whis. 20,879| Products .................005. 7,810 
Jim Dant Whiskey 18,471 | SCHLITZ BREWING CO., 40S. | SHEINKER & SON INC., W. 
MacNaughton’s Whiskey . BOC GIS| BOOP on. ccccrcceseesccecceees 412,239; Holland House Mixes .......... 77,810 
Marie Brizard Liqueur 944 | SCHLUDERBERG, THE WW..-T. J. KUROLE we > Ne My beens sddacecdece 4 —— 
= i wt bl ali a : dy a co. MNES ccvceccvcccsicvevess 
4314 - 
me +d ee anata’ BA. Esskay Meats & Poultry Products i) eae 5,839 
Melrose Rare Whiskey 169.160 | SCHMIDT BAKING CO. .......... 49,764| Gasoline & Oils ............... 3,369,270 
ae 9 oa + RO PPrrrrerrrerrrrrrr _ i Es 822,395 
OC oun ain CWS Melrose Whiskey .............. TW SeRR, 500 .csccens: 34,524 SHERWIN-WILLIAMS CO., THE 330,496 
yo we — one | SCHMIDT & SONS INC. C. ...... ae — Tench des 640084 Sa On 4 
via ¥ GED cam mebee keer ccccccccccces ‘ | PE Sabb antes 04 oe 02 . 
A SCRIPPS-HOWARD NEWSPAPER ® DENVER Old Quaker Whiskey . BOO E ! M aoc ccsccccecses 25,252| Martin-Senour Paints .......... 10,112 
Old Schenley Whiskey aon || Pe gey 243,929| Sherwin-Williams Paints ..... 302,051 
SCHNADIG CORP. ............. 221,328! Weed-No-More ............ 7,730 
International Furniture ..... 165,103 | SHIELDS INC. 
Karpen Furniture ............ 56,225 Jewelry .. Atal 33,392 
| SCHOLL MFG. CO. INC., THE . 333,012 | SHILOH METAL PRODUCTS CO. 26,582 
Dr. Scholl's Air-Pillo Insoles .... 10.454 SHULTON INC. ...........465.. 409,408 
Dr. Scholl's Ball-0-Foot Cushions 61,447| Old Spice Deodorant 75,275 
Dr. Scholl's Bromidrosis Powder . . 6,921 Old Spice Preparations 150,509 
Dr. Scholl's Foot Powder .. 23,524; Old Spice Products ...... 7,223 
| Dr. Scholl's Kurotex .......... 24.418 | Old Spice Shampoo ....... 12,106 
| Or Scholl's Products .......... 8,644; Old Spice Shaving Cream ... 34,893 
Dr. Scholl's Zino-pads ......... 197,604 | Shulton Preparations ....... 52,750 
MAT a | SCHONBRUNN & CO. INC., S.A... 92,972| | Shulton Products ........... 75.208 
oe ......... Smee sn ik... ., | 219,485 
PA = SCHUMACHER & CO.. F. | Samsonite Card Tables & Chairs .. 58,689 
Deepmolded, clear-cut R.O.P. mats molded to individ- a 76871 ae Po 160,796 
: . Sa . SCOTT-ATWATER MFG. CO. INC. Heat 95,549 
ual newspaper specifications, utilizing Certified Dry Outboard Motors ...-...-....+- 12s ee aens tne 
— . . SCOTT PAPER CO. .............. , 
Mat Corporation’s special R.O.P. Blue Ribbon flongs. shaky eave 0 531.775 | _,Werswadieh ....... a 
SEE MEE asibcoessccrocses 460,524 | SBSONS CO. ......... 
Scotties 27.36] | Beautyrest Mattress......... 233,359 
Sit wee Tiss ae -: Wide-A-ted 188 230 
oath 39.122 SIMMONS TOURS INC. 58,693 
WAbash 2-1204 scott ‘reves Agim SIMON & SCHUSTER INC. 
x SERVICE Sausages 2... eee 42,458 | __ Books 270,369 
* SCOTT & "h s0ks CO. 0. M. SIMONIZ co. eve vesease 379,459 
~ DD ade bdeeede 55.540 
- Pr. -oetusedeikhnes 135,496 feten Sones 34.500 
ss “aa ., riesesacran 63,077, Simoniz Floor Wax ....... 188,320 
a SCRIPTO INC. = = ———— . Simoniz Liquid Kleener & Paste Wax 98.268 
3 PE GED oncc ceeds 350,837 Products ................ 2,831 
SCUDDER FOOD PRODUCTS .. 82,787 SINCLAIR REFINING Ct co. .. — 
Laura Scudder's Mayonnaise .... 18,071 ain ‘ Oils Reece? — 1 Py 4 
Laura Scudder’s Potato Chips .. 55,168 —...... . 5 350 
Laura Scudder’s Products ..... 9,548 institutions! on 9 = stylet maior 13.215 
Mu ATRIX COMPANY SEA REEZE (ABORATORICS inc. 26074|snait taponaTOia ine. San 
SEABOARD AIR LINE RAILROAD 179,596 SKELLY OIL CO. .... 258.041 
SEABOARD & WESTERN AIRLINES 29,658 Furnace Oi} ....... 16.581 
$17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS SEABROOK FARMSCO........... 220,825 Gasoline & Oils ........ 241,460 
Frozen Foods ........ 207,190 SKINNER MFG. CO. ...... 72,117 
— Macaroni Products ....... 60.222 
ae 2 oatnd Gdbveseses 11,895 
SLOANE ASSOCIATES INC., WILLIAM 37,678 
ee ee Ms GD cnc inccsicne 80,592 
Burkay Water Heater ..... . 1,029 
Permaglas wd ME secckoon 75,629 
Smith Corp., A. 0. ......... 3,934 
SMITH, KLINE rn FRENCH LABS. 38,637 
_—- 22,057 
MD SEG bevebesecesecese 16,580 
SNO- BOL co. 
SUMED sosacsescscetekedsend 113,753 
SNOW CANNING CO. INC., F. H. 63,791 
Snow's Chowder & Minced Clams 16,466 
Snow's Chowders .............. 46,166 
is... PYTULTETLLETILTTLL Le 1,159 
SOCONY-MOBIL OIL CO. INC. .... 2,501,197 
Gasolines & Oils ....... 0.6555. 1,815,987 
General Petroleum Corporation ... 539,042 
Magnolia Petroleum Corp. ...... 82,166 
Pr re 36,640 
DD s60¢5060h0c0000006 27,362 
SOIL BUILDERS INT'L. CORP. 
re E senbtandelasnataaorens 65,371 
| SOLARINE CO. INC. 
@. A. Berrie rrr 53,689 
SOPHIE MAE CANDY CORP. 
YOU may consider Lubbock too good for a mR ugueedtonnds sunqenes. = 
‘ “test market” — income too high, sales too high, too $ GS GS sn IONE nde. tkcbees 8,601 
many native white, too isolated and too insulated. 7 ae siabasnenasessee anaes ans 


But there’s no better way to test the appeal of your product 
and the effectiveness of your advertising in Texas 

or the Southwest than to try it on Lubbock, where there’s the 
income to buy! Try it through the Avalanche- 

Journal, the one medium that matches its coverage 
precisely to the Lubbock market! 


CIRCULATION OVER 60,000 


au Aw, 
LUBB 


“AVAL 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, 


Wayne Henly, ADV. DIRECTOR 
Lester M. Horner, MGR. GEN. ADV. 


IT 


per family buying income 
HIGHEST among Texas’ 
standard metropolitan areas! 
(SM : May 10, 1957) 


CANCHE-JOURNAL 


INC. Representing Daily Newspapers Only 


SOUTH CAROLINA ELECTRIC & GAS CO. 34,368 
SOUTH DAKOTA'S STATE HGWY. COMM. 34,657 
SOUTHERN AIRWAYS 45.611 
SOUTHERN BELL TEL. & TEL. CO. INC. 486,170 
| SOUTHERN CALIFORNIA EDISON CO. 55,113 
| SOUTHERN CALIFORNIA GAS CO. 103,230 
SOUTHERN COMFORT CORP. 

Southern Comfort Whiskey 
| SOUTHERN CO., THE 
Alabama Power Co. 

Georgia Power Co. 
Southern Co., The ............. 
| SOUTHERN CROSS SPRING BED CO. 
| PL ntnveeed cousecovaces 
SOUTHERN HOMES ............. 
SOUTHERN INDIANA GAS & ELEC. CO. 
| SOUTHERN NEW ENG. TEL. CO., THE 
SOUTHERN PACIFIC CO. 

Ty WOUND canesdcucccesece 
SOUTHERN PINE ASSN. ........ 
SOUTHERN RAILWAY SYSTEM ... 
| SOUTHERN UNION GAS CO. ...... 
SOUTHLAND LIFE INSURANCE CO. 
SOUTHWEST AIRWAYS CO. 
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SOUTHWESTERN BELL TEL. CO. . 357,658 
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SOUTHWESTERN LIFE INSURANCE CO. 33,963 
0. 


SPARTAN AIRCRAFT C 
Spartan Mobile Homes ........ 


SPEARS CHIROPRACTIC SANITARIUM 


B. 2. Were err 
SPEAS CO. 

WEED vedednnce Gedecoec cove 
SPEEDWAY PETROLEUM CO. 

Gasoline & Oils ............55 
SPERRY & HUTCHINSON CO. 

S & H Green Stamps .......... 
SPERRY RAND CORP. .......... 

Remington Rand, Inc.-Institutional 

Remington Rand Inc.-Products .. 

Remington Rand Univac ........ 

Remington Shavers ............ 

Remington Typewriters ......... 

Sperry Gyroscope Co. ......... 

Sperry Rand Corp.-Institutional .. 
SPERTI-FARADAY, INC. 

Sperti Sun Lamp ...........55+ 
SPOKANE NATURAL GAS CO. ... 
SPRECKELS SUGAR CO. 

a shewandss 6s eGelseee ses 
SPRINGS COTTON MILLS, THE .. 

PIED oc vessesscceecccesos ee 

SpringMaid Sheets ............ 
GREe Gi, FUE see vcccccccce. 
STADLER PRODUCTS CO., THE 

DIGGPED copvcscceseses 

Stadier Fertilizer .... ; 

Triple-XXX Products ........ 


27,669 
116,847 


ee | Te, ae 


oe 


ONE OF THE 


“QUAD-CITIES 


FIRST 100 MARKETS © 


we 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


Two Evening Papers 
Separately Owned 


that cover 


3 of the 4 
QUAD-CITIES 


Rock Island + Moline - E. Moline 


without duplication 


_ MOLINE 


> 


_ ARGUS 


- DISPATCH 
ROCK ISLAND 


4 
a 
i 
2 


STAHL-MEYER INC. ........... 52,589 | 
DE SD debéabeose sour 18,540 
Ferris Meat Products ......... 22,340 | 
Stahl-Meyer Meat Products .. 9,668 | 
Stahi-Meyer Spreads .......... 1,941 

STALEY MFG. CO., A. E. 

EE CED. 00s vaddndes secs 4,415 

Sta-Flo Starch & Sta-Puf Rinse . 37,403 

SE MEE cinn0sdivadsec ces 5,978 

Staley Sweetose Syrup ........ 12,631 
STALEY MILLING CO. 

i CE Abedd pu edondscs 46,166 
STANBACK CO. LTO. .......... 95,371 
STANDARD BRANDS INC. ...... 2,963,542 

Black & White Scotch Whisky . 157,468 

Blue Bonnet Margarine ......... 347,367 

Chase & Sanborn Coffee ........ 151,281 

Chase & Sanborn Instant Coffee si 1,195,279 

Churchill “88 Whiskey ....... 14,802 

Fleischmann’s Bond Whiskey .... 18,928 

Fleischmann’s De Luxe & 

Preferred Whiskey .......... 11,059 
Fieischmann’s De Luxe Whiskey . . 2,539 
Fleischmann’s Gin ............ 205,408 
Fleischmann’s Gin & 

Preferred Whiskey .......... 16,507 
Fleischmann'’s Gin & White 

PEED nsw beecsatcnoc 4,997 
Fleischmann's Preferred Whiskey . 442.944 
Fleischmann’s Products ....... ‘ 26,521 
Fleischmann’s Whiskey ........ 46.582 
Fleischmann’s White Tavern Vodka 39,390 
Fleischmann’s Yeast ........... 25,977 
Hunt Club Dog Foods .......... 72,333 
Old Mediey Whiskey .......... 6.416 
FF aaa eer , 749 
Royal Baking Powder .......... 9,910 

| Tender Leaf Instant Tea ........ 57,844 

me + 9 errr, 105,599 

[sda di Gals «pir wihiih ae @ 3,642 

STANDARD INTERNATIONAL 

_ Are ee rere 376,805 
Opportunity Puzzle Contest ..... 298.520 
Standard Educational Service . . 49.335 
Standard International Encyclopedia 7,255 
Standard International Library 21,695 

STANDARD MILLING CO......... 92,839 
a Te 4,614 
Ceresota Flour .........6.6-... 61,062 
 . rrr ae 27,163 

STANDARD O1L CO. OF 
ES ee 1,543,433 
California Oil Co., The ........ 222.247 
CE WED cwapeccdcace ; 1,232 
Gasoline & Oils .............. 1,051,349 
CUED sddebecccecéess 222.298 
Isotex & Voick Products ....... 32,039 
Standard Garden Products ...... 7,892 
Standard Oi! Co. of Texas ...... 6,376 

STANDARD OIL CO. (INDIANA) . 2,203,736 
American Oli Ce. ..........-. 398,300 
SE a ED vadsdwcdoaeees 1,455,837 
Pan-Am Southern Corp. ........ 43,915 
Standard Fuel Oi) ............ 101,679 
Standard Oi!) Co. (Indiana) 

RED .cctcestiwene 162,438 
SE Ed oisdoeneaviede 30,881 
Utah Oi! Refining Co. . 0,686 

STANDARD OIL CO. INC. 1" KENTUCKY 
Se GS GED ccascosesccsce 54, 

| STANDARD OWL CO. (Wd) ...... 3,442,246 
Se GP GM. soscetsbecas 51,743 
Se GEE, necssancoedeudess 1,843 
SG Oe 137,650 
Esso Standard Oi! Co.-Institutional 543,270 
> aweaedadncsonevaedadeess 156,585 
Gees OG akc succceeces 2.224.301 

| Humble Olt & Refining Co. .... 308,494 
Pee GP-S a convontedabess 18,360 

STANDARD OIL CO. (OHIO) .. 431,615 
eee GED ecddccccsces 425,086 
a 8 rrr 2,447 
DE SD »cevéthecvans 4,082 

| STANDARD-TOCH CHEMICAL INC. 

_ J eee 61,793 
| STANLEY WARNER CORP. ...... 1,731,153 

International Latex Corp. ...... 1,472,252 

EE whe son» dnesta¥eas 258,901 
| STANLEY WORKS, THE ........ 74,426 

0 Re eee 30.151 

Se DEED. pedvescossceve ° 44.275 
STAR-KIST FOODS IWC. ... 522,726 
| Wine Lives Cat Food .... 34,403 
| Star-Kist Tuna ......... 488,323 
STARK WETZEL & CO. 

Meat Products .......... 


STATE FARM MUTUAL 
AUTOMOBILE INSURANCE CO. . 
STATE PHARMACAi CO. 
PEED ceccescerecscecess 
RTT ee 
STEEL COMPANIES OF AMERICA 
STEGMAIER BREWING CO. 
MY Wheenceebdcesococcescss 
STEIN & CO., A. .... 
STERLING BREWERS INC. 

BE” nsevenscd cbcvovees 
STERLING DRUG INC. ey 
a errr 
Campho-Phenique ............ 
GHD kno veesocevacers 
Or. Caldwell’s Senna Laxative . 
Double Danderine .......... 
FED once cde cccsesicococeres 
Fleecy White .......6.5.. 
Instantine . 20.666 ccc nuns 
Tronized Veast ........... ; 
STO OD cscccciccocces 
Little Bo Peep Ammonia ....... 
GD psdwadewess cdhvess 
Phillips’ Milk of Magnesia .. 
Z.8.T. Baby Powder ....... 

STERONE CORP. 
Vitasafe Vitamins bien 

STEVENS & CO. INC., 4. Pp aces 
Utica-Mohawk Sheets .......... 
Se 

STEVENS INC., EUGENE 
Power-Flash Spark Plugs .. 

STEWART-WARNER CORP. .. 
Alemite Products ........ . 
CEE“ Séccece ceo ccaugacies : 
Winkler Heating Equipment . 

STEWART'S PRIVATE BLEND 

| COFFEE CO. 

Stewart's Coffee ............. 


| STETZEL WELLER DISTILLERY INC. 
REPRESENTED BY "ALLEN-KLAPP 0, Cabin Still & Old 


579,481 
332,149 | 


Fitzgerald Whiskey .......... 
Cabin Still Whiskey ........ 
Old Fitzgerald Whiskey .... 
Old W. L. Weller Whiskey .... 
Weller’s Original Whiskey ...... 

STOKELY-VAN CAMP INC. ....... 


. rere as 
Stokely's Products ............ 
Tomato Juice .........+.- i 
Van Camp's Beans ............ 
Van Camp's Macaroni Products .. 
WEES wecewsdsocecccscce 
STORZ BREWING CO. 
OO ee eee 
STOUFFER CORP., THE ........ 
Frozen Escalloped Chicken 


STOWE-WOODWARD INC. 

Ebonite Bowling Bali ......... 
STRAUSS & CO., LEVI ......... 
STROEHMANN-SUNBEAM BAKERY 

Stroehmann’s Baking Products 

Stroechmann'’s Bread ........... 
STROH BREWERY CO., THE 

Ml, G0sbb6nnoen tetdacrccece 
STUDEBAKER-PACKARD CORP. .. 

Clipper 

Clipper & Packard Cars ....... 


Studebaker Trucks ....... ' 

DT nosdeccasce 
SUGAR INFORMATION INC. 
SEE GE She bawdescoess 
SULLIVAN INC., R.G. .......... 

Dexter & 7-20-4 .......... ’ 

ae ee ae 5 
SUN HARBOR PACKING CO. 

a kD Pe 
SUN LIFE ASSURANCE CO. 

i Pn. +scenncacnes¢eee 
SUN-MAID RAISIN GROWERS OF 

CALIFORNIA 

Sun-Maid Raisins ............ 
TS Damescesddeccsocce 

Ff errr ‘ 

Sun Oil-Institutional .......... 
SUNBEAM BAKING CO. ......... 


Mower 


SUNKIST GROWERS INC. . 
Frozen Lemon Juice ...... 


Products ...... ” 


SUNNYVALE PACKING co. 
Aunt Penny's White Sauce ... 
SUNRAY MID-CONTINENT OIL co. 
Gasoline & Oils .............. 
SUNRISE PUBLISHING CO. 
Magazine er i 
on Ferre 
SUNSET OIL CO. 
__ Gasoline & Oils 


Sunse' " 
suneuine BISCUITS INC. 
Crackers peecee 
SURE-FIT PRODUCTS co. 
Sure-Fit Slip Covers .......... 
SUSQUEHANWA WAIST CO. ...... 
SUTTON CORP., 0. A.. THE ..... 
Vornado Air Conditioner ....... 


Your Dollar 
Goes Further in 


Biggest One Newspaper 
City in the Nation 


With complete coverage 
without waste of a great 
one billion one hundred 
sixty-nine million dollar market 


MEDIA COVERAGE OF SUMMIT COUNTY 


Media 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


OHIO’S MOST CONCENTRATED AREA 


OF GREAT INDUSTRIAL NAMES 


CHRYSLER $85 MILLION 
Stamping Plant 

GENERAL MOTORS 

Euclid Division 

*TRUCKING CAPITAL OF THE WORLD 
"ENTERPRISE MFG. CO. 

*B. F. GOODRICH 

*ALSCO 

*McNEIL MACH. & ENGINEERING CO. 
*FIRESTONE 

*FIRESTONE STEEL 

*SEIBERLING 

*WEATHER-SEAL 

BABCOCK & WILCOX 
COLUMBIA-SOUTHERN CHEMICAL 
QUAKER OATS 

AMERICAN HARD RUBBER 
*MOHAWK 

*GOODYEAR 

*GENERAL 

*GOODYEAR AIRCRAFT 
*SAALFIELD PUBLISHING 
*ROBINSON CLAY PRODUCTS 
*NATIONAL RUBBER MACHINERY 
DIAMOND MATCH 

* Indicates Main Plant and Offices 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 


And how those stacks are smokin’! Down at their 
business end you'll find the 389 diverse industries 
that help make the South Bend market one of the 
Nation’s richest. Of these 389 companies, 144 em- 
ploy 25 or more people. Obviously, no single con- 
cern dominates the South Bend market. That makes 
for stable prosperity! Saturate this market, Indiana’s 


2nd, with one newspaper. Write for details. 


Soulh Send 


— Cribune | 


ns 


in 


= 
ore 


The South Bend, ind. Market. 
7 Counties, 1/2 Million People 


Franklin DO. Schurz — Editor and Publisher 


STORY, BROOKS & FINLEY, 


. * NATIONAL REPRESENTATIVES 
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‘ 200,076| a * 
Hs 303,126 \ Ke : 
Ve | 1,421 . 
’ 1,060| eas t : 
us 36,612 Apple Sauce .......++- “—y 541 - ' ¥ : 
i ES 17,102 a’, 
y 111,765 Catsup & Tomato Juice ......... 20,364 b bie ee 
i eee 4,665 i i 
1,025,154 Frozen Foods ......----..... 7,284, § sf S 
119,290 Frozen Fruits .......... 7,334 : PS 
V 14,359 Frozen Orange Juice .......... 5.454 i 
‘ 26,954 Frozen Vegetables ; da 11,210 ms m 
4 1,472 a a dS 
18,286 . . 7 ; yy 
i 49,862 12,079 ~ oS 
< 4,287 a iz ‘a : 0 
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Me 10,270 Frozen Macaroni & Cheese ee 32,287 | , ys “a ‘ i 
£ 120,640 y we A ‘ : 
30.628 35.630 iti) ris 
- 2.524 270,423 & ee : 
is 3,041 118,081 ‘ a; <i 
7 25,063 4,511 > 
a 113,570 Res — 
e 943,507 — . 
4,495,716 Y, 
1,184,359 
; 79,385 yy 
2 Hawk Cars .. ietandasedes 130,363 < 
oe PE TD pec cnsccccccccce 612,633 tt — — 
= ee Packard & Studebaker Cars .... 164,041 
-" Studebaker Cars ... 2,029,906 ; | y 
156,820 Z 
| 236.434 
72,595 
o-Ccr r 28.240 
- ~*~ ’ “= a 
: \ owe . & ‘ 
er d, 28.642 | 
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a hag 
* es 5 — 
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bP " i a 6,339 Ra eens hi 
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- SUNBEAM CORP. 1,141,303 ee Be 
5 Lady Sunbeam Hair Dryer .. 658 | rae ike ae 
at Lady Sunbeam & Shavemaster .. 25,590 me AREA a pee 
ae Mixmaster & Sunbeam Iron ... 60,274 | ; Es u +County) 
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paws 307 803 ee CUYAHOGA 
= ns =: 2 
wi 23.818 _ “er i 
¥ " Frozen Lemonade ............ 136,659 fis as. 
| a — ee BM Axron 
REED cedsousccasssccosecss 228,671 : _ 
| ania ::°” 3.030 
, ais «5 3,030 ae 
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: 


SUTTON COSMETICS INC. 
Deodorant 
Preparations 


SWANEE PAPER | PRODUCTS co. 


Swanee Tissue 
SWANK, INC. 
Swank Jewelry 
SWANSON COOKIE CO. 
Archway Cookies 
Swanson 
Swanson Cookies 
SWEDISH AMERICAN LINE . 
SWIFT & CO. 
Alisweet Margarine 
Brookfield Cheese 
Corkhill Meat Products 
End-O-Weed ......... a 
Jewel Oil 
Jewel Shortening 
Mayrose Meats 
OD ccccncces 
Plankinton’s Meat Products 
Squire Meat Products .... 
Swift's Baby Foods 
Swift's Cheese 
Swift's Chicken Products 
Swift's Frozen Meat Pies 
Swift's Frozen Meat Products 
Swift's 
Swift's Ice Cream 
Swift's Meat Products .. 
Swift's Ol ........ 
Swift's Poultry Products Sietnd 
aed “ Turkey Products 


Vigo 
SWISHER ‘ SONS INC., JNO. H. 


Archway Crackers .... 


Hatchery .... PoP 


66,973 King Edward Cigars 
63,654 | SWISS AIR TRANSPORT CO. .... 
3,319 | SWISS NATIONAL TRAVEL OFFICE 

| SWITZERLAND CHEESE ASSN. INC. 
26,293 | SYLVANIA ELECTRIC PRODUCTS INC. 


GUE. pba ede ccccbececessesy 
152,682 a eae 
26,525 Phone-Radio .......... 
a 5,456 Picture Tube .. 
19,789 Radio .... sh 
§ 1,280 Radio & Television ; 
48,316 Television 
3,223,682 WD Ske, wi cdites 
501,889 Institutional ............. 
1,273; Products 
31,049 
10,256 | T 
17,054; TAMPA ELECTRIC CO. ... 
awe 77,253 | TAMPAX INC. 
‘ Sf a TT 
wa 169,921| TASTY BAKING CO. ............ 
EB .. ere ee 
ff aoe 


387,127| TAYLOR & SLEDD, INC. 


P 19,920 Pocahontas Foods ............. 
*" 128,069 Pocahontas Vegetables ......... 
ny 62,406 Tidewater Foods .............. 


200,866 | TAYLOR WINE CO. INC. ... 


- 1,961; Taylor Champagne ............ 
és 65,663! Taylor Wines ........... - 
‘a $96,611 | TECHNICAL COLOR & CHEMICAL 
- 3,250 8 Te 
94,559; Red Devil Auto Polish ........ 
de 26,932 Red Devil Paint .............. 


‘a 407,017 | TERMINAL LIQUORS LTD. 
Cyrus Noble Whiskey 


145,785 | 
112,373 | 
27,466 
43,822 
ae 
152,106 
1,939 | 
31,684 


132,189 

13,534) 
9,539 
294,873 
4,620 


27,012 
326,078 | 
88.256 | 


22,069| TIDE WATER ASSOCIATED OIL CO. 


66,187 | 
31,773 
21,268 


31,875 | Tillamook Cheese ............ 
SLMS 9.6565 050.4 c00n00 
31,514; Fortune ........... 
50,415| Life .... 
45,686| Sports Illustrated ............ 
Dt Seheh heen e664 6epeees 


A wise man once said that successful selling boils down to the 
business of making regular calls. Furthermore by making these 


more 
contacts 


adding up 
to better sales 
representation 


repeated calls, the law of averages will take care of you. 


We agree, with reservation. Making calls regularly is a cardinal 
rule in our organization. But we further believe in making 
each call count, sales-wise—not just numerically. Backed-up 
by sound sales strategy, each ALLEN-KLAPP representative 
approaches every one of his calls with enthusiasm, determina- 
tion and a planned sales approach that has been sharpened 


through years of firing-line experience. 


Yes, getting out and making more sales calls on both adver- 
tisers and agencies, keeps our 54-year old organization “young.” 
The thousands of miles of travel recorded by our staff each 
year would fill several logs, but more impressive, it adds up to 
the type of selling approach publishers expect. And when it 


concerns our valued accounts, each of them regularly receives 


a full measure of 


sales service. 


We can do the same for you, Mr. Publisher. 


the ALLEN-KLAPP company 


ESTABLISHED 1903 


“an old young organization” 
Offices in: San Francisco—Chicago—New York—Detroit 


| 


UDDO & TAORMINA CO 27,476 
| Progresso Products . 13,347 
Progresso Soups ...... 5,715 
Progresso Tomato Paste 8,414 For full eet write cendenediiiles Co., National Representatives 
GE EE SUSE S GSS ccccrececé 52,879 
[pees ee 10,999 
wae |) =6MISSOURI 


Royal Gate Vodka . 
TERRE HAUTE BREWING CO. 
Champagne Velvet Beer 
TETLEY TEA CO. INC. 
TEXAS CO., THE 
Gasoline & Oils .. 
A EASTERN TRANSMISSION 
CORP 


| TEXAS ‘ELECTRIC SERVICE CO. 
TEXAS & PACIFIC RAILWAY, THE 


TEXAS RICE PROMOTION ASSN. 
TEXIZE CHEMICALS INC. 
Bleach , 


means INC. S. B. 
a 
English Muffins ... . 

THORESEN DIRECT SALES 


Gasoline & Oils ... 
TIDY HOUSE PRODUCTS co. 
Dexol Bleach 


Products 


“INC. 


4,729 


52,835 | 
32,787 | 
1,210,317 


37,872 | 
54,670 
120,346 
44,914 | 
75,432 
345,035 


326,172 | 
111,287 | 
7,280 | 
6,031 | 
64,143 | 
10,990 
21,069 | 
1,774 | 


TILLAMOOK COUNTY CREAMERY ASSN. 


TIMKEN ROLLER BEARING CO. 


Timken Roller Bearings . 
Institutional 


| TINTZ CO. 


Tintz 
TITLE INSURANCE & TRUST ‘CO. 
TOBIN PACKING CO. INC. .. 

Arpeako Meat Products 

First Prize Meat Products 

Tobin Meat Products .... 
TOLEDO EDISON CO. 

TONSILINE CO., THE 

TOP VALUE ENTERPRISES INC 
Top Value Stamps . 

TORO MFG. CORP. 

Toro Mowers ....... 

Toro Power Tools .. 

TRANS AMERICAN AIRLINES 

(AGENCY) 


TRANS-ATLANTIC STEAMSHIP ‘LINES 


Trans-Atlantic Passenger 
Conference 
TRANS-CANADA AIR LINES 


TRANS CARIBBEAN AIRWAYS INC. 


60,771 
1,344,516 
47,400 
837,634 | 
139,831 | 
319,651 | 
170,760 | 
59,374 | 
111,386 | 


38,425 
32,964 
231,261 | 
40,566 
20,796 
169,899 


Advertising Age, June 3, 1957 


ET eet OP RTTTER ee 41,880 | Con-Tact Decorating Plastic .... 40,874 e- 

| UNDERWOOD, WILLIAM, CO. 136,586 | UNITED MILLS CORP. .......... é 
Moosebec Sardines ............ 18,107 | UNITED NEWSPAPERS MAGAZINE CORP. ¥ 
Underwood Clam Chowder ...... 1,464 Wee SO Sains 0440446600 107 4 
Underwood Deviled Ham ....... 116,715| UNITED STATES BREWERS ; 

UNION CARBIDE & CARBON CORP. 694,501 FOUNDATION INC. .......... 32,442 ; 
PG , dbcneseeces.000ees 2,283 | UNITED STATES LINES CO. 
Electro Metallurgical Co. ....... 2,878 Steamship Transport .......... 167,021 
Everready Flashlight Batteries .. 1,510} UNITED STATES NEWS & WORLD 
Industrial Products ............ 31,484 DET 62000006 ctdhew«s os 291,455 
Linde Air Products Co. ........ 1,548 | UNITED STATES OLYMPIC 
National Carbon Co. ..... 2,086 DEE § 33.4.00.600K¢ns'o 00% 77,101 
Prestone . re 497,343 | UNITED STATES RUBBER CO. 281,749 
6-12 Insect Repellent. st etait utetade 28,994 Fisk Tires ..... 2.724 
Union Carbide Fabrics ......... 116,595 SNEED 050006600 ¢0¢04% cans 89,805 > 
Visking Products ............ 8,270 Garden Hose ........ 11,927 
0 ee 8,270 Koylon Cushioning ............ 23,774 

UNION ELECTRIC CO. .......... 160,853 Koylon Mattress .............. 40,203 

UNION OIL CO. OF CALIFORNIA ae WEE odesecedy ese eyed 81,492 
ne > GD eons oncaness 677,182 eee 22,640 

UNION PACIFIC RAILROAD ..... 804,058 DD. 6i60600500068)2 6000 9,184 

UNION UNDERWEAR CO. INC. UNITED STATES SHOE CORP. 110,521 
Fruit Of The Loom Underwear .. 115,677 | UNITED STATES STEEL CORP. .. 891,033 

UNITED AIR LINES INC. ...... 1,939,951; Cyclone Fence ...... co hay 77,239 

UNITED AIRCRAFT CORP. ...... 260,302 RR PP eee 105,535 
Chance Vought Aircraft ........ 24,602 Steel Kitchens ..... oe 21,154 
Hamilton Standard ............ 32,196 Universal Atlas Cement -Vtheeia 2,635 
Pratt & Whitney Aircraft Corp. . 198,136 PPP 684,470 
SS ner 5,368 | UNITED STATES TOBACCO CO. .. 180,665 

UNITED ARTISTS CORP. Encore Cigarettes ...... re 23,189 
Motion Plotures ....... 2.00... 121,182; Sano Cigarettes .............. 157,476 

UNITED AUTOMOBILE WORKERS- | UNITED STEEL WORKERS OF 
PME 06500000 cnnbeare 70,718 ga ee 102,467 

UNITED BISCUIT CO. OF AMERICA 197,363 | UNITED TRAVEL AGENCY. Inc. . 32,499 
Bowman Biscuit Co. .......... 3,640| UNIVERSAL PICTURES CO. INC. 
Heckman Biscuit Co. 13,533 Motion Pictures .............. $1,375 
Keebler Biscuits Co. ....... 62,612 | UTAH-IDAHO SUGAR CO. 
Manchester Baking Co. ...... 19,074 | PE du 0006b0 00406000 37,883 
Sawyer Biscuit Ce. ............ 22,972| UTAH POWER & LIGHT CO. ..... 31,215 “c 
Strietmann Biscuit Co. 14,561 | UTICA MUTUAL INSURANCE CO. . 42,712 i 
Supreme Baking Co. .......... 60,971 | 

UNITED FRUIT CO. ........ 121,257 Vv 
ee 63,988 
Steamship Transport .. 57,269 V-M CORP 

UNITED FUEL GAS CO. 46,059 Phomographs .... «6. enue 139,341 

UNITED GAS CORP. .. 181,960 | VACHERON & CONSTANTIN— 

UNITED JEWISH APPEAL 91,769 LECOULTRE WATCHES INC. 

UNITED MERCHANTS & MFRS. INC. Clocks & Watches 135,570 


71,521 
26,554 


229,110 | 
66,824 
63,059 

3,765 


204,029 
131,493 


121,144 
34,205 | 


TRANSCONTINENTAL BUS SYSTEM INC. | 


Continental Trailways .... 

TRANS-TEXAS AIRWAYS 

TRANS WORLD AIRLINES INC. . 

TRAPPEY’S SONS INC., B. F. 
ED eabeevase- 

Trappey’s Peppers .. 

Trappey's Red Devil Hot Sauce 
Trappey's Vegetables 
Products .. 

TREE SWEET PRODUCTS co. 
Grapefruit Juice .... 
Juices 
Orange Juice .... 
Products 


Seventeen 

TV Guide 

Triangle Publications, Ine. 
TRU-ADE CO. 

Beverages ... 
TURNER-SMITH ‘DRUG CO. 

Goaldoxin 


INC. 
Motion Pictures 
TWENTY-ONE BRANDS INC. 
Ballantine's Scotch Whisky ...... 
Club Special Whiskey 
Tribuno Vermouth 


TWENTIETH CENTURY FOX FILM CORP. 
107 


141,053 | 
87,656 
2,182,757 
45,152 
5,952 
2.145 
7,254 


25,035 | 


ADVERTISE IN 


ROANOKE? 


No. 5 of a Series 


OCCUPATIONS in Roanoke SPAN a GROW- 
ING VARIETY of industries and businesses 
throughout a 16-county market. 


28.5% 
20.8% 


21.0% 
15.4% 
14.3% 


Monvufacturing 
Trode 


Tron 
Public 


Services 


Government, Finance, 
ond Other Occupotions 


rtation and 
tilities 


A well-balanced, half-billion dollar market you can count 
on — always ready, always willing, always able to buy! 


Result: 


Roanoke—Your key market in western Virginia 
16 counties. 
a completely “airs 
independent market 


is covered exclusively by the 


‘ROANOKE 


= \ FORT smite 
id |e 
rrseveg LE FLOme 3 
futon J 
; 


ar ARKANSAS 


RK ANSAS WITHOUT THE 


FORT SMITH 


ARKANSAS 


Ross Pendergraft, Notional Advertising Manager @ National Rep: csentatives: Arkansas Doilies, inc. 


fim, MARKET! 


The FORT SMITH Market includes 
14-county Retail Trading Area 


Only the Fort Smith Southwest 
American-Times Record covers the Arkansas- 
Oklahoma border market . . . a 14-county 
area with over 365,000 population. 


Put Fort Smith on a// primary 


metropolitan area schedules! a 
Je vsngy 
GET THIS CONSUMER ANALYSIS OF FORT SMITH oan nomen 


This exhaustive survey of buying habits ond brand 
preferences covers foods, beverages, soaps, house- 
hold appliances, frozen foods, dog foods, and 
other products. It shows retail sales per household 
24% above the national average. Write for your 
free copy! 


Sonthwest American 
TIMES RECORD 


Forr s. 
ARKANSas 
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Advertising Age, June 3, 1957 


“There goes my part’ 


Something like 
making a good advertisement: the right 


Tough, but it happens! 


media, a brilliant idea, superlative lay- 
out, art and copy—all can be “trapped” 
by mediocre reproduction. This is but 
one of many reasons why so many 


“sharp” advertisers continuously take 
advantage of ROGERS’ experience, skill 
and precision toinsure theirinvestments 
in time, talent and space. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


| 


VALLEY BELL DAIRY CO. 

Dairy Products ......-+--+--+-- 
VAN CAMP SEAFOOD CO. INC. . 
Chicken of the Sea Oyster Stew . 


Chicken of the Sea Tuna 
White Star Tuna 


| VAN WAGENEN CO. 


Schickhaus Meat Products 


| VANGUARD PRESS, THE 


| 
| 
| 
| 


VICK CHEMICAL CO. 


VANITY FAIR PAPER MILLS ... 


Blue Ribbon Napkins 
Blue Ribbon Tissue 
Protex 


Prince Matchabelli Preparations 
Seaforth Preparations 
Seaforth Products 
Sofskin 
Vick’s Cough Drops 
Vicks Cough Syrup 
Vick’s Impact Tablets 
Vick's Inhaler 


Vick’s Inhaler & Throat Lozenges 


Vick’s Medi-Mist 
Vick’s Products 
Vick’s Throat Lozenges 
Vick’s Travel Pak 
Vick’s Vapo Rub 
Vick’s Va-Tro-Nol 


VICTORY PACKING CO. 


Kal Kan Cat Food ... 
Kal Kan Dog Food 
Thoro-Fed Dog Food 


| VIENNA SAUSAGE MFG. CO. 


| 
| 
| 
| 
| 


| WABASH RAILROAD ses 
WAGNER MFG. CO. E.R. .. 


VIKING PRESS INC., 


VOGARELL PRODUCTS CoO. 


THE 


Books 
VIKING SLOANE CORP. 


Viking Miracle Cloths 


Biack Leaf Insecticides 
v-c 13 


VIRGINIA ELECTRIC & POWER CO. 
VITA FOOD PRODUCTS INC. 


Vita Herring Fillets 
GE ce cccedcecocceces 


Sports Equipment 


% VOLVO IMPORT CORP. 


Volvo 


Carpet Sweeper 
Cookware 
Skillet 


WALDES KOHINOOR INC. 
WALKER-GOODERHAM & WORTS LTD., 


HIRAM 
Barclay’s Gin 


Barclay’s Gold Label Whisky ... 


Booth’s High & Dry Gin 


Canadian Club Whiskey .. 
Corby'’s Reserve Whiskey . . 


Corby'’s Special Selected Whiskey 


Courvoisier Cognac ..... 

David Nicholson 1843 Whiskey 
G & W Five Star Whiskey 

G & W Private Stock Whiskey 
G & W Seven Star Whiskey 
G & W Whiskies ..... 
Grand Macnish Scotch Whisky 
Hiram Walker's Gin .. 
Hiram Walker's Products .. 
Hiram Walker's Vodka 

Hiram Walker's Whiskies 
Imperial Whiskey 
Maraca Rum ......... 
Meadow Brook Whiskey 
Mountain Ridge Whiskey 

Old Smuggler Scotch Whisky . 
Sandeman Wines .......... 
Senator Corby Whiskey 
Ten High Whiskey 
Watker’s De Luxe Whiskey 
Walker's Twin Seal Whiskey . 


Wight’s Old Reserve Whiskey ... 


Wioht's Sherbrook Whiskey 
William Penn Whiskey 


WALKER’S AUSTEX CHILI CO. 


Austex 
Austex 
Austex 
Austex 
Austex 
Products 


Corned Beef Hash 


‘WALLACE & SONS MFG. CO., R. 


Silverware 


nibh Wee oud 38, 
VIRGINIA-CAROLINA CHEMICAL CORP. 60,445 | WASHINGTON WATER POWER CO. 


VOIT RUBBER CORP., W. J 


Booth’s House of Lords Gin .... 


Spaghetti & Meat Balls . 


WALL STREET JOURNAL, THE .. 


from coast-to-coast, 


Sales growth begins with the “ 
operation—the sales force. Since 1907, a growing list of pub- 
lishers have found the Burke, Kuipers & Mahoney formula for 
sales growth to be both sound and successful. 
formula—a basic, well-founded knowledge of selling, confi- 
dence in what we do, and a continuing determination to do 
better. This, backed up by strategically located sales offices 


roots’ aid rapid sales growth 


*supplied by Burke, Kuipers & Mahoney, Inc. 


enables us to completely cover both 
agencies and advertisers. Such planning has kept many of our 
publisher-clients with us for 25 years and more. 


MEMBER: Advertise Adequately in Newspapers Regularly 


BURKE, KUIPERS & MAHONEY, Int. / representatives 


NEW YORK * CHICAGO * ATLANTA * CHARLOTTE * DETROIT * KANSAS CITY * DALLAS * OKLAHOMA CITY * SAN FRANCISCO 


root system" of any publishing 


It's a simple 


| WANDER CO., THE ............ 199,947 | 
SI AG8)  - BE «nc cdckeccesssrite 46,550 
Oe a Sere: 153,397 
12,196 | WANZER & SONS, SIDNEY ..... 27,652 
438,601, Cottage Cheese .............. 2,294 
88,006 it “ll. ccanecdaieniien sane 7,241 
eee ype Pipes 18,117 
44,261 WARD BAKING CO. ........... 427,824 
Paradise Fruit Cake .......... 5,781 
42,662 es. fF Frere 4,139 
190,000 Tip Top Corn Meal .......... 1,507 
32,105 Tip Top Corn Muffin Toast’ems . 3,855 
4,516 23 1... Rewer, 841 
153,379, Ward's Baking Products ... 22,386 | 
Gases! Te Te sccdiccese couse 305,352 
1964| Ward’s Crackers .............. 83,963 
5,527 WARNER BROTHERS CO., THE 
6,687 Foundation Garments ......... 25,752 
9,082 WARNER BROS. PICTURES INC. .. 46,017 
114.226 | WARNER-LAMBERT PHARMACEUTICAL 
46,820 Ge Dee Sanes conccasereeent 511,417 
29,362| Ciro Perfumes ............... 25,310 
8.160| Ou Barry Home Permanent .... 147,003 
10,541| Ou Barry Preparations ........ 7,148 
159,691 | Listerine Antiseptic .......... 220,997 
65,426| Listerine Tooth Paste ......... 52,655 
5,040| New Quick Home Permanent ..... 54,330 
4,538 | Richard Hudnut Preparations ... 3,689 
73,631| Sportsman After Shave Lotion .. 285 
72,411 \WASHINGTON GAS LIGHT CO. ... 70,885 | 
43.898 |\WASHINGTON NATURAL GAS CORP. 42,759) 
9.387, WASHINGTON STAR ........... .223 
17,336 | WASHINGTON STATE APPLE 
17,175| ADVERTISING COMMISSION 
31,296| Washington State Apples ...... 44,660 
| WASHINGTON STATE DAIRY 
123,420| PRODUCTS COMMISSION ..... 1,803 
WASHINGTON STATE FRUIT COMM. 
fs. arr 48,523 
29,304 
39,022 | WATE-ON CO. .... 2... ec ceeeuee 2,589 
21.423| WATER MASTER CO. .......... 85,759 
99,406| Milltite Cement ............... 1,031 | 
Water Master Toilet Tank Ball . 84,728 
131,404 | WATERFILL & FRAZIER DISTILLERY CO. 
39,806| Waterfill & Frazier Whiskey ... 106,159 
4.631 | WATERMAN PEN CO. INC. 
0.7261 PORUMS B POMS ccccccccsecccs 36,994 
33,459 | WEATHERMAN INC. 
| Wiresk Industries .......... 28,727 
34,324 | WEBSTER-CHICAGO CORP. 195.946 
| Webcor Fonograf ............. 181,945 
26,959, Webcor Tape Recorder ........ 18,001 
WEEKLY PUBLICATIONS INC. 
ES a nowenadootass de ok 3,446 
WEIL-McLAIN CO. MFG. DIVISION 41,986 
ee, ee in ae 
56,133 Heating Equipment ........... 12,648 
49,977 | WELCH GRAPE JUICE CO. INC., THE 40,164 
1908) Grape delet ....c.c.cc0+0. 200 1,972 
4,253 | Jellies & Preserves ........... 38,192 | 
34,649 | WELSH CO. 
Baby Carriages & Products ..... 119,795 
2,758,014 | Wesson OIL & SNOWDRIFT 
1,064 | OO >=>y peor. 1,065,013 
35,288! Biue Plate Foods ............ 3,446 
10,867! Gulf Kist Shrimp ............ 2,312 
Sts GN occ 2headddasesnccs: 23,899 
562,799| Snowdrift & Wesson Oil ...... 16,885 
451,164| Wesson Oil ......00..0000000e 1,018,471 
3,892 | west BEND ALUMINUM CO. 
612 z..a eee 40,772 
771| WEST COAST AIRLINES ........ 39,430 
8,487) WEST PENN ELECTRIC CO. ..... 50,723 
2,391| WEST POINT MFG. CO. ........ 82,711 
26,002 | Martex Towels ..............- 14,817 
1,951 | Wellington Sears Fabrics ....... 67,894 
24,187 | WESTERN AIR LINES INC. 312,053 
se ory | WESTERN PACIFIC RAILROAD 65,442 
an omal WESTERN TOOL & STAMPING CO. 42,588 
| Blair Lawn Mower ............. 2,129 
5, 310 | Homko Mower & Sweeper ....... 40,459 
545,262 | WESTGATE-CALIFORNIA TUNA 
4 CANNING CO. 
1,763) Breast-0-Chicken _ = eee 321,659 
3, 4 | WESTINGHOUSE ELECTRIC CORP. 3,137,028 
Air Conditioner .............. 69,756 
6783 OED 6040586 cs v¥encoves 531,674 
EE CUE ee vdndvceccecos 3,199 
233,987 | Dishwasher ............60.005 6,000 
so, | | Se RGSS eros 29,053 
17,681 Da. eebkeddevecsbesuctasnes 455 | 
Gee) Pint) BUNS on... sccvencsesice 731 | 
14,793 Heating Equipment ............ 2,451 
9,110 SD caekebececccedubinnten 266 
60,974) Laundromat ................. 234,757 
9,661 Laundromat & ee Dryer 302,485 
5,328| Radio & Television ........... 42,204 
18,537 RES ee ere 108,478 
2,092| Refrigerator .............0.0. 513,720 
6,294 MND | cccc Tit enny. tacts 82,277 
19,062/ Water Heater ................. 1.215 
416,750| Westinghouse Atomic Power Division 19,198 
Westinghouse Broadcasting Co. 21,068 
96,777) Institutional .............00. 1,067,321 
WESTON LTD., GEORGE ........ 25,596 
Famous Foods of Virginia Cookies 6.649 
| Southern Biscuit Crackers ..... 18,947 
| WETMORE & SUGDEN INC. 
Greeting Cards . 30,771 
| WEYERHAEUSER TIMBER CO. 28,244 
| WHEATENA CORP., THE ........ 161,916 
| WHEELING STEEL CORP. ...... 57,953 
| WaEneroet. SEEGER CORP. 713,570 
| RCA Whirlpool Dryers ka 37,819 
| RCA Whirlpool Dryers & Washers 213,270 
| RCA Whirlpool Freezers ....... 22,152 
| RCA Whirlpool Products ...... 21,668 
| RCA Whirlpool Ranges ........ 30,523 
RCA Whirlpool Refrigerators |. . 3,843 | 
RCA Whirlpool Washers ..... 384,295 | 
WHITE FROST CHEMICALS INC. | 
Fur Frost Mothproofing ........ 39,521 | 
WHITE HOUSE CO. 
PE. =$60066b0s6006ce0e0s 48,460 
WHITE KING SOAP CO. ......... 339,549 | 
P00 seegdeosusticean 132,100 | 
Liquid Detergent ............ 88.735 | 
BD .Anacccdccageccocssbecin 110,501 
DEY cud il pas eeesccrachie 8,213 
WHITE PACKING CO. INC. 
Meat Products ............5. 25,333 | 
WHITE ROCK CORP. 
DL ..6 2 de sedeshdhbcepees 135,411 | 
WHITMAN INC., CLARENCE 
| Prince & Princess Gardner Billfolds 94,475 
| WHITMAN & SON INC., STEPHEN F. 
Geng ta. n dud occeskdude 47,722 | 
WIEDEMANN BREWING CO. INC., 
GEORGE, THE 
Kye tees See eee 353,265 
WILE SONS & CO. INC., JULIUS 50,318 ' 


ROP 
Color Ads 


in ‘56 


. More than 


=o 


1 per day 


(No ROP Color on Sunday) 


114 


First 4 Months 
1957 


PROOF 


that 


ROP Color 


in the 


Call-Chronicle 
Newspapers” 


ae 


: 
io 
i 
- 


Allentown, Pa. 


PAYS OFF 7 


Write directly to us, 


or our National Repre- 


sentatives for tear sheets 


of our fine reproduction. . 


“THE MORNING CALL 
EVENING CHRONICLE 


SUNDAY CALL-CHRONICLE 


Full Color 


Sunday Comics 


National Representatives 
Story, Brooks and Finley, Inc. 
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Sauce 
Peter Dawson Scotch Whisky cin 
Romanoff Vodka 

WILKINS-ROGERS MILLING CO. INC. 


Escoffier 


Washington Baking Products ... 


2,992 | WILLIAMS CO., J. B., THE . 
16,666 Beau 
30,660 | 


25,025 


Kreml Hair Tonic ...... 
Conti Shampoo 


Skolex 
WILSON BROTHERS 


OWATONNA 
This Market Flies High 


This large market is in 
one of the richest agricul- 
tural regions of Minneso- 
ta. Small industries thrive 
to neatly balance income. 


ponsive buyers 


° income — 
506 per household, 
33% hace Ghee 


average. pe 


# Retail is 


per household, 51% 
above Minnesota 
ee 


$9,181 per farm, , 

average. 
OWATONNA, MINN. — 
saturation coverage thru 

one medium ONLY— 


DAILY PEOPLE'S PRESS 
Northwest Daily Prese, Assn 


Men's Wearing Apparel 
oop & CO. INC. . 


Bif & Mor 


yee 


Ideal Dog Food .. a 
Jane Wilson Meat Products cone 
dane Wilson Scalloped Potatoes 
with Cheese 
Meat Products .... 
P< dabes 6b eces) os 
Sporting Equipment 
WILSON LINE INC. 
Steamship Transport 
WINE ADVISORY BOARD . 
WINE GROWERS GUILD 
Ceremony Brandy 
Guild Brandy 
— Ok. ee 
WINEBRENNER CO., D. E. 
Breakfast Cocktail 
WISCONSIN CONSERVATION DEPT. 
WISCONSIN ELECTRIC POWER CO. 
WISCONSIN TELEPHONE CO. 
WISE POTATO CHIP CO. 
Wise Potato Chips 
Wise Potato Chips, Ridgies, & Sticks 
Wise Potato Sticks 
WOLVERINE SHOE & TANNING CORP. 


Shoes 
WOODMEN OF THE WORLD LIFE 
INSURANCE SOCIETY : 
WOOLMARK CORP. 

PC) Snibmngegbesencececs 
WOOSTER RUBBER CO., THE .. 

Rubbermaid Products 

Stylemaster Kar-Rugs .. 
WORCESTER BAKING CO. 

Town-Talk Bread . 
WORCESTER COUNTY ELECTRIC co. 
WORCESTER GAS LIGHT CO 
WORLD PUBLISHING CO., THE 

Books ‘ 
WORTHINGTON CORP. 

Mueller Climatrol 

Worthington Air Conditioner 
WRIGLEY CO., WM. JR. 

Gum be 
WYLER & CO. 

Bouillon Cubes 

Garlic Powder 

Lemon Drink Mix . 

Onion Powder 

Parsley Flakes 


YARDLEY OF LONDON INC. 
Preparations we 


119,152 


paountandl PER-FARM INCOME 


an 


nearly DOUBLE 


[Siourland ave. income per farm... $11,132 | 


ne 


| manager, 


National ave. income per farm... $6,629 | 


Just one of many facts that make the 46-county, 
billion-dollar Siouxland area and her selling cen- 
a; ter, Sioux City, an ideal market for your products 
=... Sell the Siouxland Market through Sioux City’s 
newspapers. Write for free market brochure. 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


Son ae Se 


MATS 


YOUNG INC., W. F. 


Absorbine Jr. .... a 143,136 
YOUTHCRAFT CREATIONS INC. . 74,500 
ZENITH RADIO CORP 921,747 | 

gs RR? 751,191 

2 21,664 

Radio & Television .........--- 32,110 

/ _O ran ssuapewes 111,703 

aa Fa Ee 5,079 
ZONOLITE CO. 

Insulation ....... 31,966 
ZOYSIA GRASS CO. .. 77,440 
ZUMMACH CO., WM. F. 

eee 27,448 


Big Advertisers 
Boost Spending 
in Newspapers 


New York, May 29—Various 
major national advertisers showed 
important increases in newspa- 
per expenditures in 1956. 

Here are some of the advertisers 
and the reasons they boosted their 
spending on newspapers: 


Helene Rubinstein Inc., New 
York, increased its newspaper in- 
vestment from $268,945 in 1955 to 
about $1,800,000 last year. In 1955, 


the company put most of its eggs | 27 
But last | 28 
hewspapers | 29 


in the television basket. 
year it switched to 
because for Rubinstein “newspa- 
pers have a proven record over | 
the years.” By going 


ourselves in a better competitive 
position with other cosmetics ad- 
vertisers.”” The company felt that 
“some other cosmetics makers 
were ignoring newspapers and we 
could make a bigger splash in 
that medium than the same $1,- 
800,000 would have given us in 
television, where some cosmetics 
advertisers spend very much 
more.” Ogilvy, Benson & Mather 
is the agency. 


Continental Baking Co., New 


| York, spent $2,400,000 in newspa- 


pers in 1956, 
100.9% over 1955. 
Lee Mack Marshall, 


an 


advertising 
told ADVERTISING AGE 
that the primary reason for the 


|increased use of newspaper linage 


came from the introduction of 
Continental’s two new brands of 


| bread, Profile and Staff. The com- 
| pany also increased its newspa- 
|per use to promote sales of its|newspaper budget by a whopping 
|hamburger buns and frankfurter | 71.8% 
| rolls during the summer and of its | expenditure of $6,500,000 in space 


| brown- and-serve prepared rolls 


and buns during the fall and win- | 
ter. The larger part of the addi- | crease w 


tional ’°56 newspaper linage, how- | 


ever, he said, was devoted to pro-| | thol filter Salem. The introductory | 69.6% 


into the | 32 
print medium, Rubinstein “found | 33 
| 34 Evansville Press & Courier Press 
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Leading Newspapers in R.0.P. 


Color Advertising Linage 
First Three Months, 1957 


1 Milwaukee Journal 

2 Miami Herald .............. 
Los Angeles Times 
Atlanta Journal & Constitution .... 
St. Petersburg Times 
Birmingham News 
Salt Lake City Tribune 


St. Louis Post-Dispatch .... 
Nashville Tennessean 


Seattle Times 
Chicago Tribune 
Houston Chronicle 
Dallas News 
Fort Worth Star-Telegram ... 
19 Los Angeles Examiner 
St. Paul Pioneer Press & Dispatch 
1 Houston Post 
22 Fresno Bee 
23 St. Lovis Globe-Democrat 
24 Minneapolis Stor & Tribune 
25 Salt Lake City Deseret News Telegram 
| 26 San Diego Union 
Cincinnati Post 
Dallas Times-Herald 
Cieveland Press 
30 Washington Post & Times-Herald 
31 Denver Post 
Columbus Dispatch 
Miami News 


3 
4 
5 
6 
7 
8 
9 
10 Long Beach Independent 
1 
2 
3 
4 
5 
6 
7 
8 


35 San Jose Mercury . 
36 Portland Oregonian 
37 San Diego Tribune 
38 Atlanta Constitution 
39 Cincinnati Enquirer 
40 Spokane Spokesman-Review 
41 Tacoma News Tribune 
42 Oakland Tribune ...........ccccccceeeeeee 
43 Omaha World Herald .......... ‘ 


44 Pittsburgh Post-Gazette 0.0.0.0... 


Py TD diceieiernccinsenninntion 
46 Cincinnati Times-Star 
47 Tampo Tribune 


49 San Antonio Express News .......... ; 


Pe CUVMIED  citepesciniesccsectnimieseces saseve 
De CORD tetcicnetntintititimicinwns 


Source: Media Records 


Long Beach Independent-Press Telegram 
New Orleans Times-Picayune & States ... 


San Jose News & Mercury News ............ 


| 48 New Orleans Stotes 
increase of | 


| 50 Indianapolis Star ........ccccccccseeeee 


Morning Evening Sunday Total 
409,633 152,715 562,348 
288,571 121,645 410,216 
282,287 114,257 396,544 
244,625 105,037 349,662 
275,483 68,278 343,761 
231,978 89,502 321,480 
244,743 66,416 311,159 
288,414 19,837 308,251 
263,923 43,920 307,843 
290,746 290,746 
215,106 72,795 287,901 
158,119 128,806 286,925 
198,364 83,097 281,461 
202,762 66,970 269,732 
240,560 19,840 260,400 
193,667 63,126 256,793 
210,919 43,539 254,458 
208,744 36,779 245,523 
225,058 19,046 244,104 
147,100 93,032 240,132 
194,462 45,292 239,754 
197,325 35,639 232,964 
205,817 25,398 231,215 
187,254 42,117 229,371 
227,466 227,466 
141,644 76497 218,141 
213,323 213,323 
195,312 16,030 211,342 
205,220 205,220 
164,089 40,737 204,826 
177,521 26,248 203,769 
168,136 35,180 203,316 
137,027 65,679 202,706 
154,658 44,700 199,358 
198,185 198,185 
158,264 35,685 193,949 
193,313 193,313 
191,942 191,942 
163,294 28,528 191,822 
103,047 86,071 189,118 
138,449 50,663 189,112 
159,456 28,306 187,762 
127,269 60,322 187,591 
183,279 183,279 
136,347 44,405 180,752 
178,379 178,379 
160,218 14,688 174,906 
167,368 167,368 
115,697 51,390 167,087 
131,922 33,464 165,386 


. 4,592,269 5,304,216 2,295,676 12,192,161 
. 4,125,860 5,401,803 2,124,121 11,651,784 


R. J. Reynolds Tobacco Co., ac- 
cording to the Bureau of Adver- 
tising’s figures, increased its 
in 1956, for a total gross 


charges. 


The major reason for this in- | 
as the introduction of a/| 


new brand of cigarets—the men-| 


but took a big jump last year due 
mainly to test marketing and in- 
troduction of new products. 
These expenditures represent 
“new money” rather than cut- 
backs in other media. 


Shell Oil Co., New York, re- 
portedly spent $4,467,313 in news- 
|paper advertising during 1956, a 
increase over the 1955 out- 


moting the two new bread brands. | campaign appeared in daily news- | lay of $2,706,340. The increase was 


Deepmolded, clear-cut R.O.P. mats molded to individ- 
ual newspaper specifications, utilizing Certified Dry 
Mat Corporation’s special R.O.P. Blue Ribbon flongs. 


4 SERVICE 


WAbash 2-1204 


GG edsds We 


MATRIX COMPANY 


517 SOUTH 


JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 


iN. J., 


_ $3,800,000 in 
| the Bureau of Advertising. 


papers. Following that, ads were | 


|scheduled for the brand rather /|tising. During 
| frequently in Sunday sections and 
| infrequently in dailies. 


The other principal factor ac- 


|counting for the hiked newspaper 
| budget was the inclusion of com- 
'ies in the advertising programs of 


Winston and Camel. There were 


| frequent one-third and one-sixth 


page ads for Camel and a smaller 


schedule for Winston. 


Campbell Soup Co., Camden, 
increased its newspaper ad- 
vertising by 64.4% in the past 
year, with total expenditures of 


1956, according to 


The company attributes this in- 


crease to greater use of (1) sup- | 


plements, (2) metropolitan news- | 


due to heavy institutional adver- 
1956 Shell spent 
$1,731,000 on institutional adver- 
tising as compared with $52,006 
the previous year. Product adver- 
tising during 1956 only accounted 
for a 5% increase over the year 
before and this was mainly due 
to Shell’s promotion for its premi- 
um gasoline, Super Shell. 

Shell’s institutional campaign 
during 1956 ran in over 200 news- 
papers, whereas in 1955 the com- 
pany only used two markets, Ta- 
coma, Wash., and Charlotte, 
N. C. Newspaper advertising in 
1956 accounted for 26% of Shell’s 
budget. Shell’s ad budget in all 
media for 1956 was up 12% over 
1955. 


papers, both r.o.p. color and b&w, ‘Bell & Howell Sells Hi-Fi Line 


for concentrated selling and (3) | 


dailies and weeklies to test mar-| 
ket new products (Campbell’s fro- 
zen soups and Swanson’s frozen 


foods), both locally and sectional-|currently handled 
ly. The company uses from 35 to 50 | 
| probably 


markets across the country. 
Heavier expenditures in news- 


Bell & Howell Co., Chicago, has 
| sold its line of high fidelity radio- 
phonograph consoles to Columbia 


Records. Advertising for the line, 
by McCann- 
Erickson’s Chicago office, will 


be shifted to the New 
York office, which handles other 


papers began some five years ago, |Columbia advertising. 
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35 Newspapers Add 
R.O.P. Full Color 


in the Past Year 


(Continued from Page 37) 
was no such surge toward three| But Large Space Buyers 


colors and black. Last year the in- / Good 
crease was rather evenly divided, Say It’s Very for 
Food, New Products 


with 29 newspapers adding three 
Cuicaco, May 29—R.o.p. color 


colors and black, 31 adding two 
colors and black and 29 adding one 

has splashed across the nation’s 
newspapers a little more slowly 


color and black. 
® The number of newspapers of- = space buyers expected. 


fering three colors and black has| Furthermore, it is sometimes 
almost doubled in the past five |OUt of register or shows other 
years. The breakdown looks like | technical flaws in reproduction. 


this: But despite these difficulties, 
1952 — 157 1955 — 227 (uniformity of reproduction qual-| 
1953 — 211 1956 — 256 ity is growing and r.o.p. color is 
1954 — 208 1957 — 291 | establishing itself as a strong and 


Although the number of news- | Productive medium, particularly 
papers offering one color and black |for mew product introduction, 
is considerably larger, the per- |foods and package identification. 
centage of increase in the past 
five years has been much smaller|s That is the consensus among 
—about 8%, from 500 newspapers | space buyers at ten of the largest 
in 1952 to 656 today. U. S. agencies, who were ques- 

tioned by ApverTISING AGE. 
® The 1957 figures released to AA| Opinions on what r.o.p. color 
by Lake Shore will be included in| can do best were typified by the 
its seventh annual edition of a 32-|comment of Otto R. Stadelman, 
page booklet entitled, “Newspaper | Senior vp and media director of 
R.O.P. Color Requirements,” to ap- | Needham, Louis & Brorby, Chi- 


R.0.P. Color Grows Less Quickly — 
Than Big Space Buyers Expected _ 


{ommend it where strong impact 
is needed. 
= Space buyers almost universally 
eee caggor yom disappointment in the 
irate of growth of r.o.p. color, and 
pinned it on high cost of high’ 
speed color presses and labor in- 
volved, which has caused some 
publishers to lag, lack of uniform 
reproduction quality, lack of con- 
sistency among newspapers in| 
number of colors available and 
lack of availability of space in 
|certain newspapers on days de-| 
| sired. 

|! Mr. Porter of JWT believes that 
newspapers “are not doing every-| 


|faulty reproduction of, 
| stance, 
|r.o.p. medium a black eye. This 
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But these two admen had words erratic, some consistently bad. 
of encouragement on reproduc-| Certainly this scares off some ad- 
tion quality. “Quality of reproduc-|vertisers who might otherwise 
tion has improved greatly,” Mr. | give it more consideration.” 
Beatty said, “and this should not} Mr. Matthews also believes that 
be a limiting factor at this time.” | rates are too high and that a pre- 
mium of 35% is maximum. 

Fred Barrett, vp in charge of 
media at Batten, Barton, Durstine 
& Osborn, believes reproduction 
quality is good—“not as good as 
magazines,” he said, “but that is 
not expected. We have not heard 
any agency or advertiser make the 
produce uniformly good results. statement that it would not use 

“Generally speaking, I would|r.o.p. color because of poor repro- 
say that the newspaper medium | duction.” 
has a great selling tool in r.o.p. 
color, but its usefulness to adver-| = While crediting the growth lag 
tisers is still impaired by its lack| partly to occasional weakness in 
of availability ‘across the board’ | reproduction quality, few media 
in all papers and in any size|directors themselves confessed to 
which the advertising agency | being troubled by it. As one New 
might recommend.” | York vp and media director put 
|it, “Our production folk think re- 


® Mr. McEvoy observed that “one | 
newspaper which is guilty of 
for in- 
a package can give the 


is particularly unfortunate since 
it affects certain papers which 


thing they possibly could” to sell| = Leonard Matthews, vp and me- 
r.o.p. rolor to national advertisers,| dia manager of Leo Burnett Co., 
j}and he said these things are hold- Chicago, said that “some repro- 


ingitup: duction quality is very good, some 
1. Unavailability of equipment) 


| production quality could be much 
| better. It doesn’t bother me much. 
I guess I’m not a technician— 
just a consumer when it comes to 


in major markets such as New 
York. 

2. Non-existence of favorable 
discounts for volume and contin- | 
| uity advertisers. 
| 3. Lack of uniformity of size of 


pear about June 1. 

As the number of newspapers | 
offering r.o.p. color has grown, so| 
has color linage. Media Records’ 
reports on 202 newspapers’ annu- 
al r.o.p. color linage shows that 
total linage grew from 49,257,765 
in 1952 to 109,318,171 in 1956— 
more than doubling in five years. | 


cago: 

“The accounts most suited to 
r.o.p. color are grocery products 
where both ‘appetite’ appeal and 
product identification are impor- 
tant, and products where display 
is part of the advertising prob- 
lem.” 


| ads. 

4. Non-standardization of color | 
premiums. 

5. No guarantee of quality re- 
| production on a national basis. 

Many space buyers noted, how- 
ever, that bad reproduction is 
the exception, not the rule, and 
that several newspapers are doing 


The 1956 linage was 21% greater |® Gordon Buck, vp and media ai- | 2" extraordinarily high quality 


than the 1955 total of 90,171,262. 


® Premiums on r.o.p. color have 
stayed level or have risen slightly, | 
Lake Shore studies show. The} 
company reports that premiums 
for one color averaged 32% in 
both 1954 and 1955 and 31% in 
1956. Premiums for two colors and 
black averaged 46% in all three 
years, while premiums for three 
colors and black rose from an av- 
erage 55% in 1954 to 58% in 1955 
and 59% in 1956. 

The number of newspapers us- | 
ing color in both editorial matter 
and advertising rose from 309 in 
1954 to 327 in 1955 to 370 in 1956, 
while the number using color in 
editorial only rose from 295 in 
1954 to 333 in 1955 and then dipped 
to 329 in 1956. 

Studies by Media Records show 
that the increase in r.o.p. color 
linage has been faster than that 
for black and white. Using 1951 
linage as a base of 100, the figures 
show r.o.p. color increasing to 233 
while b&w was increasing only to 
124 by 1956. + 


rector, Foote, 
Chicago, went beyond that. “Food 
products can probably best use 
four-color r.o.p. to best advantage 
—but color can add to any product 
to gain better attention and im- 
pact.” 

Arthur A. Porter, vp of J. Wal- 
ter Thompson Co., New York, said 
the agency’s most recent use of 
r.o.p. color was for the introduc- 
tion of Lever Brothers’ Lux bar 
soap in four shades and that other 
clients such as Ford, J. B. Wil- 


liams and Scott Paper Co. have) 


been relying on r.o.p. color for 
higher readership and _ product 
identification and longer lasting 
impressions. 

All of the space buyers said 
they had used r.o.p. color success- 
fully or were now recommending 


Cone & Belding, |°> 


s An unusual factor cited as re- 
tarding the spread of r.o.p. color) 
was its scarcity in New York, 
|where Madison Ave. gets little 
|chance to see it in action. Said 
|P. C. Beatty, media director of 
Maxon Inc., Detroit: “Presumably, 
r.o.p. color has not grown faster 
because New York papers have a 
minimum of color daily, so New 
York agencies do not see it first | 
hand to any extent.” 

Just to show that this was not 
merely the remark of a Detroit 
adman about New York admen, 
a New Yorker voiced the same 
| idea. Newman F. McEvoy, vp and 
media director of Cunningham & 
Walsh, New York, said: 

“My guess is that r.o.p. color 


it to clients. A New York agency-| would grow faster were it uni- 
man who would not be quoted|formly available in all papers. 
said that he had “tried r.o.p. color| This may be particularly impor- | 
for a food product, and was sur-|tant since so much advertising is | 
prised that we could not trace| generated in New York and since! 
noting differences or depth of/it is not generally brought to the 
penetration differences to the col-| attention of New York advertis- 


or.” But he is continuing to rec- 


| ing.” 


Ontario is 145,243 sq. mi. 


Bigger than Texas | 


IN ONTARIO 


The London Five Press 


BIGGER THAN ANY OTHER NEWSPAPER 
OUTSIDE OF TORONTO DAILIES! 


London is the ‘‘lone star’’ of Canadian Test Markets 
. .. your advertising strikes home in rich South Western 
Ontario through more than 100,000 copies daily! 


The London Free 


Western Ontartos Premest Meurpaper 
ONTARIO'S ONLY MORNING-EVENING COMBINATION 


Press 


Rolled in the New Bedford 
plant of Revere Copper & 
Brass, Inc., nearly 2 mil- 
lion pounds of Architectural 
Bronze Sheets were used in 
this new 38-story Seagram 
Building ot 375 Park Ave- 
nue, New York City. 


THERE IS AN- 


Pent ORL 
P INDUSTRIAL 


aN He it 
Wim 


TH 
tit 


i 
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DIVERSIFIED INDUSTRIAL PAYROLL 


INCREASED 62.6% IN LAST TEN YEARS 
1946 — $25,760,554 1956—$41,884,279 


Evidence of New Bedford's Industrial Revolution can be 
found right in the heart of New York City. New Bedford's 
part in the Seagram Building is but one example of the 
thriving diversified industry that has shown a healthy 
62.6% increase in the last 10 years. Reports from well- 
known economists predict that New Bedford's prosperity 
this year will exceed the all-time high of last year. 


The Slandardi- Times 


“The Nation's Best-Read Newspaper” 
BASIL BREWER, Publisher 


ONE PAPER COVERAGE 
CITY ZONE 94%, ENTIRE MARKET 87% 


Represented by Story, Brooks & Finley, Inc. ———______-—— 
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reading a paper.” 
Among those who were both- | 
ered, one said: 


ers middle or mediocre. This more | 
or less confines r.o.p. color use to} 


“We have had mixed 


tations of 


|growth in the number of news- 
papers making r.o.p. color avail- 
“Some papers|able, are bound to make it more 
have excellent reproduction, oth- | attractive for national coverage 
and spiral its growth. The limi- 
its growth are more 
local or sectional.” Another said: | or less in the laps of some publish- 
results| ers who have been slow in lining 
mainly due to reproduction diffi- | up—so as to make r.o.p. color a na- 


culties. We feel that color should| tional medium.”—Mr. Stadelman 


be functional to the product or! of NL&B. 


the mood. We are recommending 
it when we feel it will benefit.” 


s Generally, the space buyers | 
were dissatisfied with the amount 
of coverage offered by r.o.p. color. 
It was pointed out that many 
eastern markets do not offer four- 
color availabilities and some im- 
portant markets do not even offer | 
two-color. The solution offered | 
was to supplement with b&w in| 
the uncovered markets. 

Space buyers viewed the future | 
with optimism, bolstered by “su-| 
perb cooperation,” as one vp put | 
it, among publishers, reps and) 
agency production people. Here’s | 
a roundup of forward looks: 
s “As advertising activity contin- | 
ues to grow, it becomes harder | 
and harder for brands to make a 
strong impression on the consum- 
ing public. Because of the great 
impact and saturation market 
coverage possible with r.o.p. color, 
we feel its future growth will be 
spectacular. As color usage in- 
creases, we hope that premiums 
will get smaller and thereby en- 
courage more frequent use of color 
units.”—Mr. Buck of FC&B. 

“Experience will improve the 
results for everyone—newspaper, 
agency, client. There will be more 
four-color and more flexibility in 
size.”—Reginald L. Dellow, eee 
Advertising, Chicago. 

“The future will depend on the | 
ability of the newspapers to pro- | 
vide more uniform standards in the 
general handling, reproduction and 
pricing of r.o.p. color advertising.” 
—Maxwell Ule, senior vp, Kenyon 
& Eckhardt, New York. 

“I believe r.o.p. color will rep- | 
resent the newspaper medium’s 
best defense against television's 
inroads as a local market me-| 
dium.”—New York media director | 
who declined to be identified. 


s “R.o.p. color has established it- | 
self as a strong and productive 
medium. The efforts on the part, 
of publishers to standardize the 
rate structure, as well as the| 


GEE! Look at that 


outboard motor!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales | 


“ WGN-TV 


The punch line and benediction 
was delivered by Elmer W. Froeh- 
|lich, media director of MacManus, 


John & Adams, Bloomfield Hills, 
Mich., who concluded: “Give the 
papers time and they will lick the 
problem.” # 


ARF Releases PARM Bulletins, 
Elects Seven Subscribers 

The Advertising Research 
Foundation, New York, has re- 
leased the first of a series of new 
bulletins based on cross-tabula- 
tions of the “Printed Advertising 
Rating Methods” study published 
last summer. ARF says it repre- 


sents “the most extensive invest- 
igation to date of current ad 
rating methods.” The first five 
bulletins contain highlights from 
the 600 pages of basic statistical 
material issued in 1956. 

Seven new subscribers have 
been elected to the ARF: Field & 
Stream, Miles Laboratories Inc., 
Ohio State University, University 
of Buffalo, University of Georgia, 
University of Illinois school of 
commerce 
Southern California. 
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‘SEP’ Names Contest Winners 
Edmund G. Dearborn, of the ad- 
vertising department of Draper 
Corp., Hopedale, Mass., has been 
named winner of The Saturday 
Evening Post contest to determine 
the median time readers spend 
with the magazine. Marion C. 
Schergen, Wherry, Baker & Til- 
den, Chicago, finished second, and 
Richard V. Morse, Young & Rubi- 


jcam, New York, took third place. 
and University of | 


Mr. Dearborn won a two-week trip 
for two to Tahiti. 
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Jersey Standard to 
Spend $41,000,000 
in Ads During ‘57 

New York, May 28—Standard 


Oil Co. (New Jersey) spent $38,- 
552,000 on advertising during 1956 


vertising expenditures 
by 28.7% from $14,530,000. Sales | 
for Jersey Standard during the| Jersey Standard spent the largest during 1955. 
same period were up 13.6% from) bite of its budget in newspaper | 

and supplement advertising. Dur- « Jersey Standard’s principal mar- 


$6.27 billions to $7.13 billions. 


Domestic figu 


increased | period was 6.06%. 


res 


reveal 


While the over-all budget was|or 51.5% of the total budget. The | advertising expenditures. In 1956,, keter in Texas and New Mexico. 
up 19.3% from 1955, domestic ad-| budget increase for the two year it spent $3,159,624 on spot tv, 
16.9% of its domestic budget, com- 

that! pared with $2,093,773 or 14.41% 


At the annual stockholders meet- 
ing last week, Standard of New 
Jersey President M. J. Rathbone, 
in answer to a question by a stock- 
holder, revealed Jersey Standard’s 
over-all advertising expenditures 


jing 1956, the Jersey giant spent keting affiliates are Esso Stand- | for 1955 and 1956 and the proposed 


® A slightly larger percentage of | 


of which $18,696,000 was for do-| the budgets for 1955 and 1956 were 


mestic advertising (AA, May 27). 


spent in foreign advertising. Dur- 


Jersey Standard also revealed that | ing 1955 $17,790,000 or 55.04% was 
the company plans to spend $41,- | spent in overseas advertising, while 


000,000 in 1957. 


‘in 1956 the figure was $19,856,000 


$4,917,048 on newspapers or 26.3% 


vious year. 


ard, which markets in an 18-state 
of its over-all budget, as compared area from Maine to Louisiana, Car- 
with $3,449,422 or 23.74% the pre- ter Oil, which markets in nine 
states in the Pacific Northwest 

Spot television accounted for an-|and the Rocky Mountain states, 
other large slice of the company’s ' and Humble Oil, a two-state mar- 
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MONITOR Sales Keep Going 
Up And Up, At A Rate That 
is Right Out Of This World! 


Net-dollar volume for MONTTOR’s first 
quarter 1957 was 239% ahead of the 
first quarter last year. MONITOR’s net- 
dollar volume as of May 15, 1957, 
already exceeds that of the entire 
year 1956. And third and fourth 
quarter orders are rocketing in. 


16 brand-new advertisers, and 13 
back for asecond helping, provide the 
power for MONITOR’s atomic surge. 


Here are some reasons why MONITOR 
appeals so strongly to advertisers: 


¢ 15 announcements on MONITOR de- 
liver over 6% million listener home 
impressions — not counting the au- 
dience reached through car radios 
and picnic-basket portables. 


* MONITOR gives all advertisers max- 
imum flexibility in choosing thetime, 
frequency, and audience-groups that 
their marketing strategies demand. 


© MONITOR Offers advertisers custom- 
tailored merchandising plans. 


® MONITOR’s programming is fast- 
moving, varied. Listeners really 
listen— because there’s always some- 
thing interesting to listen to. 


Now’s the season when America 
becomes a nation on wheels, With 
39 million cars equipped with radios, 
MONITOR will be traveling faster than 
ever, every weekend from now on. 


Want to come along for the ride? 


NBC RADIO 


budget for 1957. Company sales 
were $7.13 billions in 1956, as com- 
| pared to $6.27 billions in 1955. 
Consolidated net income report- 
ed by Jersey Standard for 1956 was 
$808,535,000 or 14% greater than 
|}the company’s 1955 income of 
$709,310,000. + 


Michael Brand Moves, Adds § 

| Michael Brand Associates has 
|moved to 12138 Victor Bivd., 
| North Hollywood, Cal. The agency 
|has added five new accounts. 
They are Standard Electronics, 
| Burbank; California Airmotive 
|Corp., North Hollywood; Parti- 
| tions Inc., Culver City; Arco Elec- 
tronics, Los Angeles, and Airotary 
Supply Corp., Sun Valley. 


“In VIRGINIA 


...BUY the 


ROANOKE 


Television Market!" 


The Roanoke Television Market 
comprises 24% million people, 
over 2 billion dollars retail 
sales, and is generally credited 
with over 300,000 television 
homes. 


One WDBJ-TV program, “Top ‘O’ 
The Mornin’ ” 
against strong network competition 
Monday through Friday between 7:00 
and 8:00 A. M.—has this (largely 
unsolicited) mail record for the first 
quorter of 1957: 


— which is local-live 


@ 4,496 pieces of mail 

@ 407 towns and cities 

. 72 counties 

* 3 states (Va., W. Va., N.C.) 


For tull details, call Peters, Griffin, Wood- 
word—or WOBJ-Television! 


Owned and operated by 
the Times-World Corp. 
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71 Win Honors in 


Chicago Federated 
Adclub Competition 


Cuicaco, May 28—The Chicago| 


Federated Advertising Club made 
71 first awards and several spe- 
cial awards in its annual competi- 
tion at its annual advertising af- 
filiates dinner May 23 (AA, May 
27). 

The award winners in the nine 
classifications, with advertiser and 
agency or display company, are: 

GENERAL CONSUMER MAGAZINES 


Product selling campaign 
Pillsbury Mills, Leo Burnett Co. 


Product selling single ad in color—Kel- | © 


logg Co., Leo Burnett Co. 


Product selling campaign 
Philip Morris & Co., (Marlboro), Leo 
Burnett Co 


Institutional campaign in b&w—Minne- 
apolis-Honeywell, Foote, Cone & Belding. 

Special citation for public service cam- 
paign—U. 8S. Savings Bond Division, 
Treasury Dept., Foote, Cone & Belding. 


INDUSTRIAL & BUSINESS MAGAZINES 

In this category there are three divi- 
sions: Companies with annual gross sales 
of under $10,000,000, over $10,000,000 and 
over $20,000,000. 

Product selling campaign in_ color, 
(Gross sales under $10,000,000)—-Roura 
Iron Works, Marsteller, Kickard, Gebhardt 
& Reed. 

Product in color 


selling campaign 


(Gross sales over $20,000,000)—-Minneapo- | 


lis-Honeywell, Foote, Cone & Belding. 


Product selling, single ad in _ color 
(Gross sales under $10,000,000)—Lavin 
Parfums, North Advertising 

Product selling, single ad in color 
(Gross sales over $20,000,000)—-Perkins 
division, General Foods Corp., Foote, 
Cone & Belding. 

Product selling campaign in b&w 


(Gross sales over $20,000,000)—-U. S. Gyp- 
sum Co., Fulton Morrissey Co. 
Institutional campaign in color—Gen- 


in color— | 


in baw— | } 
uSEFUL—Reynolds Metals Co. says | 


sy Rafe ee 


| 


this package is the first use in the | 
| cereal industry of aluminum foil as 
an outside wrapping. It helped) 
boost sales by 100% in a year for 
Uncle Sam Breakfast Food Co., | 


Omaha, Reynolds reports. 


Co., L. A. Goodman Mfg. Co. 

Special citation—W. L. Stensgaard & 
Associates for outstanding contribution 
| to the excellence of point of purchase 
| advertising for more than 25 years. 


RADIO 


| Local drama program—WBBM - CBs | 
| Radio for “Out of Your Mind.” | 
| Local variety program—WGN for 


“WGN's Big Ten Community Parties.” 

| Local music program—Alan Radio & 

Appliance Co. and Radio Station WMAQ 

for ‘Promenade Concert.” | 
| 
| 


Local audience participation program. 
| Thomas J. Webb Co. and WBBM - CBS 
| Radio for “Lucky Ladies.” 

Local disc jockey program tie award— 
WGN and Wally Phillips for “The Wally 


eral American Transportation Corp., Ed-| Phillips Show” and WMAQ and Wed 


ward H. Weiss & Co. 

Institutional single ad in color (Gross 
sales over $20,000,000)—School Furniture 
div., Brunswick-Balke-Collender Co. 

Institutional campaign in b&w (Gross 
sales under $10,000,000)—Collins, Miller 
& Hutchings. 

Institutional campaign in b&w 
sales over §$20,000,000)—First National 
Bank of Chicago, Foote, Cone & Belding. 


FARM PUBLICATIONS 


ternational Minerals & Chemical Corp., 

Aubrey, Finlay, Marley & Hodgson. 
Product selling single ad in 

Siegler Corp., Dancer-Fitzgerald-Sample. 
Product selling campaign in b&w— 


lay, Marley & Hodgson. 

Institutional campaign in b&w—Moor- 
man Mfg. Co., Marsteller, Rickard, Geb- 
hardt & Reed. 


DIRECT MAIL 
Calendar—United Air Lines. 
Announcement—Abbott Laboratories. 
Letter—Abbott Laboratories. 
Catalog—Fin ‘n Feather Farm, 
M. Schrom & Co. 

Booklets and brochures—U. S. Gypsum 
Co., Fulton Morrissey Co. 

Annual report—Abbott Laboratories. 

Mail campaign—Abbott Laboratories 
International Co. 

House Magazine—Abbott Laboratories, 
DeForest Sackett & Associates. 


Archie 


NEWSPAPERS 
National or regional product selling 
campaign in color—Campbell Soup Co., 


Leo Burnett Co. 

National or regional campaign, institu- 
tional—Standard Oil Co. (Ind.), Batten, 
Barton, Durstine & Osborn. 

National or regional campaign, product 
selling—(Over 400 lines) —Perk Dog Food 
Co., Edward H. Weiss & Co. 

Local retail advertising, item ad omni- 
bus, page unit—Marshall Field & Co. 

Local retail advertising, campaign ads 
—Carson Pirie Scott & Co. 

Local retail advertising, institutional 
ad—Carson Pirie Scott & Co., Frank C 
Jacobi, Advertising. 

Public service campaign—Harris Trust 
& Savings Bank, Leo Burnett Co. 

Special award for bank advertising— 
First National Bank of Chicago, Foote, 
Cone & Belding 


OUTDOOR AND TRANSPORTATION 
Poster campaign, 24 sheet-—-Chicago 
Tribune, Foote, Cone & Belding. 


POINT OF PURCHASE 
Window displays, temporary—United 
States Gypsum Co., Fulton, Morrissey Co 
Window displays, light & motion—Pa- 
per Mate Co., Kling Displays. 


Counter displays, permanent—Ray-O- 
Vac Co., Harve Ferrill & Co 
Counter displays, light & motion— 


Theo. Hamm Brewing Co., L. A. Good- 
man Mfg. Co. 
Signs & wall displays—Falstaff Brewing 


| Howard for “Wed Howard's Melody Mag- 


| casts.” 
| 


(Gross | 


| news staff for “WMAQ NEWS.” 
Product selling campaign in color—In- | 


color— | 


| Philip Morris Inc. - “Marlboro Jingle,” 
| Leo Burnett Co. 
International Harvester Co., Aubrey, Fin- | 


| “Susan's Show.” 
} 


| Broadcasting Co. for ‘“‘Here’s Music of the 


| Music and variety program, network— 


| ” 
| azine 

Local special features, sports—Standard 
Oil Co. (Ind.), D'Arcy Advertising Co. 
for “1956 Chicago Bears Football Broad- 


Local special features, public service 
tie award—WBBM—CBS Radio for “Ear 
On Chicago” and WGN for “WGN Traffic 
Bulletin Service.” 

Local special features, news—WMAQ 

Local special features, women’s show— 
WMAQ and Virginia Marmaduke for 
“Features in the News with Marmaduke.” 

Commercial announcements, network— 


Commercial announcements, 
regional—Heidelberg Brewing 
Farland, Aveyard & Co. 


local and 
Co., Mac- 


TELEVISION 


Children’s program, WBBM-TV for 


Music and variety program, local—Her- 
bert S. Laufman & Co. and National 


London House and Mister Kelly's.” 


NBC Television Network for “Club 60.” 
News program—Standard Oil Co. (Ind.), 


D'Arcy Advertising Co. and WBBM-TV 
for “Standard News, Weather & Sports | 
Roundup.” | 


; Commentary program—WNBQ for “City 
| Desk.” 

Special award to all four Chicago tv | 
stations for “Their contribution to the 
welfare of the community in the religious 
field"—WNBQ, WBBM-TV, WGN-TV and 
WBKB. 

Women’s program—Libby, McNeill & 
Libby, American Medical Assn. and Lauf- 


man Film Productions for “It's Baby 
Time.” 
Weather 


program—WNBQ and Clint 
Youle for “Clint Youle-Weatherman.” | 

News program, special event—WBKB 
for live tv coverage of U. S. banking 
and currency hearings. 

Special citation—Kukla, Fran & Ollie 
and Burr Tillstrom and Fran Allison for 
ten years in television: ‘“‘Never have so 
many owed so much to so few for so | 
long.” 


COMMERCIALS 

20-seconds, live action—Tea Council, 
Leo Burnett Co. 

20-seconds, animation—Commonwealth 
Edison Co. (Little Bill), Leo Burnett Co. 

One-minute, straight animation—Ar- 
mour & Co. (Liquid Chiffon), Foote, 
Cone & Belding. 

One-minute, straight sell, live action— 
Admiral Corp., Fred A. Niles Productions. 

One-minute, dramatized—Helene Curtis 


Inc. 


_WNR Named Rep for 21 Papers 
Weekly Newspaper Representa- 
tives, New York, has been named 


| 
Industries, Earle Ludgin & Co. and me 


¢ 


: 
z 
: 


Corp., Price Bros. 

Floor & island displays, merchandisers, 
temporary—Quaker Oats Co.. Chicago 
Show Printing Co. 

Floor & island displays, merchandisers, 
permanent—Martin-Senour Co., Advertis- 
ing Metal Display Co. 

Floor & island displays, merchandisers, 
light & motion—Theo. Hamm Brewing 


national advertising representative 
for 21 weekly newspapers in Colo- 
rado, Florida, Illinois, Indiana, 
New Mexico, New York, Ohio, 
Pennsylvania, South Carolina and 
Texas. WNR presently represents 
some 7,500 weeklies. 
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Spot TV Expenditures by Product Classification 


First Quarter, 1957 


(Compiled by N. C. Rorabaugh for Television Bureau of Advertising. The 
top 100 advertisers in spot tv during the first quarter of 1957 appeared in 
last week's issue of ADVERTISING AGE.) 


AGRICULTURE ..... $ 410,000; Dentifrices ........ 1,191,000! Packaged Soaps, Deter- 
Feeds, Meals ...... 280,000, Mouthwashes ...... 41,000 es be v0 a 2,823,000 
Miscellaneous ..... 130,000 Miscellaneous ..... 304,000; Miscellaneous ..... 313,000 
ALE, BEER & WINE. 8,514,000 DRUG PRODUCTS .. 12,981,000 HOUSEHOLD PAPER 
Beer & Ale ........ 7,548,000 Cold Remedies 3,330,000, PRODUCTS ....... 1,618,000 
Wine ...... : 956,000 Headache Remedies 1,896,000, Cleansing Tissues .. 480,000 
Indigestion Remedies 2,448,000. ee? \ ane seeeees penned 
ED 6 oda. dask ee 1,808,000 | ap see eeeaeees ’ 
AMUSEMENTS, 119.000 Vitamins .......... 565,000 Toilet Tissue ...... 167,000 
ENTERTAINMENT 19,000) weight Als ....... 130,000, Miscellaneous ..... 584,000 
| Miscellaneous Drug 
AUTOMOTIVE ...... as06g0e| “Gates. .... 2,531,000 HOUSEHOLD, GENERAL 592,000 
Anti-Freeze ....... 13,000 rug Stores ....... 273,000 Brooms, Brushes, 
EE ok nc cane 39,000 Mops, etc. ....... 3,000 
ee ee 1,212,000 | China, Glassware, Crock- 
Tires & Tubes 237,000 te 8 ee oniikaeds ery, Containers .. 3,000 
Trucks & Trailers . 502,000 | aaa... 7,371,000 Disinfectants, Deodor- 
Miscellaneous Acces- | 6 7 4 oe? aa 408,000 | a 285,000 
sories & Supplies 200,000) Coe ae a ee” | Fuels, (heating, ete.) 41,000 
"wees Sotuie 6.904 000 | Insecticides, Rodenticides 35,000 
BUILDING MATERIAL, Condiments, Sauces, . Kitchen Utensils ... 5,000 
EQUIPMENT, FIXTURES, | Appetizers bg ge 1,316,000. Miscellaneous ...... 220,000 
PAINTS .......... 450,000, Dairy Products .... 1,697,000 
Fixtures, Plumbing Desserts ........... 146,009 NOTIONS ..... vee 30,000 

a 69,000 pry Foods (Flour, 
ee 129,000 Mixes, Rice, Etc.) 1,701,000 PET PRODUCTS 1,679,000 
Paints ..... rere 96,000 Fruits & Vegetables, 

————— 26,000 pe as i 2,381,000 PUBLICATIONS .... 553,000 
Miscellaneous ..... 130,000 
| 221,909 SPORTING GOODS, BICY- 
CLOTHING, FURNISHINGS, Margarine, Shorten- + eo Bagg Aan et 
ACCESSORIES ....__ 2,170,000 eye 1,496,000) orna) Bportan 4 
Meat, Poultry & neral Sporting G ood 
a 2,000,000 F 1,637,000 | Toys & Games ..... 107,000 
oe ram . ery = —_............. "100,000 Miscellaneous ..... 7,000 
ES ° } Sa A e896 00.6 & 2.0% 4 J 
Miscellaneous ..... 5,000 ae bn —_ 2,072,000 | STATIONERY, OFFICE 
Foods 1,156 000 EQUIPMENT ...... 131,000 
CONFECTIONS & | Food Stores ....... 1,752,000. 
SOFT DRINKS .... es ' ' TELEVISION, RADIO, 
Confections ....... 3,563,000 PRONOGRAPE, MUSICAL 
Soft Drinks ........ 3,671,000| “SOOIPMENT  —190.000|  eTRUMENTS ——_ 
tee , EE wéieaccie’ 83,000 
| Radio & Television Sets 97,000 
CONSUMER SERVICES 3,177,000 GasorINE & LUBRI- & . ee 150,000 
Dry Cleaning ee Aree 5,422,000 Miscellaneous ..... 93,000 
& Laundries ...... 42,000 Gasoline & Oil .... 5,249,000! 
a 550,000, Oil Additives ...... 137,000 TOBACCO PRODUCTS & 
Beeeremes ......... 509,000 Miscellaneous ..... 36,000; SUPPLIES ........ 10,331,000 
Medical & Dental .. 53,000 | eee 9,847,000 
Moving, Hauling, HOTELS, RESORTS, Cigars, Pipe Tobacco 442,000 

ee 115,000 RESTAURANTS ... 87,000; Miscellaneous ..... 42,000 
Public Utilities 1,523,000 
Religious, Political TRANSPORTATION & 

1s -) 

Unions .......... ger | ‘TRAVEL ......... 884,000 
Schools & Colleges . 21,000 WAXES cia F 2 808 000 | Mn gitvaddstétna ss 475,000 
Miscellaneous Services 99,000 Cleanese Cle: chk: = 1258,000 a eee 174,000 

Piece & Peniitane Pethne is ina 6aub Yas 23 213,000 
COSMETICS & oa, Wames ....... 79,000. Miscellaneous ..... 22,000 
TOILETRIES .... 10,660,000 Glass Cleaners ..... 278,000 . 
Cosmetics ......... 2,703,000 Home Dry Cleaners —-907,000 bes I apace comin 
Deodorants ........ 1,222,000 Shoe Polish ....... 18,000 c ’ A ete Palate: ii - : 
Depilatories 313,000, Miscellaneous Cleaners 268,000 ©#meras, Accessories, 
ee 136,000 
Minty Fontes & Clocks & Watches 1,008,000 
Heed a ace Cocgine, ee | HOUSEHOLD EQUIPMENT— | Jewelry ......... 58,000 

a Sl = : ween sunnee APPLIANCES ..... 1,472,000 | Pens & Pencils .... 47,000 

yy oe — 812,999 HOUSEHOLD FURNISH- "MISCELLANEOUS 1,835,000 
ata ‘ ae 1,380,000 Trading Stamps .... 369,000 
Perfumes, Toilet — 

Waters, ete. 189,000 Beds, Mattresses, Miscellaneous Products 773,000 
Rasers, Blades... 6.000 Springs ......... 1,167,000 Miscellaneous Stores 693,000 
Shaving Creams, Furniture & Other Fur- ES S206 00 500 $116,935,000 

Lotions, ete. ..... 891,000 SEED 2+ <a 0000 eoseeed Includes frozen foods in appro- 
me nn ll secant oe priate sub-classifications. Super- 

mEeees ..... 35,000 HOUSEHOLD LAUNDRY sedes earlier practice of grouping 
PRODUCTS ....... 3,732,000 all frozen foods in a separate cate- 
DENTAL PRODUCTS 1,536,000 Bleaches, Starches . 596,000 gory. 


3 TV Packagers 
Give Data to FCC 


(Continued from Page 3) 
ham issued a decision upholding | 
the commission’s legal authority 
to subpoena information. His rul- 
ing, issued last week, said the pro- 
gram producers are as much a 
part of the tv industry as stations 
and networks. 

He said the need for the infor- 


mation in order to complete the | 
study of the existing competitive' until June 17 to produce all the' said. + 


situation 
apparent, since four of these com- 
panies had been among the indus- 
try members who had filed com- 
| plaints 
|contending that existing network 
|practices restrained free competi- 
tion. 


|}@ At the hearing 


yesterday, 


in the industry was 


with the commission 


in New York 
TPA and Entertain-| 
ment Productions reported they | 
already had provided much of the} 
information which the network 
study group has requested. Mr. | 
Cunningham gave TPA, Official 
and Entertainment Productions 


data sought in the questionnaire. 
He promised the _ information 
would receive the same degree of 
confidentiality as similar informa- 
tion which has been provided vol- 
untarily by other producers. 

In his report calling for court 
action against the four holdouts, 
he noted they had filed applica- 


tions with the commission for re- 


view and reversal of his initial 
ruling upholding the subpoenas. 
The fact that these applications 
had been filed did not excuse the 
companies from complying with 
his order that they appear before 
him in New York Monday, he 
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Watson Vanderploeg, 
Kellogg President, 
Is Dead at 68 


BATTLE CREEK, May 29—Wat- 
son H. Vanderploeg, 68, president 
of the Kellogg Co., died yesterday 
in the Sanatarium Hospital after 
an illness of several months. He! 
had suffered a stroke in Novem-| 
ber, 1956. 

When he became president of | 
Kellogg in 1939, after a career in 
banking, the cereal company was 
producing seven cereals. It now 
makes 13. During that period Kel- 
logg’s annual sales rose from $33,- | 
000,000 to more than $200,000,000. | 

Mr. Vanderploeg was born of | 
Dutch parents on a farm in Mar-) 
ion County, Ia. After only three 
years of formal education he be- | 
came a bank clerk in Pella, Ia. | 
Eleven years after becoming the | 
cashier, he bought the bank, 
merged it with another, and six | 
years later sold the new bank. In| 
the meantime, he had found time | 
to complete his courses and grad-| 
uate from Central University Aca- | 
demy, in Pella, and to be admitted | 
to the Iowa bar, but he never 
practiced. Several years later he | 
became president of the Washing- 
ton Park Bank, in Chicago. 

In 1939 he became exec vp of | 
the Kellogg Co., and three months | 
later, he was elected president. 


® A resident of Augusta, Mich. | 
Mr. Vanderploeg was a director of 
Grocery Manufacturers of Amer- 
ica, the Nutrition Foundation and, 
until recently, of the Detroit 
branch of the Federal Reserve | 
Bank of Chicago. He was also a/| 
director of Bankers Life Co., Des 
Moines; chairman of the Railroad 
Consolidated Board here, and a) 
director of the W. K. Kellogg) 
Foundation. 


WILLIAM J. SOUTHAM 

HAMILTON, ONT., May 28—Wil- 
liam James Southam, 79, former 
publisher of the Hamilton Specta- 
tor and member of a famous Cana- | 
dian newspaper publishing family, | 
died May 22 of a heart attack. He! 
would have celebrated his 80th! 
birthday May 27. 

He was the fifth son of William 
Southam, founder of the Southam 
Co. The Southam newspapers in- | 
clude the Calgary Herald, Edmon- 
ton Journal, Medicine Hat News, 
Vancouver Province, Winnipeg 
Tribune, Hamilton Spectator, North 
Bay Nugget, and Ottawa Citizen. 

The younger Mr. Southam start- 
ed his career on the Hamilton Spec- 
tator, and in 1911 he became vp) 
and managing director of the 
Southam newspapers. He became 
publisher of the Spectator in 1919 
and retired in 1930. 


RICHARD DANIELSON 

Boston, Mass., May 28—Rich- 
ard E. Danielson, 71, president of 
the Atlantic Monthly Co. and asso- 
ciate editor of the Atlantic Month- 
ly, died last week at his home here. 
He was graduated from Yale Uri- 
versity in 1907 and worked on Bos- 
ton newspapers. He served as ed- 
itor of the Boston Independent, a 
weekly magazine, from 1924 to 
1928. He then became editor of the 
Sportsman and served as presi- 
dent of the Sportsman Publishing 
Co. until 1937. Since 1940 he had 
headed the Atlantic Monthly or- 
ganization. He served in the Army 
in both world wars. 


ARTHUR ALLOWAY 

Toronto, May 28—Arthur R. Al- 
loway, 67, for many years publish- 
er of the Oshawa Times-Gazette, 
died May 22 in Toronto General | 
Hospital. He had been president of | 
General Printers Ltd., publisher of | 
the Times-Gazette before it was) 
sold to Thomson Newspapers in| 
1951. 


How to reach 

= two big markets 
HEAD with 
ia a one low-cost buy! 


\ eeeeeeee 


wa 


, more people at lower cost . . . this is every advertiser's 
dream. Making this dream a reality is simple in Kentucky and Southern Indiana 
where one low-cost medium completely blankets two big markets. 


The medium is The Courier-Journal and The Louisville Times, which 
deliver more than 400,000 newspapers in this area every day. 


Market #1 is Metropolitan Louisville . . . a big. growing, billion-dollar market 
that now ranks among the nation’s top 30. Every one of the more than 
200.000 families in Metropolitan Louisville reads 

The Courier-Journal and/or The Louisville Times. 


Market #2 includes the rest of Kentucky and a large chunk of Southern 
Indiana . . . a market that commands nearly $3 billion in effective 
buying income. A large part of these dollars is concentrated in the small 
towns of the region. And in 75 of these towns, more than 

50% of the families read these newspapers every day. 


This is a money-saving opportunity that no other medium—or combination 
of media—can offer you. And it’s easy to buy. Simply contact a representative 


of The Branham Company. Or, if you'd like more information, 
write for our 1957 Circulation Breakdown. 


Sell Louisville and Kentuckiana 
for all they’re worth . .. in 


Che Courier -Zournal 
THE LOUISVILLE TIMES 


400,428 Daily Combination ¢ 311,094 Sunday 


Publisher's ABC Stat t for 6 ths ending March 31, 1957 


Represented, nationally by The Branham Co. 


New York ® Detroit * Chicago * Atlanta * St. Louis * Miami * Memphis * Charlotte 
Dallas * Los Angeles * San Francisco 
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On International Scene | 


Give British Ad 
Prizes to Mather 
& Crowther 


Lonpon, May 28—Mather & 
Crowther Ltd. led the field in the 
annual Layton Awards competition 
for the best British ads of the year. 

The agency won the top prize in 
both the b&w and color sections for 
1956. 

Inaugurated three years ago, the 
Layton Awards are designed to en- 
courage the improvement of print 
advertising techniques. The ads are 
selected by a panel of 10 judges 
representing all segments of Brit- 
ish advertising. 


s For the 1956 competition, 79 
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TOP AD OF ‘56—This Mather & Crowther ad for Sanatogen, a protein 

nerve tonic, won the Layton trophy for the best b&w ad of 1956 in 

Britain. Layout is dominated by a picture featured in the Steichen 
“Family of Man” exhibition. 


agencies submitted 1,175 entries.|firmed the impression that agen- 
As a guide to trends in British| cies and advertisers are making in- 
advertising, the competition con-|creased use of candid photographic | 
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PRIZEWINNER—This b&w ad was judged best in the food, drink, tobac- 

co and confectionery fields in the 1956 Layton Awards contest. J. 

Walter Thompson Co. produced it for the Butter Information Coun- 
cil, 


illustrations. In many cases, the 
photographs dominated the layout. 
The 1956 winners were: 


Layton b&w trophy: Mather & 
Crowther (Genatosan Ltd.). 
Layton color trophy: Mather & 


memes etn SE eee SY 


Crowther (Ronson Products). 

Group A (Food, drink, tobacco 
and confectionery): J. Walter 
| Thompson Co. Ltd. (Butter Infor- 
mation Council), b&w; S. H. Ben- 
son Ltd. (Guinness), color. 

Group B (Clothing, footwear, 
textile and home furnishing): Col- 
man, Prentis & Varley (Fortnum & 
Mason), b&w; Robert Freeman Co. 
| (Dobeckmun Co., Lurex thread), 
color. 


a me aed 
x 


s Group C (Soap, detergents, cos- 
metics, perfumery, toiletries, 
|}drugs): Armstrong-Warden (Wil- 
liam R. Warner & Co.), b&w; T. 
|Booth Waddicor & Partners (Al- 
| bright & Wilson), color. 

Group D (industrial products, 
/oil and household appliances): 
| Samson Clark & Co. (Negretti & 
Zambra), b&w; Rumble Crowther 
|& Nicholas (Ford Motor Co.), col- 
| or. 
| Group E (Banking, insurance, 
travel, retail and miscellaneous): 
|London Press Exchange (Empire 
‘Cancer Campaign), b&w; Mc- 
Cann-Erickson Advertising Ltd. 
(Columbia Gramophone Co.), col- 


or. + 


‘School Management’ Will 
Appear in October 
| Anew monthly magazine, School 
Management, will be published be- 
| ginning with the October issue by 
|School Management Magazines 
|Inc., an affiliate of Management 
| Magazines Inc., Greenwich, Conn., 
| publisher of Management Methods. 
, The new magazine will have a con- 
|trolled circulation of 50,000 and a 
| b&w page rate of $895. 

The publisher will send 30,000 


copies to school board members 
{ _ and 20,000 copies to school admin- 
4 istrators and business officials. Al- 
] HOW MANY Cc CATALOG? fred A. Spelbrink, formerly with 
Pa a ae Management Methods, has been 
3 SF. aa ee : Me os, oh a : mae named western ad manager for 
5 ws : School Management, with offices 
ee { : 4 at 612 N. Michigan Ave., Chicago. 
Full color illustrations may double the appeal worth your while to talk with him before you j His successor on Management 
§ \ of a catalog. On the other hand, they may just start any job. He'll save you time, money A Methods has not been named. 
} double the bill! Very often certain products and aggravation, too! ‘| 
\ look their best in dramatic black and white. Yoy’I] like working closely with your printer, f ‘ ~ oon —— Elects; 
\ Your experienced printer, lithographer or silk lithographer or silk screener. We know H ; ne sa se rape : 
| screen representative can help you with this because we’ve done it for years in bringing 5 — = reas, canteens ad 
. : , . - | vertising manager of Rayette Inc., 
\ kind of problem. He’s a storehouse of infor- printers the quality papers they need to serve has been elected president of the 
mation. He knows how to keep costs down you best—the most complete line in the world! St. Paul Atvuiiden Club. Other 
| without loss of quality. That’s why it’s always The Mead Corporation, Dayton 2, Ohio. | officers elected are Gene LaScotte, 
“ ‘ Perkins-Tracy, vp; Robert F. Reh- 
eed 7 : ling, H. M. Smyth Co., secretary, 
FI and Horace D. Klein, Webb Pub- 
ec lishing Co., treasurer. 
: The adclub started publication in 
| May of a monthly newspaper, the 
“ “Town Crier.” 
Sales Offices: Mead Papers, Inc.., a 
118 West First Street, Dayton 2, : 
Ohio - New York - Chicage Camp Joins Eratt Foods 
Boston -.Phdldideliiiie:--Adlemtn John S. Camp, formerly assistant 


advertising manager for food prod- 

| ucts of Armour & Co., has joined 
Kraft Foods Co., Chicago, as assist- 
— advertising manager for cheese 
products. 
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MAGNIFY THE IMPACT «+ your ad- 


vertising around the world. Present your products 
at their best to the people who matter most —in 
LIFE’s International Editions, LIFE INTERNA- 
TIONAL and LIFE EN ESPANOL. 


The large page size and superb reproduction of 
LIFE’s International Editions focus attention on 
your selling story. Distinguished in content and 
format, both magazines are unique in their ability 
to give your product a “better look” in every over- 
seas market. 


LIFE INTERNATIONAL is published in English 
around the world, and LIFE EN ESPANOL is 


Sa te 


printed in Spanish for Latin America. Together 
they deliver a combined net paid circulation of 
approximately 600,000 every fortnight. 


With an average of 7 to 8 readers per copy, these 
magazines not only present your product and your 
company at their best, but they reach an estimated 
combined audience of 4,700,000 of your best over- 
seas prospects—key people in business, govern- 
ment and the professions. 


Everywhere important people respond to what 
they see in LIFE INTERNATIONAL and LIFE 
EN ESPANOL—as you'll discover, too, when your 
advertising messages appear in their pages. 
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Huge excavation for Pittsb: 's 
$100 million treatment plant 
and sewer project—biggest cur- 
rent job of its kind. EN-R 
provides powerful weekly adver- 
tising penetration of this project 
with 373 (that’s 373!) sub- 
scriptions among the owners 
(Alleghany County Sanitary Au- 
thority), planners (Metcalf & 
Eddy, consulting engineers) and 
19 major contractors. 
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Collins 


BUSINESS WITH PLEASURE—Relaxing over what looks 
like Coke in Hong Kong is Bill Collins, flanked by 


Peralto Kimura 


On the International Scene... 


Standard-Vacuum’s 14 Foreign Ad 
Executives Mull Ideas in Hong Kong 


With Competition Hot 
in Various Countries, 
Stanvac Admen Huddle 


Honc Kone, May 28—A one- 
week advertising conference was 
held here last month by an Amer- 
ican company whose operations 
are confined entirely to countries 
outside of the United States. 

Standard-Vacuum Oil Co., 
White Plains, N. Y., brought to 
Hong Kong’s Peninsular Hotel 14 
executives responsible for Stan- 


,another Stanvac product. 

| Advertising is prepared and ex- 
ecuted locally, for the most part, 
|with each company selecting its 
own agency. There is no one in- 
ternational agency which handles 
the account from country to coun- 
try. McCann-Erickson Corp. (In- 
ternational), which does not op- 


vac advertising in markets | 
stretching from Japan to South | 
Africa. 


It was the first time Stanvac | 
ad people from different real 


had been brought together to dis- 
cuss their problems. 


|@ Presiding over the meeting was 
William H. Collins, manager of 
advertising and sales promotion | 
in Stanvac’s White Plains head- 
quarters. He joined the mgr cc 4 
in 1955 to fill this newly created | 
post. | 


ADVERTISING EXHIBIT—Mobilgas ads 
different countries were on display at the conference. The bulletin 
boards were changed every day. 


Advertising Age, June 3, 1957 


Kahn lee 


his ad managers from the Philippines, Japan, Hong 
Kong, Pakistan and Australia. 


erate in Asia or Africa, was 
recently appointed by Stanvac to 
|place advertising in international 
|publications and serve as general 
advertising counsel. McCann han- 
dles Esso in Europe and Latin 
America, 


Brewery Sponsors Races 

Leisy Brewing Co., Cleveland, is 
sponsoring thoroughbred horse 
racing through its “Race of the 
Day” from Ascot Park. Leisy says 
it is the first brewery to sponsor 
horse racing on radio in Ohio. Duf- 
fy, McClure & Wilder, Cleveland, 
is the agency. 


and merchandising materials from 


The decision to devote a full 
week’s time to advertising under-| 
lines the increasingly competitive | 
situation in which Stanvac com-| 
panies find themselves in various 
parts of the world. 

The conference was not used 
to promulgate a common “world-| 
wide” theme for Stanvac, since 
conditions differ markedly from 
country to country. It was, in-| 
stead, an attempt to get a helpful | 
exchange of ideas on such ques-| 
tions as how much to spend on | 
advertising and how to improve 
relations with advertising agen-| 
cies. 
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| Mr. Collins said at the end of | 
the meeting that he hopes to hold| 
such conferences on a regular ba-| 
sis in the future. 

Standard-Vacuum Oil Co. was 
formed in 1933 by Standard Oil 
Co. (New Jersey) and Socony 
Mobil Oil Co., each holding 50% | 
of the stock. | 

Stanvac operates in some 50} 
countries in the Eastern Hemi- 
sphere. It is a fully integrated oil | 
company, engaged in exploration, 
production, refining, transporta- 
tion and marketing. It has refin-| 
eries in South Africa, India, Indo- 
nesia, Australia and Japan. 


REVISTA 


s In most countries, Stanvac 
markets its oil under the Mobil- 
gas banner and the “Flying Red 


two separate operations compet-| 
jing against one another, each | 
with different brand names (Esso | 
and Atlantic). 

Stanvac also markets the Fit | 
insecticides in Asia and Africa. | 
Illuminating kerosene, still a big 


|seller in many Asian countries, is 200 East Ontario 


chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


POPULAR mecuanics Sadoemalianal evitions 


eee 


gets you to the 


men with the POWER TO BUY! 


46% are presidents, owners, partners 
..- 63% own homes... 64% own one 


* One of six top-reader- 
ship international editions 


Horse” is by now a familiar land-| Of more automobiles . . . 72% are that get you to the men 
mark in Asia and Africa. In Aus- heads of families ... 89% are in busi- with the power to buy in 
tralia, however, the company has| __ ness or professions . . . 74% have pur- 


Western Germany, Swe- 


I 
| 
| 
| 
| 
| Latin America, France, 
' 
den, Denmark and Italy. 
| 


* Chicago, Illinois 
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HERE’S ONE ECONOMIST WHO 


TEP into Dexter “Dex” Keezer’s office in 
the McGraw-Hill Building, and you won't 
find a chart anywhere—even though he is 
Vice President and Director of the Depart- 
ment of Economics. But you will find pictures 
of the trout he catches on his fly-fishing ex- 
peditions. You'll see family photographs, car- 
toons, paintings. And you'll get some idea of 
what kind of a man Dexter Merriam Keezer is. 
Here’s a professional economist who puts 
complex economic findings into language 
that’s easy to understand—and cloaks it with 
sparkling humor. One place Dex has never 
worked from is the proverbial ivory tower. 
But he has been newspaper correspondent 
and editor for three different newspapers. He 
has been on the faculty of four colleges, and 


President of Reed College, Portland, Oregon. 


He served in a succession of government jobs, 
such as Deputy Administrator of the Office of 
Price Administration during the war, Eco- 
nomic Advisor of the Mission for Economic 
Affairs in London, Public Member of the 
National War Labor Board. 

Dex Keezer has been author of a number of 
books on economics. Currently, he is writing 
a series on down-to-earth economics for a 
leading newspaper magazine supplement. But 
these are not his most widely read and quoted 
works. These are hidden under departmental 
anonymity. Dex and his associates gather, 
interpret and exchange economic informa- 
tion among McGraw-Hill editors. And yearly, 
for the past ten years, they have issued 
McGraw-Hill’s “Business Plans for New 
Plants and Equipment”—one of the most 


talks your language 


significant and widely-used yardsticks of this 
country’s economic well-being. 

Dex is a specialist in his day-to-day work. 
He knows his field, lives with the problems of 
McGraw-Hill magazines’ readers in business 
and industry. In this he is typical of McGraw- 
Hill people. For they are all dedicated to pro- 
ducing magazines and information that best 
serve their readers. That's why every 
McGraw-Hill magazine is able to provide the 
kind of editorial leadership that attracts an 
alert, interested audience. 

The men who comprise this audience take 
an active part in the buying decisions affect- 
ing what you make or sell. You can reach 
them regularly and most economically 
through your advertising in the McGraw-Hill 
magazines they pay to read. 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 


eo ee ee gis (SRE a ee i, 
on HA TEEN BAN Cae ae a al ae ‘oee' \: ee eee aay 
pais i eee a te is ee ch i ie ial eee MARR AMO So onl eice "lade es ae 
Cote as 1 Ea Oma eer en cee Sch eee Ls Ni al Pa a Ries di rece 9 Ue ee 2 eee a oo gM i eli gee ete mc ein a ala es teat civ 
ae Ba aa tai ie te Sale ah ai ae) ee ee ee se fai a eas Pe ae i (4 OE a5: SO. Ae be psc ie i ae iy ee ltd E ele Sehian 3 a ia a De he igh a Tes, ee ke 
Pe ei ae Fit Gor ee, ee ee i Se aa ee ee a a. SO 9 aes Mars ee oe aa er eee se 
ee ia He ee Coenen ie rae: So ee | eae eae oe eG ee” ae oC CO ae ps aes 
. - f, ” - . 7 SS Abcmegt bene c a ooo geet a c 5 ae Pee 2% - ie eee Se ENS OF caylee eee hae ri 5 
‘ ‘ i oe ; igen So Oe eas ee ot ee 
z me ww Ji * ns 
o« oy ae 5 ; ii. | nly Py ors oe ge rane — - 
ae ; ts 6 ; SF gt t ™ by ee 
sockie Sage chi ME: dais ak, ve 
a z r “£3, oe x ane cS Sea # a ees. ee . oe. 
= a La , ie me cat = : Pi 5 a ae i % [peal ee ‘ill 
f ia 2 f eo a . cof ge a, eis e pee 3 et a * 
ot P a ae of , a ae, 2 a ae ome ee 228 ee my. } 
= c & _ ; i. a: ee: & | a re. as 
a ° | | A — oe ca bee a 3 ee 
é le = ¥ my ; Se ieee on rane ee bat Ss Br 5. - ae DP a “a 
" ‘ 3 , naa ; ° ei 4 ar .- 2 See 
r P ss $ Be ee — Pe — as > ere: 
§ E- ‘ 7 on a ail a. ¢ ” : a 2 a oe eo 
d i s, Sie mT +." J SY eee eh ais ia ei \. 
’ ‘ - r ay : 4 epee ia ie 
; io —_- = * , “3 eee ae eiees: 
aig ’ is $e. _ . $ —— ia Ae 4 i a 
Ag ta iat e P e Pe all re Wager. =a2 7. oe ie 
7 . ? 7 > Be eee Pe eee eed eae ae, 
P , as . a ; t : “— oat —. om ae 
Ps % sas / ie a oa, Be 6s oo 
? a . —_— &*§ & -3 oe 
- ae ~r a : —@ 
, ) ‘osc - eo - a 
ia ea : aa a ee 
bs ' ; : ; ad - Perey Je = om P 
. x f - ee _— peer ss, a. oa ‘ 
. r . ic . Sais: 4 ¥ j as 2 ie i 3 aa re: : 
as = a Ta oo x 
q or x x 1 ha * at aly eae 
' a % __—- —— —— ] ore aa pa 
* 4 : a > * 4 > s eH 
: _ J . < * > a ae 5 ? 
rf 4 ee es. 4 > " ft aaa = 
allel = : >a “ i ts a » ‘ oa a a 4 
Ha « : 4 oe ee va . — a Me 
ENR — “ * . . od pew a , : P 5 : sig J e ae 2 “ 
a > “ Se. = 22 _ 
“eh ‘ . - —_ " Ri a 7 . > 2 
. nl ry @ Eft aes |: » ‘Q ° os ary or 
L. pas + Pig a). we , 1s sales rN 
‘ as sar : fe : fn. F ‘aie, | ” : = sa 
i Soi? 1 —. ee eto e z . ef g aa i" om 
TE st A Se — } ; ‘ : ee Sa 
~~ . Regt ae —_ % ae oe ‘ * ‘ ee Segre ae Sot a sae . 
rs tHe : 3 vi j . ae: ee ‘ 5 
| : a ae . ——— 
+ aires i a e as i oe SS . GC f eit Ss 
ae < site Fe & ee. 1 en ie “on Es es, a ee 5% * A . a us * i cbs. ¥. ete ‘ bet 
. a sik hae ‘ 2 aa = en erie x ie " a pee ° ae fi 
hr i I i, is Sangre aes oe ES . é . * ye ee = 
ae 5 . s F i Si : f 4 a a om 
aa Ae 3 % be agit ao had ei eet < Ser k Hag oa ae ae tat't 
¥ | a Aine oct a a “ » Phe a ‘ i ae Fe — 
i 5 . ; wy Bx bt eer . sae saint 
: “3 % : é Fe , “ eat 4 , 
Be ee ea > a a i 
‘ Fa : “a ” We : ei ‘ 
4 . 3 Na ; a 
ae 2 2 is a 4 a 
: ie * Bis tes a Pe * go: 
sins OS Se ae x 4 4 es ee a 4%, ie rm 
ee Si : * a ._ 7 ee 
ey ee Oe “= * " 5 a os ba ue « = aie a. me meer 
an. aan am Pitas ei «= a 
x : bi ae » » > a= é e ae . / sacle y et — sm 7 ee is f 
re line Set Cad % Bey SS an ee 2 iad ge — es * ee 
gen ates ve : ‘ 3 4 Et me R id. 2 ne ; oe e 
een ee Me Plog : ear: Pi ‘ ‘ ‘ ' f 4 e a op. » he Z ie 
Bake a iappymig eo: ; i . “a Me ne — eee a . , al 
ES a ea Raat ye! ’ oe Pe eee — ; oa rs “ 
& ote mee ; eel ait 3 * Si — ay r — Pr ~a See i ; 
ee 2 oe ope ae ’ v terre Ma Li es : 
By eee “a Pe) ae , _ ' sit | RT SK 3 28 ce 8 par TA ee < 
. Wns ae ome ae ‘ Bae Baie . = Le eM pc — es hk ae eee ait ’ 
ee Se en : we og em oa pos. eal Baa = " ad ae pen ee La ce 
oo celia 1S ae Ree ones aoe Mes " i: : 7 a h Vy eee. ei. ae 
oe pre Tag oc: ae So oak ai bei “ apcnene 3 ee a bye ee La a — oo a. 
ent a aed Leeks tg) . % : sa se ee 3 . As” Ve Bet ee 
a ay eee res |S is aR ena 4 Steey ewe Si oreaiaiheads lil gee sta RS Fe inane ee _...« ne 
hat sae : ; a: ga ke Pe ee Oe aie ea eas... ee 5a 
i ae 4 Soe i 4 at LS) ela ei ae aaa foot ie a all ee ‘ tee ees) ee Pe yt ee 
 acighai ey iets eg toda ee) wee ears ¢ vi ? a nee E Pane ae Se 
oe oe a Seen 0 agen a el Da a “ . § ah es Fy i a ill ee be = tenia 
if So Se —_ _~ a ae ae oat - vu 5 E eee uae ‘ —— 
bis am ‘ “s b aiae ee Sa . an Bs SO Bowe ae < a 
— — oe : en " beg aa . a ne 2 a ee ‘ _ 
x * ea Pe 7 P ares Ree ‘i Bic re a yy Aone eee i=, ae oi ¥ 
4 tt : My oe He sep: lean’ se ie ies | NG a ag ce eae oe as te eee a a 
, _ * 2 “98 Piel : - Re Gr), Sone, ot La ae Gln os 0, % 
ee 6 a a + it a - pelea Se a ? - . et pan ae  & ee Be We eae — 
om ah Bis ashi " & it Pek Bee , = , aire yeaa i ee pe te ea aa CLT Mera — 
id ee eo" aN. a ar ame a _ ee ance ts OM Hee fed, eens ie ne 
‘ * v ee mee, 5h _ “ 5 — - _ ee: rue ee ye 2) i a : 
wr,* We q , ls 26. Pe Fe .  e Cae geet 4 > ~ eh ae 4 nae ea: lia 
2 * 3 a ae me 2 a i nes ie eel. pe - ee 
eb ae Sean! ot cd Mga: ao Se aa bs 
«J - Salil GEO IPS: Ne ey “ oes 7: ae & i 
2 et . , ; Pe ~ are So cts. Ge ¥ 
ee eeamat 
ee Reed Mies yer es ee Bhagat Ss ee NT NP ogc ee (see 3 ome: ae coce: ae hat ere oe Sag ae eee ee ig le (ae ae RB ; la a Soa , 
a ee 2th clo apr Ne: GS ea aie eta Penal Fey yt es eee her eecnn bers ar Br ee LEPC Cte aie Davai ie) ae Ean sen os ae ea ae 
« 3 - apes Se a a a ea ee i Ga kG ckes Ad ho aut on ieee ae epee hc Neee age Pe hy as ge ee ae A ine the Wiis Oss, © Sa, a 
-" wee Se era ee ee a oe epee ts ae pees eRe ye: Ca a NE oe ie bens ead ee ie ie ae 
i B eae i eae RA Ae Ne Be gente © ea phi ae where Dy.) Manas ble ete ee , 
nf eae bia Saat ag Pe a OG cee Pt hyd Sel pale Geet oy Ren ees ees Cal tee, 


100 


On the International Scene... 


Radio Advertising Bows in Israel; 
BBC-Type Station Starts Commercials 


Won’t Hurt Other Media, 
But Will Hike Total Ad 
Volume, Agencies Feel 


By Burton M. Halpern 

Hara, May 28—Radio advertis- 
ing was introduced here May 15, 
giving the budding Israeli adver- 
tising industry a new medium. 

Kol Israel (Voice of Israel), 
previously completely subsidized 
by the government, has opened 
one to two hours in the afternoon 
to commercials. 


= Patterned on the BBC model, 
Kol Israel had stubbornly resisted 
commercials until budget cuts left 
it with the choice of abandoning 
some daytime broadcasts or turn- 
ing to paid advertising. At first, 
station officials wanted to restrict 
commercials to the simple men- 
tion of product names, but the 
agencies convinced them that 
some ad presentation would be 
necessary to sell the time. Fees 
have been tentatively set at 50 
Israeli pounds (an Israeli pound 
is equal to 58¢) per five-minute 
bloc. 

Expectations are that this ven- 
ture will realize $80,000 annually 
for the station, and may result in 
the introduction of commercials 
on early evening programming 
also. 

Agency men do not believe this 
will have a detrimental effect on 
other media. They feel that 
though some advertisers may re- 
duce their newspaper expendi- 
tures to get on the air, in the long 
run it will be reflected in a de- 
cided over-all increase in adver- 
tising volume. Newspapers them- 
selves seem willing to give the 


experiment a fair trial without | 


too much protest. 


® Despite the absence of televi- 
sion and fulltime radio, there is 
no dearth of outlets for the 62 
member agencies of the Israel ad- 
vertising association. Newspapers, 
magazines, movies and outdoor 
posters are their chief weapons, 
with newspapers and magazines 
getting more than 50% of the ad- 
vertising. 

There are 14 Hebrew dailies, 
plus nine others in English, 
Arabic, French, Spanish, Rou- 
manian, Bulgarian, German and 
Polish. Add to this more than 100 
bi-weeklies and weekly maga- 


graphic 
firm invites your patronage. 


KJ these 
low prices 

 : aaa —, 5x7 8x10 
glossy $2.75 = § 4.00 
prints 30 4.50 6.00 
100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


(Sue GLOSSY PRINTS 


ey MATIC | 


59 E. ilinois St., Chicago 11, Hl. 
Whitehall 4-2930 


zines, in Hebrew and other lan- 
guages, plus more than 80 regular 
monthly publications, and you 
have an idea of the extent of 
printed media in this tiny nation. 


All publications are national 
and the total circulation of Is- 
raeli dailies is 350,000—out of a 
population of less than 2,000,000. 
These figures do not surprise the 
visitor who notices that book- 
stores far outnumber cafes here. 

Next in popularity is the cine- 
ma, where advertisers take ad- 
vantage of the fact that Israel 
holds the world title in per capita 
movie-going. For 14 pounds per 
week, theaters permit the show- 
ing of slide advertising by retail- 


ers and national advertisers. The 
more well-heeled advertisers pre- 
sent two-minute film shorts, pro- 
duced for about $1,000 by Israel’s 
excellent film studios. 


® Posters represent another im- 
portant medium. The chief means 
of advertising entertainment 
events are three-sheets mounted 
on permanent outdoor boards lo- 
cated throughout Israeli towns 
and cities. These kiosks serve as a 
weekly newspaper of “what to do” 
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and “what to see,” featuring ev- 
erything from football matches to 
museum exhibitions. 


® Gradually, other media are be- 
coming popular here. One agency, 
under contract with Israel’s only 
match manufacturer, introduced 
match box advertising in three 
colors (there are no book match- 
es) about a year ago, and 25 ma- 
jor advertisers are now using the 
5,000,000 box matches sold here 
monthly. Average cost is 1,000 


in: 
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Sélection du Reader’s Digest, 


al ELYS EES): 


(So where French 


for circulation 


a GW 


certifies French circulations - 

On 20 March 1957, the OJD completed its annual audit of the paid circula 
tion of Sélection du Reader's Digest, the Paris-published French-language 
edition of The Reader’s Digest. The audit covered the period November 1955 
4 through October 1956. 


The “OJD” has just completed its audit of the 1956 circulation figures 
for Sélection du Reader’s Digest. 


The OJD (Office de Justification de la Diffusion) is the organ which audits and 
with the precision and prestige of ABC in America 


They read it... retain it... return to 


216 boulevard Saint-Germain Paris 7*>—Telephone: LITtré 75-37—The Reader's Digest Assn. Inc: 
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pounds for each million boxes. 


= There are about 15 leading 
agencies in Israel and they handle 
the bulk of the nation’s advertis- 
ing expenditure. These agencies 
average annual billings up to 
$200-300,000. They operate on a 
commission of 25%, and there 
seems to be more than enough 
accounts to go around, with some 
agencies handling as many as 75 
clients. 

Client raiding is no problem 


here, But one difficulty could de- 
velop from the absence by and 
large of native Israelis in the ad 
field. In this land, honor is ac- 
corded the “doer,” not the “tell- 
er,” and there is little affinity for 
publicity and advertising. How- 
ever, there seems no doubt among 
agency men, largely of European 
background, that “Sabra” (native 
Israeli) talent will be developed 
in these fields, as it has in many 
other new ones. 

One innovation that is attract- 


ing considerable attention is the 
establishment of agencies in store 
front locations to attract small 
business that might altogether be 
lost if access were more difficult. 


® The first of these is in Haifa, 
where the streamlined “Adver- 
tising Center” was opened last 
month by M. Blumenstein, a vet- 
eran Haifa ad man. Mr. Blumen- 
stein took the idea from the old 
Mosse agencies of Germany. His 
shop, located in a new shopping 


center, resembles a modern travel 
agency. Office and production 
space is in the rear, out of the 
customer’s view. The location, he 
reports, is already proving a suc- 
cess in drawing small shopowner 
business, classifieds and person- 
als (announcements of weddings, 
bah mitzvahs, etc., occupy large 
space in Israeli papers) which 
might have been passed up or 
gone directly to the media. 
Another attraction of street- 
level operation is that it draws 


fadvertisers go 
data in France... 


The result : 1,144,395 paid circulation Sélection-Belgique. OJD'ed at an average of 87,176 
copies per issue - covers Belgium and Luxemburg more 
effectively than any other publication - at a cost of $ 2.90 


per thousand. 


The paid circulation of Sélection du Reader's Digest was 
certified as averaging 1,144,395 copies per issue. Even this 
impressive figure doesn’t tell the full story of Sélection’s 
mounting circulation trend. The average for the final three months 
of the audit - August, September, October 1956 - was 1,190,906. 
Up 12°/, over the average for the same months the year before ! 


Sélection-Suisse. OJD'ed at an average of 38,580 copics - 
provides fine coverage of the 250,000 French-speaking 
families in Switzerland - at a cost of $3.37 per thousand. 


No circulation wastage There's no built-in waste in the OJD toul of 1,144,395 - you 


;, ch ‘re interested. 
Sélection du Reader’s Digest offers its circulation to advertisers buy the: port and only fet pet in which you re inneres 


te 4 *rench- 
ees Meer of er aa oe Ser French advertisers trust and support the oJD — and they 
trust and support Sélection du Reader’s Digest. 
Sélection-France. The goliath of the three, circulates in 
France proper and the French Union. It was “* OJD' ed” 
in the recent audit at an average of 1,018,639 copies per 
y issue and provides the finest, most comprehensive coverage 
available to the advertiser interested in the prosperous France 
of today - at a cost of $1.85 per thousand ! 


French advertisers’ confidence in Sélection is shown by other 
hard” figures : in 1956, Sélection-France averaged 96 pages 
of ads oer issue (93°/, of them from French clients). And for 
the tenth successive year out of ten the page-volume was greater 
than for the preceding year ! 


J 


Know what French advertisers know... 
and when interested in the prosperous French market 
advertise where they advertise... 


iu Readers Digest 
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cash business. Israeli agencies, 
both large and small, are always 
concerned with maintaining a 
balance between quick payment 
and those clients whose check is 
received with celebration and the 
wiping of brows. 


® Among the largest Israeli ad- 
vertisers are food and drink dis- 
tributors, transportation agencies, 
cigarets and banks. There is an 
abundance of cigaret advertising 
because there is an over-abun- 
dance of brands. Each of the six 
Israeli cigaret manufacturers en- 
ters his own brand in competition 
for that section of the smoking 
public which prefers Virginia 
blend, filter tip, Turkish blend, 
cheaper grades, etc. Banks are 
also major advertisers as the 
shortage of credit produces keen 
competition among the raft of 
banking institutions for available 
savings. 

An important advertiser may 
spend about $100,000 a year, but 
rarely on a regular annual budg- 
et. The trend is rather to the 
“operation” strategy, with shots 
concentrated on a specific cam- 
paign target. About 20% of all 
advertising is sponsored by one or 
another government bureau (gov- 


ernment bonds, tourist, gov- 
ernment-owned railroads, etc.). 
These ads are prepared and 


placed by the bureau itself, which 
receives a 50% commission, a sore 
spot among Israeli admen. 


s One factor which held up the 
development of advertising here 
was pointed out by a former 
South African, Uri Aylon, partner 
of the Tel Aviv agency, Gordon- 
Lewensohn-Aylon Ltd. “Until lit- 
tle more than two years ago,” he 
noted, “Israel was a big seller’s 
market. This was a land of short- 
ages, and distributors could gen- 
erally dispose of what goods were 
available without too much trou- 
ble. The situation has normalized, 
now.” 

It is true that Israeli shops are 
tull of almost every conceivable 
consumer product, the majority of 
these now locally produced. There 
is more than enough to go around, 
and if anything, with money 
tight, there is a buyer’s market. 


® Mr. Aylon also mentioned an- 
other problem facing agencies and 
advertisers in this nine-year-old 
state. A large number of the 
products on the market are being 


| What a 


GEE! 


modern sofa!” 
Commercials on WGN-TV have 


a way of getting results— because 
WGN.TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems, 


Put “GEE!” in your Chicago sales 


““ WGN-TV = 
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FOHNEPPPE REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation .. . stresses U. S. products . .. demonstrates the latest and best in farming 
methods. 


de las Américas 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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round ones,” concluding, “But 


introduced here for the first time. 
These are not variations on exist- 
ing brands, but entirely new 
products, often from new compa- 
nies. 


The government’s attitude to- 


ward advertising is friendly. Mr. 
_Aylon explained that the govern- 
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Each week TIME tells more than 173,000 
Canadians the story of the world’s news. In 
the process it adds zest to their conversation, 
broadens their understanding, keeps them 
up-to-date on new things as well as new 


ideas and new events. home with their families. 


These TIME readers are special people, 
leader-readers in every field. They make de- 
cisions in business (including most of busi- 
ness’ buying decisions). 


02S 


“+4 


And because they have a greater-than aver- 
age awareness of what is new in products 
and services—because they make better- 
than-average incomes—these TIME readers 
lead more abundant, more luxurious lives at 


Advertisers of both industrial and con- 
sumer goods consider this a special (and valu- 
able) audience to reach. Evidence on request. 
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TIME to reach your most interested market 
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MATTER OF PREFERENCE—Humor is popular in Israeli ads, like this one 
for Caravan cigarets noting: “There are flat ones” and “There are 


the important thing: Caravan.” 


{ment considers that the agencies 
jare fulfilling a vital educational 
function, especially for the tens of 
|thousands of immigrants from 
|North Africa and the Near Asia, 
|who are being introduced to a 
| 20th century western civilization 
for the first time. The only con- 
trol is exercised by the agency 
association itself. 


|@ Israeli advertising reflects 
|something of the character of the 
new state itself: bold, modern and 
| straightforward. Commercial art- 
|ists—and there are a great many 
|here—rely on clean, simple lines. 
| Very few ads can be termed 
|“stuffy.” Cartoon strips, with a 
/minimum of copy, are popular; 
| this style makes it easier to reach 
|new immigrants, whose grasp of 
| written Hebrew is still rudimen- 
| tary. 

| For inspiration, Israeli adver- 
tising art calls on the old and 
new. This is the “land of the 
Bible,” and biblical themes and 
styles are frequently used, espe- 
|cially during holiday times. Topi- 
‘eal and humorous ads are also 
favored. Any advertisement today 
that can include a light satirical 
slap at such pet Israeli peeves as 
Nasser, the U. N. or the U. S. 
State Department is sure to be a 
hit. At the same time, anything 
with a French theme or back- 
ground will be popular. 

The leading Israel agencies in- 
clude Aron Advertising, Bauer 
Ltd., Ephroni Advertising, Gor- 
don-Lewensohn-Aylon Ltd., Dr. 
|Jacobson Advertising, Melnik 
Propaganda, O.K. Advertising, Si- 
mon Schmidt & Associates, Tel 
& Ariely Ltd., Otte Wallish, Zimet’s 
Advertising, Kol & Shaham, Ra- 
ayon Advertising, and Zurah Ad- 
vertising Ltd., all located in Tel 
Aviv, and Bing Linial Advertising 
of Haifa. + 


New Brands Flood 
a British Market 


LONDON, May 28—They’re 
| launching new products in Britain 
these days the way Henry Kaiser 
used to launch Victory ships during 
| the war. 


e Item, Quaker Oats Ltd. is intro- 

|ducing Ful-O-Pep, a concentrated 
dog food “containing 11 major in- 
gredients.” Foote, Cone & Belding 
Ltd. is handling this “scientifically 
balanced diet.” 


e Item, practically everything but 
skywriting is being used by Crane 
Publicity to introduce Max Factor 
Hi-Fi lipstick to the British mar- 
ket. 


|e Item, into the hard-sell soft- 
|drink market comes Jubbly, new 
|orange drink from Fresh Maid 
| Ltd., with Greenlys Ltd. handling, 
and Orange Smash from Keen, 
Robinson & Co. Ltd., with adver- 
| tising through C. Vernon & Sons 
| Ltd. 


e Item, Coope & Allsop Ltd. is 
launching Long Life canned beer, 
with copy, layout and commercials 
by Dolan, Ducker, Whitecombe & 
Stewart. # 
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Advertising Age, June 3, 1957 


May Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
——Total Advertising, in Pages——, Total Advertising, in Lines————. in Lines ———Total Advertising, in Pages———. ————Total Advertising, in Lines————, in Lines 
May May Jan.-May Jan.-May May May dan.-May Jan.-May May May May May Jan.-May Jan.-May May May ,Jan.-May Jan.-May May May 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Farm Magazines Nebraska Farmer 85.1 83.2 491.4 515.8 64,360 62,960 371,523 390,026 59,152 57,604 
Capper's Farmer ...... 66.1 66.4 362.5 375.7 28,343 28,497 155,509 161,187 27,313 27,460 | Ohio Farmer ........ 59.0 66.3 359.9 399.2 45,320 50,901 276,390 306,570 40,637 45,769 
Farm & Ranch—Southern Agriculturist : Pennsylvania Farmer 48.2 52.6 282.7 327.1 36,984 40,438 217,143 251,243 33,216 36,661 
Southeastern Edition 38.3 38.0 221.6 201.7 16,447 16,317 95,081 86,515 14,791 14,592 | Prairie Farmer: 
Southwestern Edition 37.5 39.8 235.2 217.1 16,091 17,053 100,916 93,141 14,456 15,109 Hillinois Edition 91.9 89.3 526.1 557.1 66,903 65,005 383,021 405,603 59,244 56,191 
Average 2 Editions .. 38.0 38.7 226.9 207.7 16,308 16,604 97,356 89,099 14,660 14,794 Z#Indiana Edition 86.0 91.3 506.5 541.0 62,627 66,463 368,739 393,867 54,968 57,649 
Farm Journal ; Average 2 Editions 88.9 90.3 516.3 549.1 64,765 65,734 375,880 399,735 57,106 56,920 
#Central Edition ... 107.9 129.0 540.5 616.6 46,318 55,355 231,915 264,522 45,127 54,039 | Rural New-Yorker ; 29.2 34.9 153.3 202.7 22,955 27,378 120,218 158,921 20,724 24,660 
Eastern Edition 107.7 1285 541.0 614.5 46,246 55,140 232,122 263,662 45,055 53,824 | wallaces’ Farmer & lowa 
#Southern Edition 101.6 125.8 493.9 584.9 43,602 53,997 211,902 250,943 42,411 52,681 Homestead ........ 919 916 532.4 582.1 72,067 71,831 417,452 456,397 67,788 67,575 
H#Western Edition .. 1124 139.2 551.7 636.7 48,250 59,717 236,719 273,180 47,059 58.401 | sWestern Farm Life 26.0 322 1615 176.7 20,396 25,283 126,661 138,528 17,137 21,815 
Average 4 Editions . 107.4 1306 531.8 613.2 46,104 56,052 228,166 263,076 44,913 54,736 §Colorado Edition . 31.4 37.1 2119 272.5 24,640 29,140 166,108 213,659 3,964 2, 
Progressive Farmer Wisconsin Agriculturist & 
#Carolina-Va. Edition 103.6 108.9 546.3 545.5 70,445 74,080 371,507 370,912 67,972 71,517 ip aS 62.1 71.3 381.9 442.2 48,660 55,875 299,393 347,584 47,541 54,138 
#Ky.-Tenn.-W. Va. Edi. 988 1013 5109 519.8 67,198 68,893 347,419 353,492 64,312 66,446 Total Group ...... 10468 1226 59120 6517.4 Bo08s7 859.902 45235554 7.990.242 Fie209 Tél2i7 
#Miss.-La-Ark. Edition 99.4 102.6 510.9 512.4 67,576 69,775 347,421 348,428 65,750 67,537 | + wot included in totals. § Colorado edition carries all linage appearing in Western Farm Life 
#Ga.-Ala.-Fla, Edition 106.0 111.4 547.2 552.2 72,051 75,380 372,100 375,489 69,730 72.08 mo . 
Z#Texas Edition . . 105.9 106.2 530.5 523.0 72,011 72,185 360,734 355,687 69,745 69,7 - . 
Average 5 Editions . 102.7 106.1 529.2 530.6 69.856 72.063 359,837 360,802 67,502 69,635 Magazine Linage Trend = “isvres in Thousands 
Successful Farming 91.9 96.2 504.6 534.9 41,375 43,277 227,071 240,691 40,802 42,631 
Total Group ........ 306.1 44380 ZI155.0 2.2621 201.986 716,493 1,067,939 1,114,855 195,190 209,256 ape : 
Not included in totals. MAGAZINES } MONTHLIES 
Monthlies 1957 1957 
Agricultural Leaders’ Digest 149 10.9 68.2 81.7 6,175 4,691 29,454 35,112 6,175 4,691 may| 202 may(542 | 
American Fruit Grower 26.7 30.0 1761 1844 11,517 12,962 76,073 79,752 11,187 12,683 
American Poultry Journal: Apei 250 APR 
Eastern Edition 26.6 32.6 178.9 209.2 11,418 13,958 76,854 89,733 9,731 12,441 7 
Midwest Edition 266 29.1 1774 187.1 11,441 12,509 76,093 80,288 10,153 11,482 1956 1956 
H#Southeastern Edition 28.8 31.2 179.1 198.0 12,377 13,364 76,863 84,954 10,356 11,705 Oy eae 
Southwestern Edition 29.0 ee 173.4 — 12,432 74,391 10,544 
H#Pacifie Edition 29.4 321 1759 1835 12,616 13,783 75.469 78,793 10,343 11,745 | Gee 
Average 5 Editions in 1957; Average 4 
Editions in 1956 . 28.1 31.2 1769 194.4 12,057 13,404 75,934 83,442 10,226 11,843 y ¥ . 
American Vegetable Grower 24.4 20.6 1594 1295 10,560 8,916 68,854 55,962 10,370 8,811 SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
Arkansas Farmer ..... 1446 249 95.1 1355 11,018 18,881 71,918 102,541 10,604 18,048 1957 1957 1957 1957 
Better Farming Methods 37.0 37.4 186.7 205.3 15,874 16,038 80,102 88,080 15,874 16,038 CO [53] [197 | {136} 
Breeder-Stockman 45.0 55.3 3287 371.0 18.970 23,226 138,306 155,972 1,708 1218 MAY —_ MAY Y MAY 
Breeder's Gazette ..... 16.0 17.9 90.3 107.3 7,162 8,035 40,648 48,316 6,373 7,245 
Broiler Growing .... 43.1 373 2110 2125 18494 16,014 90537 91,160 15,443 12,230 | )Pm APR. (66 | APR. 
California Citrograph 245 21.0 117.5 1184 15,904 14,196 78,974 79,612 15,666 13,888 1956 1956 
Cal. Farm Bureau Monthly 15.0 14.9 688 69.5 11,361 11,305 52,042 52,493 10,780 10615 
The Cattleman ....... 70.5 82.9 423.0 469.9 21,160 34,807 167,107 197,635 12,640 15,929 may EC MAY EX) 
Coastal Cattieman .... 91 123 816 864 3,824 5,151 34,257 36,338 1,278 3,283 
Cooperative Digest .... 63 108 343 343 2,646 4536 14,406 13,866 2,646 4,536 
County Agent & Vo-Ag *May totals for Canadian publications are derably lower than April figures because they do not include linage 
SE iG is vse 25.6 23.1 1643 1619 10,963 9,899 70,467 69,434 10,963 9,899 4 “ 
Cuvtiy oie foe 60 2S 9S OS 6S 4 Me MO 6 io ee eee 
Farm Management 23.6 24.3 117.6 1289 10,129 10,440 50,368 55,305 10,129 10,440 
Farmer-Stockman: Bi-Weeklies 
#Oklahoma Edition . 42.5 518 229.6 271.6 18,246 22,232 98,497 116,509 16,932 20,056 | California Farmer: 
#Texas Edition 39.1 47.1 219.7 260.3 16,792 20,236 $4,275 111,706 15,478 18,060 ZNorthern Edition . 58.2 52.4 3116 313.3 44,049 39,543 235,664 235,809 42,014 37,598 
Average 2 Editions .. 40.8 49.4 2246 265.9 17,519 21,234 96.386 114,107 16,205 19,058 H#Southern Edition .. 54.0 49.55 2945 304.1 41,195 37,388 223,071 230,939 39,696 35,534 
Florida Cattleman 58.7 57.0 340.0 354.6 24,693 23,952 142,858 149,004 11,908 13,621 Average 2 Editions 56.1 50.9 303.0 308.7 42,622 38.465 229,328 233,374 40,855 36,566 
Florida Grower & Rancher 24.9 or 146.2 a> 16,566 16,376 104,828 112,041 16,156 16,402 Dairymen’s League News 144 15.8 76.9 81.6 10,515 11,574 56,067 59,521 10,072 10,738 
Georgia Farmer ...... 13.3 68 77.6 9 10,074 12,671 58,704 79,245 9,934 12,473 
Kentucky Farmer 268 25.3 1325 1432 21,014 19,774 103.930 112.286 19,442 18,373 ota ee 75 “CT SHS BOS ST SOO “WSIS WAS 50927 47,504 
Michigan Farm News 1.3 27 17 U5 2978 6116 24,038 26,242 2,618 6,052 
Mississippi Farmer .... 12.1 17.8 96.1 2018 9,162 13,454 54,723 76,976 9,002 13,187 Weekli 
Missouri Farmer ...... 123 144 568 748 8494 9,938 39,169 51,475 7,685 9,322 eexkies 
National 4-H News ... 19.7 23.5 1043 115.3 8,281 10,091 43,801 47,763 8,281 10,091 | Slowa Farm Bureau 
National Live Stock Producer 17.9 18.7 81.5 96.1 13,014 13,646 59,310 69,941 12,485 13,224 Spokesman tenes 50.3 42.1 264.7 248.0 51,010 42,722 268,401 246,737 46,315 39,076 
Nation’s Agriculture 60 108 425 494 2,781 4,893 19,106 22,244 2,781 4,893 | fThe Poultryman: 
New Jersey Farm & Garden 49.3 57.7 286.5 293.2 22,205 25,960 128,981 131,927 19,775 22,844 National Edition 18.5 9.1 103.0 816 20,044 9,844 111,856 88,565 13,913 5,011 
Ohio Farm Bureau News 9.3 10.6 62.2 53.8 4,210 4,784 28,034 24,230 3,995 4,589 New Jersey Edition .. 314 27.1 1862 197.3 34,039 29.452 202,050 214,112 26,111 21,906 
Poultry Tribune: New England Edition 22.3 14.3 125.0 111.7 24,149 15,612 135,614 121,241 16,478 8,441 
Eastern Edition 41.7 39.3 2341 259.8 17,903 16,849 100,433 111,457 15,614 15,049 Dixie Edition ...... 19.0 —— 1076 —— 20,607 116,790 14,476 
Midwest Edition .. 40.9 34.9 2246 2269 17,549 14,974 96,369 97,335 f 13,784 | Western Livestock Reporter 45.6 33.6 158.4 144.0 47,166 34,363 148,411 144,904 2,754 2,034 
Southeast Edition 43.4 39.7 250.6 252.6 18,629 17,022 107,489 108,384 15,816 14,606 Total Group ...... 187.0 27.2 ~944.9 ~782.6 197,015 131,993 ~ 983,122 ~ 815,559 120,047 76,468 
Southwest Edition 41.3 ae 208 —— 17,727 99,017 14,874 § May 1957 and Jan.-May pages and linage are estimated. Five issues in May 1957; four issues in May 1956. 
Pacific Edition 43.8 42.8 246.0 261.6 18,799 18,381 105,555 112,218 15,067 14,397 
Average 5 Editions .. 42.2 39.2 237.2 250.2 18,121 16,807 101,771 107,348 15,407 14,459 Commercial Dis- 
Southern Livestock play Excluding 
EE ewassvessst 51.3 49.0 374.7 367.4 21,532 20,580 157,420 154,308 4620 4,401 Poultry, Classified 
Southern Planter ...... 243 258 1510 1884 980 18,047 105,724 131,894 16,294 17,183 and Livestock, 
Tennessee Farmer & -—Total Advertising, in Pages——. ————Total Advertising, in Lines ————_, in Lines 
Homemaker ....... 17.30 «13.7 91.7 954 13,505 10,692 71,724 74,822 12,405 9,889 Aprit = April Jan.-April Jan.-April April April Jan.-April Jan.-Aprit’ April April 
Turkey World 52.3 37.7 303.6 270.4 22,449 16,184 228 116,009 17,829 12,443 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Western Dairy Journal 28.7 30.9 186.0 201.0 12,348 13,237 79,828 86,191 7.991 8.760 Dailies (April) 
Western Fruit Grower 31.2 318 1794 1685 13,125 13,091 75,348 70,765 13,125 13,091 Chi Daily D 
Western Livestock Journal: pgm 35.8 313 152.0 139.3 76,277 66,674 323,434 296,495 44,146 32,969 
Mts. & Plains Edition 244 40.3 196.9 2928 10,448 16,940 84,454 123,006 6,759 6,353 | Ke Daily Drovers , . : . - . 
Pacific Slope Edition 61.1 761 233.6 328.6 26,191 32,641 100,197 138,707 12,734 14,020 we 
{Wyoming Stockman-Farmer 41.1 39.0 _ 207.3 _ 187.0 33,106 29848 156,718 142,366 25,825 23,75 | g.utan vin * «330 294 M69 14D 70.212 62611 312,590 298.394 46,718 37,708 
Total Group ....... 1,105.7 1,180.4 6,380.3 6,920.5 541,965 588,058 3,127,454 3,426,248 430,673 454,469 Stockman ......... 33.4 33.1 1666 159.7 71,207 72,268 354,662 339,812 46,522 46,451 
# Not included in totals. ¢ Larger page space (896) lines in May 1956. St. Louis Daily Livestock 
SUE? aeckcdesis 23.2 204 103.1 49,442 43,452 33,487 29,488 
Newspaper Monthly Farm Sections Total Group ........ 4 22 i “Sis B73 7500s Hest ris 170,873 14e,e12 
lowa Farm & Home 
Register .........- 17.3 222 1018 2181 17,663 22,551 103,881 120,469 17,050 21,965 | Quarterlies 
Rural Gravure ...... 71 109 360 533 7,135 10,940 36,026 53,440 7,135 10,940 | Farm Quarterly .....0 ——— ——— 925 132 ———- ——— 43,845 S1811 42,445 55,471 
tTexas Ranch & Farm 96 192 90.2 117.3 9,646 19,558 90,202 119,658 9,436 19,180 c 1. 
Total Group ...... 0 «S22 “Wo “WE? “Tass “T5049 0109 ~B3 ser “Then “S208 ‘play Excluding 
+ Changed from 1,020-line page to 1,000-line page in January 1957. Poultry, Classified 
and ; 
Semi-Monthlies ——Total Advertising, in Pages——, ————Total Advertising, in Lines ————, in Lines 
American Agriculturist 38.8 35.8 177.6 196.6 28,254 26,113 129,318 143,283 26,028 23,671 pO — Fa — fi —— a — SR — i — eS 
Colorado Rancher & Farmer 39.6 48.8 195.6 226.3 29,976 36,920 148,228 171,290 27,239 33,384 
Dakota Farmer ...... 95.2 112.3 363.2 388.8 74,612 88,073 284,809 304808 73.410 86672 | Canadian 
The Farmer ... 89.0 84.1 5048 511.6 69,776 65,896 395,729 401,075 64,937 61,200 | Le Bulletin des 
Hoard’s Dairyman ... 60.7 57.6 313.4 314.7 44,174 41,932 228,179 229,119 39,181 36,565 Agriculteurs ........ 75.6 75.1 327.9 320.5 52,935 52,594 229,632 224,409 52,695 52,304 
Indiana Farmer's Guide 204 228 1226 1483 15,957 17,901 96,113 116,289 12.613 13,521 | Country Guide ....... 46.1 43.1 213.9 207.8 33,199 31,085 154,036 149,626 33,199 31,085 
Kansas Farmer ...... 43.3 49.2 236.4 289.1 32,942 37,429 179,666 219,777 31,545 35,476 | Farmer's Advocate & Canadian 
Michigan Farmer ..... 52.9 56.7 298.6 329.6 40,592 43,574 229,343 253,108 36,401 38,699 Countryman 525 57.1 244.8 oe. 36,730 39,987 171,409 186,488 30,660 32,661 
Missouri Ruralist 18.8 20.4 2786 289.7 14,298 15,562 211,792 220,225 13.295 14.632 | Farmer's Magazine 30.3 317 135.6 12,999 13,599 58.172 __ 67,782 12,894 13,526 
Montana Farmer-Stockman 66.3 75.4 329.9 355.3 50,159 56,962 249,409 268,605 44,335 49,875 | Total Group ........ GS 2070 S222 aE 7 ‘T5863 137.265 “613,249 ~ 628.305 TMs 125.576 
Wanamaker Honors 32 Pace made at the college’s cominence-| ball Co., which handles the adver-|a “completely new electronic prin-| Des Moines Adclub Elects 


Students; Starts Newspaper 
The Wanamaker citations for ex- 
cellence in retailing were presented 
to 32 students of Pace College, New 
York. Charles Upham, general 
manager of the John Wanamaker 
Liberty St. store and London shop, 
made the presentations. The medal 
for the top award winner will be 


ment program next month. 

The John Wanamaker Liberty 
St. Store, New York, has begun 
publishing the Downtown Fashion 
News, which will appear eight 
times a year. The tabloid size pa- 
per printed by letterpress will be 
distributed to an experimental 
mailing list of 50,000. Abbott Kim- 


tising for Wanamaker’s Liberty St. 
store and London shop, is editing 
the newspaper. 


Kimball Makes Organs Again 
W. W. Kimball Co. plans to re- 

enter the organ field with the man- 

ufacture of an instrument based on 


ciple.” Kimball dropped its organ 
lines during the war. Also, Curtis 
P. Kimball, a son of the president, 
has been appointed vp in charge 
of sales, and Theodore H. Krum- 
wiede, head of advertising and 
public relations, has been given the 
additional post of assistant secre- 
tary. 


James K. Crawford, Iowa Busi- 
ness & Industry, has been elected 
president of the Advertising Club 
of Des Moines for 1957-58. Other 
officers elected are John Marousek, 
Solar Aircraft, vp in charge of 
programs; Paul Joyce, Leach Print- 
ing Co., vp, publicity, and Kalman 
Musin, secretary-treasurer. 
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How Horses Pull 
Beer Sales Up! 


The Budweiser team of prize Clydes- 
dale horses are known wherever 
beer is sold. In the June issue of 
Advertising Requirements you'll 
find the complete story on how this 
extremely successful and continuous 
promotion is handled. 

Just one of many features in this 
big, informative issue that covers 
everything an adman must do except 
buy time or space. 

Not a subscriber? Then clip this 
ad, attach $3 to your business letter- 
head and mail today for a year’s 
(12 issues) trial. Your money back 
any time you ask for it. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


pene, 4 
Ww 


DOUBLING UP—The 
introduction of 
two-quart milk 
cartons in Hawaii 
is aided by sev- 
eral appropriate- 
ly garbed girls, 
plus an ad and 
promotion cam- 
paign. Dairy- 
men’s, Hawaiian 
dairy, is part of 
the Meadow Gold 
division of Bea- 
trice Foods Co. 


Diners’ Club Sets Push 

The Diners’ Club, New York, 
worldwide credit card network, 
has set its advertising budget, for 
the fiscal year beginning April 1, 
in excess of $1,000,000. Newspapers, 


magazines and direct mail will be 
used primarily. Much of the new 
advertising will play up the growth 
of the club’s international facilities. 
Cole, Fischer & Rogow, New York, 
is the agency. 


Advertising Age, June 3, 1957 


Prof. Mott Lauds Magazines as Mirror 
of Their Times in 4th Volume of History 


CAMBRIDGE, May 28—‘“A free, 
vigorous society probably express- 
es itself more frankly and com- 
pletely through its periodicals 
than through any other public rec- 
ord it creates,” says the publisher 
of a new book, “A History of 
American Magazines, 1885-1905, 
Volume IV,” by Frank Luther 
Mott, dean emeritus of the Uni- 
versity of Missouri school of jour- 
nalism. The book, priced at $12.50, 
is published by the Harvard Uni- 
versity press. 

The 1885-1905 era saw great in- 
terest in political, economic and 
social questions. Publications of 
the period reflected concern with 
the major problems as well as a 
host of minor controversies such 
as that “squeaking, snorting, 
stinking machine,” the automobile, 
and “sensible” clothing for women. 
(A writer in Puck in 1892 said, 
“The bicycle makers have accom- 


i car 


“After a morning of 
being immersed in a lot 
of conflicting ratings, 
this feels good.” 


a | 


Vogt 


“know 5 markets wheré 
. the figures don’t leave 
d swimming.” 


In any of these 5 important markets . . . you get the big audience with the 
Storz Station. 


MINNEAPOLIS-ST. PAUL . . . with WDGY. 


March, 


1957 Nielsen shows WDGY first 


(NSI 


Area, 9 a.m.-6 p.m., Mon.-Sat.) Latest Trendex 
ranks WDGY first all day. Latest Hooper and lat- 
est Pulse have WDGY first every afternoon. Make 
sure you’re working with up-to-date data from the 
Twin Cities. See John Blair or WDGY GM Steve 


Labunski. 


OMAHA .. . with KOWH. First all day on 
all 3 Omaha surveys. First on latest (March-April) 
Omaha Hooper. 40.9% first place all-day average, 
latest Omaha Trendex. 246 out of 264 first-place 
daytime quarter-hours, on latest Pulse. Contact 
Adam Young Inc., or KOWH GM Virgil Sharpe. 


KANSAS CITY . . . with WHB. First per 


METRO Pulse, 


Nielsen, Trendex and Hooper— 


first per AREA Nielsen and Pulse. 87% renewal 
rate among Kansas City’s biggest advertisers 
proves dynamic sales power. See John Blair or 
WHB GM George W. Armstrong. 


NEW ORLEANS .. . with WTIX. Month 
after month WTIX maintains or widens its first 
place position in New Orleans listening. First on 
Pulse (6 a.m.-6 p.m., Mon.-Fri.). And first per 
latest Hooper. Ask Adam Young Inc., or WTIX 


GM Fred Berthelson. 


MIAMI . . . with WQAM. Way out front. More 
than twice the audience of the second station, 
per latest Hooper. Now Pulse joins Hooper and 
Trendex in agreement: All three show WQAM 
first—all day! See John Blair, or WQAM GM 


Jack Sandler. 


STORZ, 


President 


plished more for dress reform in 
two years than the preachers of 
that cult have accomplished since 
clothes began to be the fashion.”’) 


@ The era saw a tremendous up- 
surge in advertising, Mr. Mott 
says—the beginning of “a golden 
age.” Though census reports in 
these years did not separate news- 
paper from magazine advertising, 
he says, the increase in the grand 
total is instructive. 

“It increased 80% in the '805;'in 
the ’90s, slowed down by hard 
times, it gained about a third. And 
in the five years from 1900 to 
1905 it increased more than half. 
In the last-named year the total 
of $145,517,591 was more than 
double the 1890 figure,” he says. 

Mr. Mott cites “the sudden out- 
burst of rhymed .advertising, or 
‘jingles’ in 1900-1905” as an inter- 
esting phenomenon. He quotes a 
few, including one for Force, a 
breakfast food: 

Jim Dumps was a most unfriend- 

ly man, 

Who lived his life on the her- 
mit plan. 

In his gloomy way he’d gone 

through life, 

And made the most of woe 
and strife, 

Till Force one day was served 

to him, 

Since then they’ve called him 
Sunny Jim. 


® Subjects presented in the pub- 
lications varied widely, ranging 
from the issues of free silver and 
racial problems to agnosticism, 
banking and boxing. A number of 
publications were devoted te hu- 
mor, he says, and describes a num- 
ber of “little magazines,” as diffi- 
cult to characterize because “. . . 
they were nothing if not original, 
and no two were alike.” 

Following the historical section 
of the book, the second half is de- 
voted to sketches of important 
magazines—some long gone, oth- 
ers, such as The Saturday Evening 
Post and Vogue, still definitely on 
the scene, and some but recently 
gone. Collier’s, Mr. Mott says, 
“... perished as the result of 
more than a decade of manage- 
ment which was consistent only in 
its ineptitude.” # 


Mitchell, McCandless Gets 
Cleveland Car Cards Again 

The public Cleveland Transit 
System again will lease its card 
space to Mitchell, McCandless & 
Klaus, local car advertising firm 
which has had the business 14 
years. The unsuccessful bidder, 
National Transit Ads Inc., New 
York, lost out in the first competi- 
tive bidding on the Cleveland fran- 
chise in that period. The New York 
company also lost to Mitchell, Mc- 
Candless & Kiaus in a court fight 
over the business in 1943. 

The new five-year contract will 
start June 1 and will be with a 
successor corporation to Mitchell, 
McCandless & Klaus, which is now 
a partnership and will reorganize. 
Under the contract, the transit sys- 
tem will get a flat 60% of all car 
card revenue, with the card com- 
pany keeping 40%. 


Three Buy CBS Radio Time 

New orders by three advertisers 
have been placed at CBS Radio, 
New York. Pontiac (MacManus, 
John & Adams) ordered 30 five- 
minute segments between May 18 
and June 1. Fisher Body division 
of General Motors (Kudner Agen- 
cy) bought the network’s coverage 
of the Craftsman’s Guild Annual 
Awards Dinner on July 30. Amer- 
ican Home Foods (Young & Rubi- 
cam) bought a weekly quarter- 
hour of “Arthur Godfrey Time,” 
starting July 3. 
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New Equipment is the first requirement for each 
step in the growth of a printing business. During 
the “30°s, when business expansion was almost 
unheard of, J. W. Clement Co. made heavy in- 
vestments in the most efficient presses available. 

When the printing market boomed in the "40's, 
this company was already a step ahead and it 
still holds this position through continued ex- 


GROWTH is a management policy at Clement 


pansion and investments in new equipment. 

Clement hasn't grown from a local job printer 
in 1878 to national leadership “like Topsy”. Each 
step is born of a careful and long-established 
management planning policy. The result is better, 
brighter color printing and more value for the 
customer's money. Your nearest Clement sales 
office will gladly show you examples. 


J. WW. CLEMENT CO. Wanufecturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Von Orden Co., San Francisco 
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ITA Bans Free 
Enterprise TV 
Show as Slanted 


British Commercial TY | 
Guardian Invokes Rule 
on Political Controversy | 


LonpoNn, May 28—The Independ- 
ent Television Authority, govern- | 
ment-appointed watchdog of com- | 
mercial television, has used its 
veto power to ban the biggest ad- 
vertising series ever planned for 
British video. 

The Institute of Directors, lead- 
ing organization of business execu- 
tives, had planned to spend £ 160,- 
000 ($448,000) on 16 20-minute 
films to be shown on the ITA net- 
work. The films were to back free 
enterprise, stressing the importance 
of good relations in industry. 

Colman, Prentis & Varley, agen- 
cy for the institute, already had | 
booked the network time for the 
series, which was scheduled to be- 
gin in September. 


8 ITA vetoed the project under a 
section of the Television Act which 
set up the independent network. 
This section states that no adver- 
tisements can be accepted which 
are directed to political ends. 

ITA announced that descriptive 
material issued about the projected 
series “suggested that the project 
as a whole has in some part a poli- 
tical end—it is designed to estab- 
lish a point of view on politically 
controversial questions.” 

Apparently the descriptive mat- 
ter complained of was a circular 
distributed to members of the in- 
stitute which included a cartoon of 
a stylized capitalist, cigar in mouth, 
stamping on the head of a worker 
in overalls. 

In part, the text of the circular 
said: 

“Look at the picture the public 
has of you: Boards of directors 
carving up profits to suit them- 
selves, and every director an idle 
chap whom luck has landed on vel- 
vet...” 


® The Institute of Directors has 
protested the ban, and a spokesman 
said that if only the descriptive 
matter is considered offensive, that 
could be changed. 

But the ITA reportedly objected 
to the whole tenor of the scheme, 
even though only one pilot film 
has been shot, and the scripts of 
the others have not yet been writ- 
ten. 

Negotiations are continuing be- | 
tween the institute and the ITA, | 
and it is understood that so far) 
the network time booked for the) 
series of films has not been can- 
celed. The institute obviously hopes 
it will be able to go ahead with the | 
project, even if only in an amended | 
form. 

This is the first time ITA used! 
its veto power in the 21 months 
of commercial television in Brit- 
ain, + 


Spot Radio Jumps 40.5% 

Spot radio gross time sales for! 
the first quarter of 1957 were 40.5% 
higher than in the first quarter, 
of 1956, according to estimates of | 
the Price Waterhouse Co. for the 
Station Representatives Assn., New | 
York. A total of $48,827,000 was’ 
estimated for the first quarter of 
1957, against $34,750,000 for the 
first quarter of 1956. 


KM&4G Promotes Gallagher 

Lester E. Gallagher Jr., mer-| 
chandising account executive of! 
Ketchum, MacLeod & Grove, Pitts- 
burgh, has been promoted to direc- 
tor of the agency’s merchandising 
department. | 


Reed 


Grunewald Horwich Weaver Taylor 

DING DONG—Miss Frances (Dr. Frances Horwich) gives the signal 
to her first new “Ding Dong School” sponsor, Malcolm P. Taylor, 
chairman of Taylor-Reed Corp., as he signs for the telecast on 
Sylvester L. Weaver’s new Program Service hookup of 13 stations. 
Interested spectators: Charles M. D. Reed, president of Taylor- 
Reed; Theodore J. Grunewald, Hicks & Greist vp, and Mr. Weaver, 
who was on hand to welcome the first backer for his new tv project. 


| Nettie Rosenstein Launches 
|New Line of Bras, Girdles 

Nettie Rosenstein, New York, 
well-known couturiere, will intro- 
| duce her first line of foundation | 
|garments in a trade campaign 
| breaking in early June. Full-page 
ads in Corset & Underwear Review 
\and Women’s Wear Daily will be 
augmented by an insertion in Play- 
| bill during Corset Week, June 9 
The consumer campaign of mul-| 
| tiple page units in the fashion mag- 
|azines will start in September. The 
| theme will be “So intimately beau- 
|tiful ... it’s a shame it doesn’t 
|show.” The line includes bras and 
girdles, retailing from $3 to $50. 
Ted Bernstein Associates, New 
York, is the agency. 


107 


| Universal Button to Hickox 
Universal Button Co., Lawrence- 
burg, Ky., manufacturing subsid- 
iary of Talon Inc. (Talon zippers), 
has appointed John B. Hickox Inc., 
| Cleveland, to handle its advertis- 
ing and sales promotion, beginning 
July 1. Beeson-Reichert, Toledo, 
formerly handled the account. A 
direct mail and trade publication 
campaign is being planned. 


. e 
Advertise By theMile! 
All TRUCKS have igen Metal Soe 
Two Big Jobs!. - [second job aan 
Changeable Poster Cards make product promotion flex- 
ible. Change- Ad Frames for Truck, Bus & Taxi Advertising. 


| YARDER MANUFACTURING COMPANY 
| @16 PHILLIPS AVENUE « TOLEDO 12, OHIO 


Imprinting—our specialty! 


@ Magazines 
@ Catalogs 
Mail 


Sersen's 


ple for O 


tati, 


@ Booklets 
@ Folders 


or Phone us to Call 


IMPRINTING, Inc. 


CHesapeake 3-2050 
120 South Sangamon St. 


CHICAGO 7 


WFMY-TV - MAXIMUM POWER ON CHANNEL 2 - GREENSBORO, N 


E"ishing for sales... 


Why flounder around for sales in the Prosperous Piedmont section 
of North Carolina and Virginia? Make a big catch every time with 
WFMY.-TV. Easy to do here in the industrial South because 


Greensboro 
Winston-Salem 
Durhom 

High Point 
Solisbury 
Reidsville 
Chapel Hill 
Pinehurst 
Southern Pines 
Fort Bragg 
Sanford 
Martinsville, Va. 
Donville, Vo. 


WFMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 


50 Prosperous Counties ‘ 
$2.7 Billion Market . 


wftmu-tv 
Channel Z 


GREENSBORO, N. C. 


Represented by 


Harrington, Righter & Parsons, Inc. 


New York — Chicago — San Francisco — Atlanta 


WFMY-TV provides coverage of the area that no station, or group 
of stations, dares claim. Call your H-R-P man today. 


2.1 Million Population 
$2.1 Billion Retail Sales 


Basic 


@ 
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... with discretion, of course, since 
we feel it’s important to know what 
our customers think of our work. After 
all, the important thing is what our 
customers have to say about us! And their 
continual compliments have helped 
us win new accounts. 


“lof eavesdropping 


; 5 DAY AND NIGHT SERVICE 
=) RELIABLE 
. 
® etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 
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'Product Literature Improves, Jurors Agree 


|in Awarding Literature Aimed at Architects 


WASHINGTON, May 28—Contin-| ment Assn. won two certificates of 
ued improvement in building| merit each. 
|product literature was noted by 
|the jury selecting winners in the| ®" Awards were given for litera- 
‘ninth annual building products) ture that reflected “high standards 
‘literature competition conducted| of technical excellence and in- 
by the American Institute of Arch-| formative value to the architect. 
‘itects and the Producers’ Council.| Awards were given in four 
| The jury noted literature has | Classes. wares are: eh 
; j ; ; = ass 1—Literature concern primarily 
improved in technical and inform | with basic technical information: certifi- 
ative value and presentation. | cate of exceptional merit to Reynolds 

Awards were presented at the) Metals Co. Certificates of merit to Alu- 
centennial convention of the | minum Co. of America; Portland Cement 


. ‘ P | Assn.; Metal Lath Manufacturers Assn.; 
American Institute of Architects | National Lumber Manufacturers Assn.; 


here. | Douglas Fir Plywood Assn.; Architectural 
Four certificates of exceptional | Woodwork Institute. Honorable mentions 


. ane . |to Acoustical Materials Assn.; Structural 
merit, 25 certificates of merit and | c,) products Institute; Timber Engineer- 


21 honorable mentions were pre-| ing Co. 
sented. Class 2—Literature offering technical in- 


. . | formation confined to particular products 
Top winners included U.S. Gyp- of a single manufacturer: certificates of 


sum Co., which won one certifi- | exceptional merit to Grant Pulley & Hard- 
cate of exceptional merit and two| ware Corp. and U.S. Gypsum Co. Cer- 


i fi i¢- tificates of merit to Owens-Corning Fi- 

1 certificates of merit; Ceco Steel berglas Corp.; Truscon Steel division of 
J Products Corp., Owens-Corning Fi-| Republic Steel; Pittsburgh Plate Glass 
|berglas Corp. and Portland Ce-/ Co. (Batten, Barton, Durstine & Osborn); 
Congoleum-Nairn Inc.; Owens-Corning 


Complete crop and livestock diversification marks Penn- 
sylvania as a “‘bellwether’’ among the states, a leader in 
big, steady farm-cash intake. It boosts Pennsylvania to 
the top-third in farm income year after year. It makes 
Pennsylvania farm folks bigger buyers of your products 
—every month. 

There’s a perennial leader among the farm magazines, 
too. It’s PENNSYLVANIA FARMER, read in 9 out of 10 
Pennsylvania farm homes. It’s the one farm paper de- 
voted totally to Pennsylvania’s rural families and their 
business of farming. 

Right up front, too, are Ohio and Michigan, where 
the popular farm papers are THE OHIO FARMER and MICH- 
IGAN FARMER. All 3 are 4-color gravure printed to save 
you plate costs, published twice monthly. Write 1010 
Rockwell Avenue, Cleveland 14, Ohio, for details on this 
rich, 3-state farm market. 


FARM 
SHOW 


The “Bellwether” to Big Sales | 


Fiberglas Corp.; Ceco Steel Products 
| Corp.; Construction Specialties Inc. 
| (Thomas F. Clark Advertising Agency); 
Flour City Ornamental Iron Co. (Ray C. 
| Jenkins Advertising Agency). Honorable 
mentions to Kawneer Co.; Fenestra Inc.; 
Armstrong Cork Co.; Sargent & Co.; Celo- 
tex Corp.; U.S. Plywood Corp. (Kenyon & 
Eckhardt); Mills Metal Compartment Co., 
division of Mills Co. (Meermans Advertis- 
ing Agency); Crane Co.; Josam Mfg. Co. 
‘Allied Advertising Agency); U.S. Gyp- 
|} sum Co.; Inland Steel Products Co.; Tec- 
|tum division, Peoples Research & Mfg. 
| Co. (Jay H. Maish Co.). 
} 
@ Class 3—Literature of primarily promo- 
| tional character: certificate of exceptional 
merit to Douglas Fir Plywood Assn. Cer- 
| tificates of merit to Acme Brick Co 
(Evans & Associates); Portland Cement 
Assn.; Armstrong Cork Co.; Ceco Steel 
Products Corp.; Masonite Corp.; Great 
Lakes Carbon Corp. Honorable mentions 
to Tiger Products division, Basic Inc.; 
Aluminum Co. of America; Structural 
Clay Products Institute; Fenestra Inc. 
Class 4—Space advertising directed pri- 
marily to the architect: Certificate of 
exceptional merit to U.S. Gypsum Co 
Certificates of merit to Kentile Inc.; 
Knoll Associates; Marble Institute of 
America (Moore & Co.); U.S. Gypsum Co 
Honorable mentions to Cambridge Tile 
Mfg. Co. (Wildrick & Miller Advertising 
Agency); Columbia-Geneva Stee! division, 
U.S. Steel Corp. (John O'Rourke Adver- 
tising Agency). = 


Case Adds Two, Boosts Three 
in Ad. Sales Promotion Unit 

J. I. Case Co., Racine, Wis., man- 
ufacturer of power farm machin- 
ery, has added two men and pro- 
moted three in its advertising and 
sales promotion department. Reed 
A. Wible, formerly assistant man- 
ager of advertis- 
ing and sales pro- 
motion of the 
Ferguson division 
of Massey-Har- 
ris-Ferguson, has 
been named gen- 
eral supervisor of 
advertising and 
sales promotion 
of the agricul- 
tural division. 
Richard E. Lud- 
wig, also previ- 
|} ously with Massey-Harris-Fergu- 
| son, has been named supervisor of 
| purchasing, cost records inventory 
and direct mail. 

Promoted from the Case adver- 
tising department are L. G. Samsel, 
supervisor of films, exhibits, pho- 
tography; Robert C. Wiele, super- 


| Visor of product information and 


| Reed A. Wible 


sales training, agricultural divi- 
sion, and William R. Kuhns, super- 
visor, sales promotion, agricultural 
division. 


Greeters Agr utes! thew in the boot 


1958 Pennsylvania Farm Show 


Hervisherg - ton 13-17, 1088 
Ivete te lana 1). One oe 
COWS OA peCemeeD 14 1987 


PENNSYLVANIA FARMER 


HARRISBURG, PENNSYLVANIA 


MICHIGAN FARMER, East Lansing 


NDC Publishes ‘Fat’ Text 

The National Dairy Council, Chi- 
cago, is preparing and will publish 
soon a special informational bul- 
|letin outlining the facts involved 
in the dietary fat and heart dis- 
|ease problem. It is intended for 
‘use by the dairy industry in an- 
|swering specific questions raised 
| by consumers. NDC plans to sup- 
plement the bulletin from time to 
| time as new information becomes 
| available from nutrition research. 


Peer eeeereee 


THE OHIO FARMER, Cleveland 
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AUGUST 15 & 16 IN CHICAGO e 
At the famous air-conditioned Edgewater Beach Hotel 


Gef the answers to your Circulation Pro- 
motion and Fulfillment Problems HERE ) i. 


Every important subject will be covered in detail by Circulation Experts who have 
successfully solved the same problems that confront you! 


Practical Help to Solve YOUR Problems of PROMOTION ... 


How to use letter writing techniques that have proved most profitable. 
How properly to test circulation promotion—copy, offers, lists, etc. 


How to plan your direct mail for most economical production—covers all phases 
and cost-cutting procedures in purchasing mailing components. 


How to build and maintain your prospect lists—Best sources to use. 

When and how to use art, cartoons, and personalization in direct mail. 

How to use premiums and reprints profitably—“Dos” and “Don'ts” for you. 
What makes renewal letters successful—What ingredients make them “tick.” 


How to make order cards, reply envelopes, inserts, questionnaires and mainte- 
nance letters to readers work best for you as sales tools. 


How to use fieldmen, telephone, and convention promotion to advantage. 
e How to expand the Circulation Manager’s opportunities and potential. 


Practical Help to Solve YOUR Problems of FULFILLMENT... 


How to expedite processing of 2nd and 3rd class mail—Postal regulations govern- 
ing publishers—Most recent changes that affect your operations. 


e Efficient fulfillment procedures for paid and controlled circulations. 


e A study of rules, basic records, and requirements of the Audit Bureau of Circula- 
tions and the Business Publications Audit of Circulations. 


What it costs to “fulfill” a subscription—analysis of the economics. 

The Woman's place, problems, and potential in the Circulation Department. 
How to put over your ideas and get cooperation from your personnel. 
Correct ways of keeping your circulation files—what NOT to keep. 

How to turn complaints and inquiries into good will and extra orders. 


The role of the Circulation Department in the overall publishing organization— 
what its relations with other departments should be. 


PLUS — CONSULTATION CENTERS OF INFORMATION—Open All Day BOTH 
Days. Your Chance to Get Individual Help and Advice from the Experts on Any Phase 
of Circulation. 


CENTER +1—The Audit Bureau of Circulations .. . Your questions on A.B.C. 


* To Circulation Managers and Key Assistants! Come to the Second Annual 2-Day 


Circulation Seminar for All Business Publications 
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Co-sponsored by... 


Advertising Publications, Inc. 
Advertising Age, Industrial Marketing and Advertising 
Requirements 

The Chicago Business Publications Association 

The Chicago Circulation Round Table 

The Mail Advertising Club of Chicago 


With These Cooperating Organizations 


Associated Business Publications 

Audit Bureau of Circulations 

Business Publications Audit of Circulations 
Circulation Management Magazine 

Direct Mail Advertising Association, Inc. 
National Business Publications, Inc. 

National Circulation Round Table 
Subscription Fulfillment Managers Association 


Outstanding Luncheon Speakers — 


* THURSDAY—Edwin A. Riley, from Post Office Depart- 
ment, Washington, D. C. 
Director, Div. of Mail Classification, Bureau of Post Office 
Operations. 


Recent Changes in Postal Regulations. 

* FRIDAY—Dr. Arthur E. Hoover 

. Psychological Consultant to Management, Chicago. 
The Psychological Factors In Circulation. 


matters answered by staff members from Chicago headquarters. 


CENTER + 2—Business Publications Audit of Circulations . . . Your questions 
about B.P.A. matters answered by qualified staff members. 


CENTER + 3—United States Post Office—Help with your problems with Ist, 2nd, 
or 3rd class mail will be given by men knowing postal regulations. 


CENTER + 4—Chicago Circulation Round Table—Advice on your individual cir- 
culation problems given in consultation with qualified members. 


Non-Profit Rate Is So Low—Come With Your Staff! 


You invest only $20 per person . - TWO full days ($25 after 
July 31). Includes all workshop sessions—individual consulta- 
tion—gallery of promotion—displays of newest supplies and 
automation in equipment—PLUS two tasty Polynesian Village 
luncheons and two famous speakers. Please reserve tickets 


PLUS —A Gallery of time-tested new and renewal promotion that gets results! 
promptly. Reply on the form below while you think of it. 


PLUS — DISPLAYS OF NEW SUPPLIES AND AUTOMATIC EQUIP- 
MENT—Demonstrations of popular subscription fulfillment systems .. . ex- 
hibits of other equipment and specialized circulation supplies—all day BOTH 
days! Advance exhibit reservations up to press time have been made by lead- 
ing companies—notably 
e ADDRESSOGRAPH-MULTIGRAPH 
e ELLIOTT ADDRESSING e GAW-O’HARA ENVELOPE Co. 
e REMINGTON-RAND e REPLY-O PRODUCTS 


e WESTERN UNION .. . and others! 


Combine Business With Vacation-Pleasure 
This Ideal Way AUG. 15-16 in Chicago! 


e AUTOMATIC ADDRESSING CO. 
e LB.M. 
¢ SCRIPTOMATIC 


CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS | 
469 East Ohio Street, Room 500 
CHICAGO 11, ILLINOIS (Phone Superior 7-1856) 
Please reserve __________ tickets for the Second Annual Two-Day 
CIRCULATION SEMINAR FOR BUSINESS PUBLICATIONS August 
15 and 16 at Edgewater Beach Hotel, Chicago. 

First Seminar Was Such A Hit, They Voted To Hold It Annually! I enclose a check or money order at $20 per person ($25: after July 31) 
; ; : ; ; ; ; ’ and a list of those coming. Total $___ . (Covers all sessions, | 
Circulation executives from 143 companies with 443 business publications flocked consultation, promotion gallery, products on display, and two Poly- 


mine of facts into TWO busy days. Be there yourself—with your staff—take back (Please Print) 
proven ideas and tested methods getting best results for business publications. My Name - _ Title. 
Reserve tickets early! Return form at right to save money and get final program. Company. 


SEND YOUR RESERVATIONS TODA 


. Zone_____ State 


| 
| 
| 
| 
| 
| 
! 
| 
| 
to last year’s seminar. New material and expanded 1957 sessions will pack a gold- | nesian Village luncheons.) 
| 
| 
| 
| 
| 
| 
| 
| 
I 


ae. eee a ee ee ee ee eg ct ee ee a ee veh: | ea en ore 
ee “HighehS i er oeaibeaw ox ae eee. : * ee ere oe ee wk ex te a ee) ae a Cr, ear eo ee She: See eel Rtas yi AME Shctons: Syeammilantads: pete en =e 
pee Sa ae et ie eb. See ae ee kies  s ae Bea ae ate = ae Ree: ‘See ie a j ac os > eae as eg mais! tc ae a ag ca af x 
gh ES ONE ah - Dey oP ; ee ks ; act 2S eee % nail y Eel ea = vette ae “Dice ee i * a Bk : pe a i, (Cee be i temeee sets 2 Peete! oe a 
" as oe ~ ase ‘ eit ie: rer ; a eee Be i a Pe a a es haere ee es, ao . eae See gee eed a Sea era ae a 
So al a ae ee : as Slagle Se aetg ee eee eee of ; (aren : Bass Spay sas ae ge PE alle reve et ies = a a coy Ce ees a en st a Sey s, 
a i 
oy ; ces 
ee: 
: Reger 
7 
a 
Tea cos 
} : = 
: - rea ys, 
a . é 
; eau 
2 Ro 
Rs 
: 44 aa 
: ‘ om . 7 
' 2: 2,8 is _° a 
~ - ie a a 
# , ” P te 
heh ‘ a -. ae 
: nas e’ an 
Ning eS Seer es ie 
: PaLeee: ae ae has eo 
7 | 20 Faucet io Fe o 
rag ie Ey Bs ata 
. By ay he Pah ees eet ‘ wey 
| CD aaneeubees al , <7 3 ' 
tgs ig & t 3 ye 
| -~ 4 a ea ae Cc 4 — a e Z, 
axe . - 5 ot s . ree ce ; 
, os wr v wows —— i. Hi a oe 
: at ‘ ; eo ae w, tg ee 3 rw ws 
: ee AO eein | ee ot Dee 
ee i = ‘Qe ie . srs 
F a . poe ae oS ae o : : 3m i 
: a , (SS ee By a «(© OM oe Be Be. 
ee ; ao satg AF << ca big at 
e Dera” . ‘4 i ey SL # in E ‘ : ek 
° oe | a OE ‘ has 
—* q PR ae : r ” p a 
ao , Bs hae Big ie hae on icc’ f zs aa ~~ ‘ Nie =" 
* < 4 a oe a a Te is : = a 
ae > os ee a ‘ we i 
: ek, | Sel) See ae hg + Daf 7 
=a ese ae eee ‘ en ee bn re, ae 
: | a ee er ee ee eo Bae ‘7 ac) 
* EE ET TE ee | i | ce 
: | ae “ * rea 
i q ee at fees ak a te 
‘ gee oS ie a ed ee se a ) ery 
} , mre z 
" = * ! 
» ro a 
e reo 
—- eae 
ates. 
ee 
ee 
5 ae 
ae 
? Pee 
; “(ee 
: a 
. G m ae 
} Mea Ripe 
ea * 
| ae see be 
" cet Tig 
~ nee 
; + ee. 
i a 
- <8 
2 e ae 
; 7 a 
e iss 
: ae 
Ps eS : E 
¥ or 2 
aa oe 
Z et: 
s = 
3 an 
a4 ve 
7 5 
at : 
iia ee 
oer. 
ee : 
3 ia ala 
i td ee 
aie : 
; ee 
ay ate 
> ¥ 
= es 
rs = ie 
“ = 
Aaa 
Ge ae a ee ee ee te 
os 
Pi : 
° ae 
— 
Det 
i ! aie 
», : P 
zs sh 
| ree 
ee | f al 
ee ee menananenanananeumunaasapenmeceibal ees 
Py 7 era he ° 3 ‘ee 
acy ‘i ' hs Wit aor’ Sor Po a sage seas moh bob hitiseas ons : ees Tee See Ler : Lo a 
LS ares : 2 ‘ ‘ we ay f 8 wsiiha tos at Fs ‘ x . 2 oa ae ab: 
eee aah a . <) oie “ i te EP “i & a ‘ x > eS : ; ' pre 8 “sia 
aes aa wages mip eos BPW PRE gs) eft eae Spi ee See at ga tenes PA Or linet, cali Ag Fe he Ba ae Bali 2 wise ee eo rae a Pd ee ie ee Me 55 
pe ae ; “ ; ; #5 RN Eee el - 5 : oa Fee he Ame a Tak Pes apie Ate sears oi Oe Agee ee LN eee an eRe Bee ere eer alee een Lt we Oe Ra ee Ne epee ae CS a 


110 


Ads We Can Get Along Without... No. 15 Classic 


Boy ome fer mine end buy one ter TOU too! 


QUANTITIES ARE LIMITED... 
hurry in for yours! 


Pay as tittle as 50c A WEEK! 


Faas Watches 


Yours to cum and give. far as little aa 


Rec. up 10°42”..... “EBPs 
REG. uP 10 °S9,.... “HBP 
+49°> 
REG. uP To 150.... “Ves 


jsswetems’ 


eal You DON’T NEED CASH! 


TEXAS’ GREATEST! 
610 Cheperral 


BUYER, BEWAREI—H. O. Schlenk, 


manager of the Better Business Bu- 


reau of Corpus Christi, Tex., submitted this ad we can very well do 
without, from the local newspaper. Only casually, in the center of 


the copy block at lower left, does the reader discover: 


“fully guar- 


anteed and reconditioned by experts”—the only clue in the ad that 
the watches are not new. 


New Study of Direct 
Selling Field Published 
“Merchandise Distribution by 
Direct Selling,” a facts-and-fig- 
ures guide to the direct selling 
field, has been published by the 
National Assn. of Direct Selling 
Companies. Using a question-and- 
answer format, the 32-page book- 
let gives a comprehensive picture 
of the field. 


jare 2,500 to 3,000 companies en- | 


gaged in direct selling and they 
do an estimated annual business 
of $2 billion. Included in the book- 
let are results of an industry-wide 
survey showing “what sort of an 
individual” the direct salesman is. 
Free copies of the booklet are 
available from Banner & Greif, 
369 Lexington Ave., New York, 
public relations counsel of the as- 


According to this booklet, there | sociation. 


FOR YOUR OWN PROTECTION ... 


+». SHIELD YOURSELF AGAINST REPRODUCTION 
PROBLEMS. USE DOT ENGRAVERS FOR COLOR 
AND BLACK AND WHITE. 


600 W 


VAN BUREN ST 


CHICAGO 7 
STATE 2-5367 


Morristown, N. J., May 
That time-tested perennial, 
a bridesmaid—never a bride,” 
starting out its 


selling Listerine just as fast as 


| ever, 


This famous headline, penned by 
Milton Feasley, first ran in March, 


33rd year—and | 


1924, in 11 magazines. Since then | 


it has become a part of the nation’s 
language and has grown from al 


‘Often a Bridesmaid—Never a Bride’ | 
‘Ad Slogan Opens Its 33rd Year for Listerine 


28—} cided” that since the ad continued | 
“Often| to get high readership, it could | gradually toward that tragic 30 
is| well be run more frequently. 


It is scheduled for April, May 


and June issues of weeklies and | 
women’s magazines so far this | 
year, and probably will be insert- | 
ed several more times in forth-| 
also been | 


coming months. It’s 
adapted to tv commercials. 
The ad has been repackaged 


June-wedding advertisement to a| from time to time, with the for- 


year-round operation. 

[It’s also weighty corroboration 
of the Ogilvy philosophy: “When 
you are lucky enough to get a 
great advertisement, repeat it. No 


lorn bridesmaid becoming less 
melodramatic, more stoic through 
the years. The copy also has been 
revised to make a more competi- 
tive claim, challenging chlorophyll 


great campaign has ever been con-| and toothpaste. 


tinued too long, and no great ad- 
vertisement has been repeated too 
often” (AA, May 13).] 


s The company ran the ad on a 
sporadic basis until five or six 
years ago, when it “definitely de- 


For example, the ad of 1924 


vintage 


kneeling despondently before her) 


showed the bridesmaid | 


Advertising Age, June 3, 1957 


the girls of her set were married— 
or about to be. Yet not one pos- 
sessed more grace or charm or 
loveliness than she. 

“And as her birthdays crept 
mark, marriage seemed farther 
|from her life than ever. She was 
often a bridesmaid but never a 
bride.” 

The ad then went on to explain 
that Listerine “halts food fermen- 
tation in the mouth and leaves the 
breath sweet, fresh and clean. Not 
by substituting some other odor, 
but by really removing the old 
one,” 


® The next year, the ad showed 
a bridesmaid reading with fur- 
rowed brow “still another wedding 
announcement.” The copy this 
time suggested, “Test the remark- 
able deodorizing effects of Lister- 
ine this way: Rub a little onion 


| 


hope chest. The copy read: “Edna’s|on your fingers. Then apply Lis- 


case was really a pathetic one. 
Like every woman, her primary | 
ambition was to marry. Most of | 


'terine and note how quickly the 
onion odor disappears.” 
By 1936, the ad was back to the 
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A.C. Nielsen Company 
.WLW Radio 
consistently with one 
of the ten largest 
audiences among the 
more than 2870 Radio 
stations in America. 
And WLW Radio gives 
you the nation’s fifth 
largest unduplicated 
radio audience. 

So before you buy 
radio time, check 

with your WLW Radio 
representative. You'll 
be glad you did! 
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original copy, word for word, and| 


the photograph showed a weeping 
bridesmaid, lace hanky in hand, 
head cradled in her arm. 

In the “green miracle” days of 
chlorophyll, the ad was revised 
considerably. The company stopped 
stressing that “tragic 30 mark” of 
a woman’s age and substituted 
three dots for the conjunction 
“but” in the headline. 

And the copy baldly stated, 
“Listerine antiseptic in recent 
clinical tests averaged at least 
four times more effective in stop- 
ping bad breath odors than the 
chlorophyll or toothpastes it was 
tested against.” 


# In the current ad, the brides- 


maid is looking wistfully over her 
shoulder, and the copy reads: 


to men for a while. Men seem seri- 


ous—then just courteous—finally, 
oblivious. Halitosis (unpleasant | never aware that you're offe 
breath) is a roadblock to ro-| ing.” 

mance. And the tragedy is, you’re| 


aw. 
“Janice is a familiar type. She’s| stit WAITING—Listerine’s despondent spinster re- 


popular with the girls—attractive | ceives “still another wedding announcement” in the 
1925 ad at the left, and weeps as the “years creep 


chlorophyll, but introduces a new; ways present in your mouth—are 
\idea, fermenting proteins: “Germs| the most common cause of bad 
The copy no longer hits out at | —which ferment the proteins al-| breath. 


Sales Repre 


IYI 6 


“Toothpaste can’t kill the germs 
the way Listerine does, because 
no toothpaste is antiseptic. Lister- 
ine is antiseptic. That’s why Lis- 
terine stops bad breath four times 
better than toothpaste.” 

Lambert & Feasley is and al- 
ways has been the agency. + 


April Help Wanted 
Ads Dropped 6%, 
B. K. Davis Reports 


PHILADELPHIA. May 29—Help 
wanted advertising dropped off 
somewhat in April this year, B. K. 
Davis & Bro. Advertising Service 
reports. 

Ordinarily April is the month in 


| which help wanted ads begin their 
toward that tragic thirty-mark” in 1936 (center). 


In 1954, however, she bears up more bravely (at 
least in public) as witness the ad at the right. 


big spring climb. This year an ad 
count in 111 reporting newspapers 
showed help wanted ads were 6% 
under last year. In the 16 major 
labor markets help wanted ads had 
\declined 11%. 


® However, one important distort- 
ing factor should be noted, the 
company says. April of last year 
had five Sundays, compared with 
four Sundays this year. Since 96 


Sales Offices} NewYork, Cincinnat 


ntafives: NBC So! 
Bomar Lowrance|& Assbciates, Inc., Poyagiate , Atlanta, Dallas... 


+ + «+ Crosley Proadrasting Corporgtion, 


| of 111 cooperating newspapers 
| publish Sunday papers, the decline 
| loses some of its significance. 

| “Nevertheless,” B. K. Davis & 
| Bro. notes, “several newspapers 
(particularly those in the midwest- 
{ern core of the nation) have been 
consistently reporting losses; some 
for as long as a year.” 

| Ad count for April, 1957, was 
| 842,295 compared with 898,356 for 
the same month in 1956. 

IAA Plans to Offer Course 

jon International Marketing 

The International Advertising 
Assn. plans to inaugurate a course 
on “Advertising and World Mar- 
| Rete” next fall. The course, to 
| stretch over 27 weeks, will be di- 
| vided into two 12-session semes- 
|ters. Registration will be $50 for 
IAA members, $70 for non-mem- 
bers. 

The course aims to provide a 
| “comprehensive program of edu- 
cation and information” for all 
those concerned with marketing 
overseas. Leading people in the 
international marketing field will 
|address the sessions. Further in- 
| formation is available from Robert 
T. Kenyon, Robert T. Kenyon Co., 
New York. 


GEE I There’s the 


’ 
beer for me!’ 
Commercials on WGN-TV have 


a way of getting results— because 

WGN-TV programming keeps 
| folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


| Put “GEE!” in your Chicago sales 
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Research can be used for any of the jobs above. 
It is usually most valuable when it is used for 
all three . . . in the order given. | 


YOUNG & RUBICAM, INC. Advertising 


New York « Chicago «+ Detroit + SanFrancisco + Los Angeles +« Hollywood + Montreal * Toronto * MexicoCity * SanJuan * London 
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dvertising Age 


Feature Section 


Help Make Your Cooperative 


Program Work by Knowing 


Possible Abuses and Constantly 


Watching Out for Them 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


You've Got to Keep Watching Them... 


THE NATIONAL NEWSPAPER OF MARKETING 


Co-op Is Full of Abuses; Knowing What to Watch 
Can Help You Make Your Program Work 


This is the third and last in a series of articles on cooperative advertising 
by Lester Krugman, who has had some 20 years of experience with this form 
of advertising in the process of a marketing career embracing department 
stores, manufacturers and advertising agencies. Here Mr. Krugman reaches 
into the dark recesses to explain exactly how dealers and distributors (and 
manufacturers’ sales departments) abuse co-op advertising—and how knowl- 
edge of what to look for can help make a manufacturer's program more ef- 
fective. Reprints of this series will shortly be available. For details, check the 


note at the end of this article. 


By Lester Krugman 
Executive Vice-President, The Getschal 
Co., New York 


The Technique of Abuse 


In previous portions of this series, some 
of the methods of abuse were mentioned, 
largely for the purpose of illustrating spe- 
cific points. This section is devoted to a 
roundup of many of the methods de- 
veloped by dealers during recent years. 

The bulk of cooperative advertising ex- 
penditures is used in newspapers. The 
fundamental problem, which creates 
many of these abuses, is the difference 
between national and local rates. It is 
this very wide difference in rates that 
makes it desirable, if not an economic 
necessity, for manufacturers to use deal- 
ers to advertise their products. Local 
rates are so much less expensive, manu- 
facturers are inclined to endure some of 
the abuses, particularly from their larger 
dealers, to take advantage of these low 
rates. 


= It has already been stated that the 
bulk of the abuses rests with a relatively 
small group of large dealers. To see this 
in its proper perspective, particularly with 
regard to newspaper advertising, let’s 
take a look at the appliance picture in 
New York. 

Media Records Inc. reports that in 
1954, there were 819 appliance stores in 
the five boroughs of New York City. Of 
these 819 stores, only 95 used any display 
advertising in the seven New York news- 
papers. Further, Media Records reports, 
the 95 stores used a total of 1,700,000 lines 
in the seven newspapers. But-—65% of all 
that linage, or 1,110,000 lines, was used 
by only nine dealers. 


s In other words, slightly more than 
1% of all the dealers used fully 65% of 
all the local appliance newspaper linage 
placed in the seven newspapers. This ex- 
plains the reason why much of the abuse 
centers around the larger dealers. They 
represent power in terms of purchasing 
power. They represent power in terms of 
newspaper advertising. And they repre- 
sent power in terms of buying bulk space 
at the lowest available rates. 

It is for this reason that the oldest, and 
still the most prevalent device, is that of 
billing at one rate, and cashing in at an- 


other rate. Let’s assume that the open 
local rate in a given newspaper is 60¢ 
a line. A large dealer may end the year 
earning a 30¢ line rate, based on a 500,- 
000-line contract. However, he asks the 
newspaper to set him up for a 10,000-line 
contract at, say, 50¢ a line. The dealer 
then runs cooperative advertising in the 
newspaper, billing the manufacturer on 
the basis of his contract, at 50¢ a line. At 
the end of the year, the dealer enjoys a 
rebate of 20¢ a line, in which the manu- 
facturer does not participate. 


® Assuming that this was a 50-50 deal, 
the manufacturer pays 25¢ a line as his 
share of the cost. The dealer, presumably 
paying the same amount, in reality pays 
only 5¢ a line, as a result of his rebate 
at the end of the year. 

The example used here is somewhat 
naive. In most cases, the dealer insists on 
a 100% paid deal, or perhaps as a mini- 
mum, a 75-25 deal. On the basis of the 
hypothetical case used above, at 75-25, 
the manufacturer would pay 37%¢ a 
line, the dealer 17%¢. Obviously, the 
dealer ends up making money on the 
transaction. The manufacturer has paid 
37%¢ a line and, as a result of the re- 
bate, the dealer pays 30¢ a line, for a net 
gain of 7%¢ a line. 

The second most familiar abuse is that 
of double billing. This is the practice 
whereby the publication cooperates with 
the dealer by billing him at one rate, and 
by providing him with a second bill at a 
higher rate, for submission to the distri- 
butor or manufacturer. The results here 
are quite obvious. 


More Ways to Cheat 

But many other devices have been de- 
veloped in recent years. For example, a 
newspaper May run a special section at 
particularly low rates to encourage more 
advertisers. The dealer runs a co-op ad; 
but in submitting his claim, he does not 
mention this special section. Instead, he 
bills at the usual rates, which are higher. 

Many of the metropolitan newspapers 
have regional editions, partial circulation, 
all of which have lower rates than the 
full run. A dealer may run a co-op ad in 
one of the smallest editions, paying the 
lowest rates, but submits his claim as 
though the ad had run in the full edition 
at full rates. It is an exceptional manu- 
facturer who examines his tear sheets so 
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carefully as to realize that the ad ran 
only in a regional edition. 


s Some of the larger metropolitan news- 
papers offer premium positions, like the 
back page of the first section, at a pre- 
mium price. However, they also build a 
safeguard by making it available to ad- 
vertisers at regular rates, provided the 
date of insertion is not specified. In this 
way, the newspaper is sure to have copy 
for that page on those days when no one 
has been willing to pay the premium. A 
dealer may place a co-op ad for this pre- 
mium position, without specifying date of 
insertion and without paying the pre- 
mium. However, after the ad runs, the 
dealer may submit his claim based on the 
premium rate. Seldom is the manufac- 
turer in a position to know that the in- 
sertion date was not specified. 

Another more ingenious device has 
been developed. A dealer sets up a co-op 
ad on product A, but he makes sure that 
a minor error has been included. He runs 
it in a large metropolitan daily, which 
issues new editions every few hours. Af- 
ter the first edition is out, the dealer 
uses the error as an excuse to phone the 
newspaper, asking that the ad be pulled 
for later editions, and requests that the 
standby ad on product B be used in its 
place. He then uses the tear sheets to 
submit his claim to both manufacturers 
on a full run basis, collecting double in 
the process. 


s Some newspapers offer split runs for 
testing purposes. The dealer may use the 
same pattern, running a co-op ad on prod- 
uct C in half the run, and a co-op ad on 
product D in the other half of the run. 
And he bills for both on the basis of full 
run. 

These are some of the current practices 
being used to abuse co-op funds. Until re- 
cently, some of these devices were im- 


practical because the manufacturer in- 
sisted on copies of newspaper invoices in 
addition to tear sheets, when the claim 
is submitted. While the request for copies 
of newspaper invoices is a reasonable 
one, it has become impractical in many 
cases. A department store, for instance, 
runs a vast amount of co-op copy. It may 
run omnibus pages, which include sev- 
en or eight different products, for each of 
which cooperative funds are available. 
The store refuses to supply copies of 
newspaper invoices, since they will have 
to ask the paper to give them as many as 
ten or twelve copies of each invoice, sev- 
eral for use internally, the others for 
manufacturers. 

This is true of any large retailer who 
cooperates with many manufacturers in 
his local advertising. In many cases, the 
refusal to supply newspaper invoices is a 
legitimate one. In a few cases, it is not 
quite as legitimate. To throw a further 
screen over some of his activities, a deal- 
er may set up his own advertising agency, 
presumably to handle the load of admin- 
istrative details which accompanies a 
big program of co-op advertising with 
numerous manufacturers. When he sub- 
mits his claims, he uses the agency bills 
instead of newspaper invoices, presum- 
ably because he cannot ask the newspa- 
pers to supply him with dozens of copies 
of invoices for each page he runs. This 
method of concealment becomes a hot- 
house in which newer and more ingenious 
devices thrive. 


Radio Can Foster Abuses 

But the abuses are not limited to news- 
paper advertising. Other forms of media 
represent more complex problems for the 
manufacturer. In radio, for example, 


many of the abuses are dependent on the 
cooperation of the station. The practice 
of double billing is obvious. The station 
provides the dealer with two bills—one 
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HOW TO DO IT RIGHT—These ads, including two co-op ads and a national ad (center), 
demonstrate excellent coordination of co-op and national advertising. Ads, using 


proper mats, appeared in same newspaper. 
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to be paid, and the higher one for use 
with his claims. But even more important 
is the rate problem. 

Unlike newspapers, radio rates are ex- 
tremely difficult to verify. Variances be- 
tween national and local rates, variances 
in rates for different time segments, spe- 
cial rates for certain days and the com- 
plexity of frequency discounts all tend to” 
help the dealer abuse the funds if he is so 
inclined. It is quite simple for him to pay 
one rate and bill at a higher rate. 


s But other factors enter into the picture. 
The manufacturer insists that the claim 
be accompanied by a station affidavit. 
The station gives the affidavit to the 
dealer. If the dealer requests additional 
copies, the station complies. Because of 
the complexities involved, the dealer may 
submit claims for several different radio 
spots, each of which is accomplished by a 
copy of the same single affidavit. 

The manufacturer also insists that the 
claim be accompanied by a copy of the 
script. Scripts are easy to write. They can 
be written on any kind of paper, by any- 
one. Sometimes fabricated scripts are 


used in connection with duplicates of af- 
fidavits, comprising a claim for radio ad- 
vertising that was never broadcast. This 
may not happen too often, since few re- 
tailers are that fraudulent, by it remains 
an activity indulged in by a few. 


® In cooperative newspaper advertising, 
the problem of billing the manufacturer 
for production costs is clear cut. It is an 
arbitrary charge, sometimes justifiable, 
sometimes not. But, in radio, the prob- 
lem is much greater. Talent and produc- 
tion charges represent more than a small 
amount in relation to the time charges. 
In many cases, they exceed the time 
charges. When a dealer submits his 
claim for radio co-op advertising, includ- 
ing time, talent and production charges, 
how can the manufacturer disagree on 
the amounts involved in paying for talent 
and production charges? Since he cannot 
do so with any degree of justification, 
some dealers pocket substantial differen- 
tials between the amounts paid and the 
amounts claimed. The methods are quite 
obvious. 


How TV Figures in Abuses 

All the abuses relating to radio adver- 
tising are equally true of local television 
advertising—plus. In this medium the 
aggressive dealer uses programming costs 
to his financial gain, frequently in sub- 
stantial sums. 

Let’s assume that a local station has a 
half-hour time slot available, three times 
a week. Rate-card time charges are $600 
per week. A packaged show is available 
for $400. Total cost for time and package, 
$1,000. But the station, anxious to get a 
sponsor, offers it to the dealer for $800. 
The dealer requests cooperation from the 
manufacturer. He states that the package 
totals $2,000 per week. The manufacturer 
goes along with it on a 50-50 basis, pay- 
ing $1,000 per week, as his share. The 
dealer starts with a net profit of $200 per 
week. 


# But that’s only the beginning. Assum- 
ing that the show provides nine commer- 
cials per week, the manufacturer will 
have difficulty learning whether all nine 
shots were in reality devoted to his prod- 
uct. The dealer may devote fewer than 
nine, selling off some of the other spots to 
other manufacturers. In addition, with 
the cooperation of the station, the nine 
commercials may be stretched to 12 or 
more, with revenue coming from all these 
other spots. 

The abuses continue, and increase, as 
we get into other forms of advertising, 
measured and unmeasured. All manufac- 
turers with cooperative advertising pro- 
grams, and many without, have been 
plagued by department stores for partic- 
ipation in Christmas catalogs, Easter cat- 
alogs, white goods catalogs, notions cata- 
logs—just mame them, and _ they’re 
around. The rates requested by most of 
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REIMBURSEMENT REQUIREMENTS—What the dealer must submit to the 
manufacturer to be reimbursed under cooperative plans is 
shown in this chart covering 145 co-op programs studied by the 


these stores are quite arbitrary. Some 
manufacturers have tried to establish 
guides, based on circulation, number of 
pages, color, etc. Most of this has been in 
vain. When a store states that the page 
rate is a specified amount, there is no 
recourse. And proving that the rate is 
outrageous gets you nowhere. 


s It is common knowledge that when a 
store catalog has 24 pages, the four or 
six or eight pages paid for by the man- 
ufacturers may carry the whole load. 
It may well pay for the entire catalog. 
But this in itself is not the greatest abuse, 
particularly when it comes to other forms 
of direct mail. 

The honesty of the retailer is the only 
curb on his ability to abuse co-op funds. 
How far afield he goes rests with his own 
conscience, since the manufacturer is vir- 
tually at his mercy. Sincere manufactur- 
ers have tried to limit, if not to stop, the 
abuse. They hesitate to refuse to cooper- 
ate in direct mail activities, since this 
would be unfair to the smaller dealers, 
and would cause resentment with some 
larger dealers who use direct mail exten- 
sively. But their efforts to curb the prac- 
tice, while heroic, serve simply to sharpen 
the wits of some dealers. The tougher the 
manufacturer gets, the sharper the dealer 
gets. 


How Dealer Can Trick You 

Here is a hypothetical case of what 
might have happened. The manufacturer 
receives a claim from a dealer for a direct 
mail piece. He examines it closely, and 
finds that it is simply a single offset copy 
of one of his own mat ads. He refuses the 
claim which states that a half million 
copies were distributed. The dealer gets 
a bill from his printer, substantiating the 
half million run. Needless to say, these 
bills are easy to come by, with friendly 
printers all around us. The manufacturer 
may feel that he is being taken, but he 
yields. 

The next time the dealer submits a 
claim for a direct mail piece, the printer’s 
bill for the artificial quantity is already 
attached. The dealer knows that the man- 
ufacturer is wary. This time, the manu- 
facturer wants to know how they were 
distributed. The dealer submits a batch 
of postal receipts. The manufacturer 
checks on the dates and finds that the 
receipts are dated prior to the time the 
pieces were printed, and refuses the 
claim. The dealer now embarks on a 


program of collecting unwanted postal re- 
ceipts from other companies in his neigh- 
borhood, storing them for use in the 
future. His next claim will have the neces- 
sary papers attached. 


s This could go on at great length, but 
the fictional story is used here just to 
highlight some of the methods used to 
abuse the funds. Direct mail lends itself 
to many other abuses, such as building a 
piece around six different products, and 
charging each manufacturer with the to- 
tal cost of the mailing piece. The net, of 
course, is that the dealer pockets a sub- 
stantial sum. 

Other forms of advertising—billboards, 
transit, exhibits, shows—all have their 
own problems, and all remain possible 
vehicles for abusing cooperative advertis- 
ing funds. To list the methods would be 
repetitive because the mechanics remain 
the same. 


Where Do We Go 


from Here? 


At this point, the reader might well de- 
cide that the whole problem of coopera- 
tive advertising is too messy and involved 
to justify itself. To do so would be a grave 
error. Cooperative advertising today is an 
important marketing tool. It is here to 
stay. But its effectiveness must be in- 
creased, lest it degenerate further. 

The reader might also come to the con- 
clusion that the writer, having criticized 
everyone concerned, would recommend 
that anyone who has a choice should stay 
as far away from it as possible, lest he 
become tainted by the abuses inherent in 
cooperative advertising. 


® This conclusion, too, would be as far 
from the truth as possible. The purpose, 
and only purpose, of this series is to 
throw some light on the entire problem, 
so that corrective measures, which are 
badly needed, can be based on a reason- 
ably accurate estimate of the situation. 

The criticism voiced here is not intend- 
ed to blanket all participants in co-op ad- 
vertising. When criticism is leveled 
against manufacturers, it does not mean 
that all manufacturers are equally guilty 
of these practices, when in fact many of 
them are completely guiltless. The same 
is true of distributors, retailers, and me- 
dia representatives. A limited number in 
each category create the abuses; others 
are forced to go along with the tide; some 


Association of National Advertisers. Number of programs calling 
for certain requirements are listed by product category. Chart 
was prepared by ANA. 


resist the tide with every means at their 
disposal. 


® There is no question of the fact that 
the dealers who are guiltless far outnum- 
ber those who are not. But the latter, al- 
though small in number, represent the 
bulk in sales. On the other hand, manu- 
facturers who represent the greatest vol- 
ume in their respective industries, may be 
less likely to try to skirt the legal regula- 
tions. 

The important point here is that crit- 
icism had to be made, not for the purpose 
of pointing a finger at any single indi- 
vidual or group, but for the simple pur- 
pose of seeing the entire subject in its 
true light. The next important step is to 
see what can be done to correct the situ- 
ation. 


It's Up to Manufacturer 

Although retailers have been the vic- 
tims of most of the criticism, the key to 
reform lies in the possession of the man- 
ufacturer. It is his money that is being 
dissipated, and there is much he can do 
not only to protect his own expenditures, 
but to correct the entire situation. 

The manufacturer can take a number 
of steps, some immediate, and some of 
which might be classified as secondary. 
For immediate action, the first thing he 
should do is to determine that his cooper- 
ative advertising funds shall be used 
properly. He should limit them to “ad- 
vertising.” No one can deny the need to 
go along with requests from distributors 
and important accounts for special funds 
for non-advertising activities. For this 
purpose, a second fund should be estab- 
lished, preferably under the control of the 
sales department, not the advertising de- 
partment. This second fund can be used 
for direct sales, for incentive programs, 
for the thousand and one promotional ac- 
tivities which help develop additional 
sales. The money should be available, but 
it should be kept separate from the co- 
operative fund for advertising. 


s Secondly, the manufacturer should take 
a deep breath and a firm stand to resist 
the pressures of distributors and key ac- 
counts alike for any deviation from es- 
tablished policy. Not simply because of 
legal problems, but to impress all con- 
cerned that there can be no special ex- 
ceptions made, no deviations permitted. 
If this is done consistently, the distribu- 
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You'll sell 
3 cans... 


..1f you display them in CLUSTER-PAK* 


peTER., Two, three, four . . . even six cans! In Cluster-Pak 
o %, multi-unit cartons, they’re almost as easy to sell as a 
single can. Sometimes even easier! For Cluster-Paks, with 
their greater display area and greater “grab-appeal”, 
actually trigger impulse purchases. And, because they 
make it convenient for housewives to buy ahead, they 
fit into today’s trend to less frequent shopping. For 
quicker, bigger sales—put your products in Cluster-Pak. 


STRONGEST CARTON MADE! 
No other carton offers Cluster- 
Pak’s — a, b Sap get 
unequaled strength o amous / P i ; 
Mead lity kraft combine 
Mcodvavatty eat combined A tanta aper Lompany 
construction that needs no glue. 
Where Packaging is Advertising 


For full details on low-cost market tests, 
write P. O. Box 4417, Atlanta 2, Georgia, 


oe | rs <a Ae. or, ae i oa: .. Lien Aa ee US ier is ane ne ~ ). ) Se ee i. (+) ce PRE a aes SEO A ap Sr 
OS a ae ie ae a ea Se ete on "4, Sie he ae Le. ere a eS | rey 
ee eo pete a ne, wee ee Bic a gemma RS es ly aie PY Sea a ree 9 ie eee REM i Aion 2 hs IN gre no GR ae ers 
i cs. Gees Ge ale ae i z: “tase ee a ae nn ee Pensentt 4, Pee i eR ene i s: ese ae it ae F : % fis i ae a ee 
ee ae a ia oS MR ie ee eee a ee 2 > 2 ee ace: Comes et iad 
See ge eee. ee ae. ae eee i 1) js a cM tire <n asl em eae 5 sete 
a ce a ei eal ee ae : joi9, oS ea ee ORR ee a ne ee ce oe eae 
aoe re ES ray Fas 2 - serial 2 TS: Wie Ss it ae Po yi, oe teen u ges 
‘ ete oe ck eee eet sta” # Vg Seanad. ‘ Se overt 4 ae oe RE ere OAT cer. gee ' 
; eee Me is OP Re oe ania Ere! 3 Ng ek cee ta ee eas ees Sic: a Rae Ne see eee ‘ a erg 
+ an pa ne sy ine eet a gl J ee ye he ne as ee aT sige eee et et toe ss NiCad Se A aba +e a, ae, i ey: oe. 
; Thi. one se eee eee Pere go eo te ES oe raf Si eater ee ee a eee eee 
ae Ye ee gn Pei Ben bee eee co ae ee) eee, a ae i Midis i co AS i en ri 
gee eee 2 ye uae ol ee to. a Cae Fr ee eee et 
a are : tat eae en “ae See es ee ta en ere ae oe Be igs es ee 
ae ae aT | Ca SERS oes oes as tee rd Salim ah ce eee t poe Ee eee ls Me: ew va 
ea ide @ es 2s ee Psa ee ee ee = Rats Cte ae aan eran pierre as 
— eth, sei a Soa —e Bee cit Bike peg Sap ee Aceh Pens Sat ae 
We i, ie F » ee ga Se as. pak Satie ewe Se: eae ete 
ee z . = “ea F ‘ies eae ae. | ,. ea + oa a Ory ae eo ae SHE apet eee aes a és : ; 
exranes Be 5 eee. ae RI Te Eee geen enema eS. ae 
See Baie ee | Some: ae ee ce oe iia: eae is +S ee! 
tae ei lead sok 
eee < = 
~ ee As ae ee eee * aad of ae Ce ee en : P(e ee 
hae ar Cs a ee ere Ce ee ess ot a ah SSE Oe, ee a ee Ryeee ie ee 
et ttetees 
ooo? . eee, . 
-* *e 
-* *e 
. . 
-* *e 
. . 
. . 
. . 
e . 
bd . 
. . 
e . 
‘ad . 
bd . 
id 7 
e . 
. 
e .. + 
e . 
. 
* * 
© . 
. . 
. . 
? . . 
. . 
: . . 
: : of 
° . 
. . 
. . 
. . 
. . 
© . 
. . 
eee . 
{ : e 
>. 
~¥ ea . 
al . . : 
= a> f , . 
<< a 
. ae one ° : 
:! Se ° * ; 
. . 
| 
| . ? 
- \ 2 7 
, - e ‘| q : ~ aston" é 
, ] | e . . gree" 
? bo | y, 
ao . x 
e fh q | ee, OT ; z 
‘et Beers : - 
, > ore 4 
= UV fhe - 
Yu a 3S a U 
-” wast 
4 a as c - 
~ 9 v : 
‘ey 5 
RY yo. U, : 4 
’ \ 3 “a 
3 Ries seas & * q | 
| reer te eeee 
is ~~. ~~? 4 
: Se za TP te fH | 
a ies =~ ae ee == 
: me! a 
‘ 
6 e 5} 
| . b ¢ 6 
a 
a | 
if 
a bi 
sheet E Ee. Weeneg oe Seri Mea mate i tai Ns 
‘ : — any i i ? : ict : Bie a gl Seve es 
D3 gi OE sag ees oe ; ee hoa ss ee ae Wi alge ae le bs Seg A Pp ee ea ro 
eet a> ee pie pes - t ; mee > ‘ ae ee Be a hh 2 a ATS Ia EE Sia ee ga iy es ieee # 2 ee. > ee yee & 
ieee Sage ne a gear ae a) os ig Cals eek Mis ag TURE 5 eer a te Oe ee rot pare 4 Picts a. aga Rs 
sitar ocala She Bie Sh age eee age eae ge ee aerate re kes 68 a oA ee ee Se es Eee eaeane” RO RR an MS meg 1 a 
ee ee a ee ce Soe ees aay ee a i ee rt erie ke 2d ao. oes Oe ae pos, ‘A ae bt aa : ‘ ne 
we wee ; a7 P 6S ee Mar Mate . =e so Beg Ne ee ie one a eee Pi Side? Tae ai eS tyes eee erg a tere Gs ae ee 
~ wae eS ae : 3 “ — ee LO Sa ete eee eo we 1 EE ce tee eo cee PCa aa aoe” malta 
a See Ee ae ia oO at Se Se 7 Vl? Ceeesawe: See ge Be 2 oe ae eae ae ee ae 
A io ; Gea. ie mee SF eee aan Ter ae pes 3 ee ee a a aS 
eae Beene : Se ir jig ze Nady Fs pee = ates e a cise ee: < Be toes ae id 
ae mae el he: BF i ee : ee. fe yee eS oe aed ; eae ea ie 
ii py seed: Seen ie ee 1 a ero ae a eee ; id gamit es : 
* % : * is pom ee camer ene eens Dic, gh eS Pie 3 ae ae = 
geez : ; ese eee AN pe ile eras or j j ee = ees ene eg ae eS Peer aeyR  , eee S fae. 
; ae ese ee ee 3 ced Sagas age teed bam v sn a r << sien. 2 PRE a vs eres pc ta ‘ pai oe 


Price 3 cans 
in time of 1— 


Stack 3 cans 
in time of 1— 


Check out 3 cans 
in time of 1— 


Retailers save time 3 ways with CLUS TER-PAK 


fue 
af 
For full list of products available in time- 


saving, money-saving, trouble-free Cluster - 
Paks, write Box 4417, Atlanta 2, Georgia. 


Since Cluster-Paks save you time, they save you money on high labor costs, 
as well. What’s more, Cluster-Paks won’t break, cans won’t spill, customers 
won’t become irritated. Because Cluster-Paks offer the unequalled strength 
of Mead quality kraft combined with world’s only self-locking construction 
that needs no glue. Good reason to favor products in Cluster-Paks! 


Atlanta Paper Company 
Where Packaging is Advertising : 


This insert is printed by letterpress on MEAD PRinTFLex ENAMEL, Substance 80 
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tor will know he means business, and will 
in turn refrain from making his own ef- 
forts to share in the acts of abusing the 
funds. 

The manufacturer should make sure 
each distributor institutes proper controls 
in administering the fund. If necessary, 
he should check the distributor’s records 
periodically to make sure this is being 
done. On the other hand, he must make 
sure that he gives the distributor every 
visible support in resisting the pressures 
of important accounts for special deals. 
When the distributor refuses such a re- 
quest, the dealer occasionally goes direct- 
ly to the manufacturer. If he gets a turn- 
down by the manufacturer, supporting the 
distributor’s stand, he knows the company 
means business. And the pressure starts 
to decline. 


Insist on Mats 

To make sure that the effectiveness of 
his co-op ads is not diluted by poorly de- 
veloped copy and layout, the manufactur- 
er should insist on the use of his mats. To 
be realistic, he must also make sure that 
his mat ads are built as good retail ads, 
not national ads with space at the bottom 
for the dealer’s name. Truly effective re- 
tail ad mats require a technique different 
from that used for national ads. The man- 
ufacturer would be wise to spend the ad- 
ditional money for the preparation of 
these special mat ads. Otherwise the deal- 
ers would be justified in refusing to use 
them. Insisting on the use of his mats to 
qualify for co-op funds takes much cour- 
age, but it is the only way he can be sure 
his money will be spent effectively. 

To cope with the problem of inflated 
rates, duplicate claims, and all the other 
devices used to abuse the fund, the man- 
ufacturer must set up a proper depart- 
ment, manned by competent people, to 
examine and administer the claims for 
cooperative advertising. Short cuts here 
can be the most uneconomical thing he 
can do. Advertising personnel, qualified 
for this work, with sufficient time to ex- 
amine each claim properly, is the first 
answer to stopping the leaks in the co-op 
fund. Having done this, the manufacturer 
also should be prepared to support his 
people when they reject questionable 
claims. 


s In order to evaluate the rates submit- 
ted in the claims, the cooperative adver- 
tising department should maintain accu- 
rate records of all claims, filing them by 
city and dealer. In this way, they can 
check the rates of any dealer against the 
rates of other dealers in the same city. 

The big problem in checking newspaper 
line rates is that, although national rates 
can be checked in directories, retail rates 
generally have not been available. To cor- 
rect this situation, the Association of Na- 
tional Advertisers has made available to 
its members the local rate cards of some 
1,450 daily and Sunday newspapers. This 
is the ANA Newspaper Local Rate Card 
Service. It can be of tremendous help to 
the manufacturer, in comparing the rates 
submitted by the dealer against the local 
rate cards. A similar service now is pro- 
vided by the Basic Retail Rate Index, 
published in Baltimore. 


How to Set Dealer Rates 

To avoid wrangles with his dealers 
about newspaper rates, the manufacturer 
can establish “fixed line rates” for each 
city. This is set at a given amount per 
line for all dealers in the city, regardless 
of the benefits they may enjoy from bulk 
contracts. This is how it works. 

Assuming that the open line rate is 
70¢ per line, the big dealer may enjoy a 
500,000-line contract at 49¢ per line. The 
manufacturer estimates that the average 
dealer uses 25,000 lines per year in that 
particular newspaper, at a line rate of 
60¢. Using the 75-25 basis as his formula, 
the manufacturer will then pay 75% of 
the 60¢ line rate, or 45¢ per line. This 45¢ 
figure is his fixed line rate. He then pays 
45¢ per line for the total linage on any 
ad containing his product, regardless of 
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FREE RIDE7—When a retailer issues a 24- 
page catalog like this, the amounts billed 
to several manufacturers under coopera- 
ative agreements may pay for the entire 
catalog, although they get only four or 
five pages of the 24, asserts author Lester 
Krugman, who says such abuses are com- 
mon knowledge to insiders. 


the dealer or the dealer’s contract. 

This becomes an equitable arrangement 
for all dealers. The smallest dealer, who 
advertises at the open line rate, has 64% 
of the ad paid by the manufacturer. The 
average dealer has 75% of his ad paid. 
The largest dealer, with a line rate of 49¢, 
has 92% of his ad paid by the manufac- 
turer. 


® This method of using fixed line rates 
has many advantages. It avoids the pos- 
sibility of double billing. It eliminates the 
necessity of getting newspaper invoices, 
since the rate paid by the dealer is of no 
consequence. And it simplifies bookkeep- 
ing, since the manufacturer simply mul- 
tiplies the total linage by 45¢ per line. 


How to Administer Co-op 

There are manufacturers who, for good 
reason, cannot house a proper staff to 
administer their co-op programs. Most 
manufacturers would like to avoid wran- 
gles with distributors and dealers about 
co-op claims. They prefer a third party, 
perhaps a middleman. This can be done, 
and is being done by a number of compa- 
nies. 

The manufacturer can turn the entire 
administrative program over to his ad- 
vertising agency. Many agencies today 
handle the cooperative advertising pro- 
grams for their clients. The extent of 
their operations, as well as the latitude 
they are instructed to use in processing 
claims, is established in advance in con- 
ference with the manufacturer. It ranges 
from the simple operation of measuring 
linage for accuracy, and rates for authen- 
ticity, to the extreme of rejecting ques- 
tionable claims and issuing credits for 
the manufacturer. 


s Another organization which does the 
same type of work is the Advertising 
Checking Bureau. They perform many 
services for advertisers, such as clipping 
tear sheets, accumulating linage figures 
by industry, and other similar activities. 
Recently they initiated the additional 
service of processing cooperative adver- 
tising claims. 

These are some of the immediate steps 
a manufacturer can take to correct his 
program. But there are other steps, per- 
haps secondary, which he should take to 
help correct co-op abuses. He should use 
his trade or industry association to allevi- 
ate a problem for the retailer. 

The cooperative advertising agreement 
issued by the manufacturer is a long and 
complicated document. It contains stipu- 
lations, requirements, procedures, etc. A 
dealer who participates in co-op activities 
with numerous manufacturers is faced 
with the necessity of fighting his way 


through dozens of these agreements, no 
two of which are alike. A careful study of 
each and every agreement, prior to the 
development of each and every co-op ad, 
is a long and tedious task. And the retail- 
er simply has no time to do it. The net 
result is that he usually violates the pol- 
icy in some way, and a squabble ensues. 


Associations Can Help 

There is sufficiently similar informa- 
tion in each of the policies to achieve 
some measure of uniformity. Simplifica- 
tion of all these agreements would help the 
retailer, and might reduce some of the 
abuses. The manufacturer should try to 
get his trade association to enlist the sup- 
port of the members toward simplifying 
all such agreements. If all manufacturers 
were to adopt uniform co-op agreements, 
even though the percentage figures var- 
ied, it would be a long step toward help- 
ing to alleviate the situation. 

The manufacturer should use the meet- 
ings of his trade association to discuss 
cooperative advertising problems openly. 
By doing this, all members pool their 
knowledge and each benefits by the prog- 
ress reported by the others. Further, the 
trade association should work toward 
formulating industry practices for cooper- 
ative advertising. This can be done in 
conjunction with the Federal Trade Com- 
mission. It can result in better industry 
practices, based on current interpretations 
by the FTC. Each manufacturer no longer 
need work in the dark. This has been 
done successfully by several industries, 
notably the corset industry. The most re- 
cent similar action was taken by the 
Grocery Manufacturers of America. 


8 The manufacturer also should have his 
trade association urge the governmental 
agencies to consider revising present leg- 
islation. The desire of all these associa- 
tions, as well as their combined influence, 
may become an important factor in solv- 
ing this serious problem. 

These are the various things which the 
manufacturer should do. But the situation 
cannot be corrected until] all participants 
in cooperative advertising take action in 
one form or another. The dealer must 
realize that his dependence on revenue 
from cooperative advertising is a danger- 
ous activity. The abuses will be stopped 
sooner or later, and the dealer who de- 
pends on revenue from co-op may well 
find that he’ll be out of business, unless 
he learns to operate at a profit without 
this revenue. In any event, he must learn 
how to develop advertising campaigns 
which yield profitable returns for both 
himself and the manufacturer, without an 
eye toward making money out of co-op 
expenditures. 


What Dealer, Rep Can Do 

As the manufacturer tightens up, the 
retailer will have to clean up his practices 
—and might just as well start now. He 
should be reasonable in his requests for 
cooperation. When this happens, he will 
return to what he used to be—a good 
merchant. And a good merchant knows 
better than to run ads simply because the 
manufacturer pays part of the tariff. He 
runs only those ads which produce re- 
sults. 

Media representatives and associations 
should follow the pattern suggested for 
manufacturers. They should evaluate the 
entire situation, and then take proper ac- 
tion..Some action should be taken in the 
matter of national and local rate differen- 
tials. Double billing should be eliminated 
from their vocabularies. Instead of trying 
to outmaneuver their competitors in de- 
veloping ways and means to help the 
dealers abuse the co-op funds, they 
should group together with their compet- 
itors to resist the pressures brought by 
dealers for such activities. Such correc- 
tive action can pay off handsomely, since 
so many co-op dollars will end up in 
linage or time, instead of in someone’s 


pocket. 
Federal agencies must also take correc- 
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tive action. Although the present regula- 
tions are ineffective, the Federal Trade 
Commission must enforce them. But pres- 
ent methods of enforcement should be 
changed. The FTC should deal with viola- 
tions on an industry-wide basis, and not 
on a basis of individual violators. It is 
unfair to proceed against one manufac- 
turer in a given industry, when in fact 
many other members of that same indus- 
try may be just as guilty, but were not 
the victims of a complaint. It may be 
advisable, upon receipt of a complaint 
against a given manufacturer, to examine 
all the manufacturers within that indus- 
try. ' 

Progress is being made in that direc- 
tion. Recently the FTC took action in the 
accident and health insurance field. In- 
stead of proceeding against an individual 
insurance company, they established the 
permissable scope of advertising for the 
entire field. This is a healthy step in the 
right direction. 


® Correcting the policing action under 
present regulations is only part of the job. 
The other part is to study the possibilities 
of enacting more effective legislation— 
legislation which is equitable, and practi- 
cal. The key may well be recognition of 
the fact that different classes of retailers 
should be accorded different measures of 
cooperation. This has been done in the 
area of discounts for volume purchases. 
If it is reasonable to grant a large retailer 
an additional discount for volume pur- 
chases, it should be reasonable to grant 
him a larger allowance for advertising 
purposes. 

This may be the key, but is far from the 
entire solution. The simple truth of the 
matter is that cooperative advertising is 
big today. It is an important marketing 
tool. It is important in the sales picture. 
It represents tremendous expenditures, 
involving a large number of businesses 
throughout the country. 

Certainly it is big enough to justify 
having the federal agencies devote suf- 
ficient time, manpower, and money to 
find a proper solution. Present regulations 
are awkward, frequently inequitable, and 
difficult to enforce properly. They must 
be corrected—and soon. 


What the ANA 
Is Doing 


The one organization doing the best 
job in the country to cope with the prob- 
lems of cooperative advertising is the As- 
sociation of National Advertisers. This 
organization, representing some 600 mem- 
ber companies, concerns itself with all 
facets of advertising, only one of which 
is cooperative advertising. 

This specific activity is the basic con- 
cern of the cooperative advertising steer- 
ing committee, which has instituted many 
activities of particular interest to man- 
ufacturer members who conduct co-op 
programs. One of the first activities in- 
stituted by the committee was the estab- 
lishment of the Newspaper Local Rate 
Card Service. 


® It is interesting to note that when the 
committee first tried to set up this serv- 
ice, they were unsuccessful in securing 
the cooperation of the Newspaper Adver- 
tising Executives Association. The turn 
of the tide came when the committee con- 
vinced the NAEA that, by cooperating, 
they could help stop the drain on co-op 
funds, and that more co-op dollars would 
end up in additional linage instead of in 
a dealer’s pocket. When this point was 
made, the NAEA extended full coopera- 
tion and the ANA started to get local 
rate cards from newspapers throughout 
the country. The Newspaper Local Rate 
Card Service started with the local rate 
ecards of a few hundred newspapers, in- 
creasing each year, until today it has the 
ecards of 1,450 daily and Sunday news- 
papers. 

Recognizing the need of manufacturers 
to get similar information on local rates 
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for radio and television stations, the ANA 
has been trying to enlist the cooperation /' I " “ta + — wl Clothing te Benace / A 
of the Radio Advertising Bureau and the -— we : > if f 
é 4 & & = 
Television Bureau of Advertising, among [gj $ /f (eo * /@ /* é 
others. Unfortunately, they have not been = ‘a Fd ie /> > tj ‘er > = > - LA ~ fe ~ Jf, 
successful up to this point. But as soon - Sal. /e PY =/&/ & fy Ft Pe o/s An yf f= LF) 
as these media associations realize that F/SSF SIFTS $ f #/ 3 ‘; i ,ul dé. oy é y i £4) 
by cooperating, they will help their mem- I . TLS 4 = ey 
ber stations sell additional time, they Local, all media 62 ol 8.41 ‘4 8) =) +47 OES 84 Of 8) 5 8) OE. ¢ 
probably will come along. sie ae oe. ce. oe eee eee ee St RS eo ee 
al, some media 3 ° - - 

ANA Reports Offer Facts Local if rates OK - Mel ied Mid Or ee 3S: hd “oa Sas Dd Bs ee ok Be ie Sa? fed Be 

The ANA has done a superb job in Cost to dealer 13 4] 2 2 2 - - 1 - - : : : : 1 . » 1 * ° 
developing information of great value to eset ep Gatien . a x y e . - ‘ 1 a J _ fa 1 . é ‘ ‘ " 
their member manufacturers in matters 
concerning cooperative advertising. They National, all medis Rael ok ST oR a Saree: eee oes eee eee) See ee 
compile information, conduct surveys, and Product Purchases 9 ° - . - 4 4 : ° ° e e - » - sa . ’ 7 1 
issue reports. One such report is id cates te ; Sie _ oe ‘ ae " A. ee i e ee, of « ° 
titled “Prevailing Cooperative Advertis- 
ing Practices.” This report is based on the None given 3S MR ee BL my oe RH A OB Ss RS TS 2 RS ee Be Be 


experiences of 145 member companies, 
summarizing the current practices of 
manufacturers in each of 19 product 
groups in the handling of cooperative ad- 
vertising. 

Another such report is “Trends in Co- 
operative Advertising Policies and Ex- 
penditures.” This report is based on the 
experiences of 185 member companies 
classified into 23 product groups, and it 
includes information on such factors as 
percentage of the total advertising budget 
spent for cooperative advertising, propor- 
tion of allocated funds actually spent by 
dealers, and steps taken by manufactur- 
ers to increase dealers’ use of cooperative 
advertising. 


® Periodically, the ANA issues reports on 
individual companies, under the title, 
“Cooperative Advertising Forms and Pro- 
cedures.” These reports are based on case 
examples of selected companies, to illus- 
trate the variety of effective control pro- 
cedures used in industries with differing 
market and distribution characteristics. 
Reports have been issued so far on the 
Formfit Co., Motorola, the Palm Beach 
Co., Wings Shirt Co., General Tire & 
Rubber Co., and American Radiator & 
Standard Sanitary Corp. Reports on In- 
ternational Harvester Co. and the Radio 
Corporation of America are in prepara- 
tion, and will be issued shortly. 

The ANA maintains a loan file of co- 
operative advertising agreements, which 
contains copies of the individual agree- 
ments of 180 member companies, avail- 
able to members on a loan basis. They 
also maintain a loan file of brochures and 
booklets used by member companies to 
promote and sell their cooperative adver- 
tising programs to their dealers and dis- 
tributors. 


s Another report issued by the ANA is 
“Media Help in Promoting Dealer Use of 
Cooperative Advertising.” This report de- 
scribes the assistance in promoting the 
use of cooperative advertising programs 
which is available to interested members 
from five central media associations in 
the newspaper, outdoor, radio and car 
card fields. 

To help member companies find their 
way through the labyrinth of legal ram- 
ifications, the ANA has issued a report 
on “The Legal Aspects of Cooperative Ad- 
vertising,” a comprehensive analysis of 
the application of the Robinson-Patman 
Act to cooperative advertising. All these 
reports are available only to ANA mem- 
bers. 


@ There are other areas in which the 
ANA is trying to serve their members in 
matters relating to cooperative advertis- 
ing. They are trying to develop reliable 


WHAT RATES ARE SPECIFIED—Chart prepared by ANA and covering 
co-op programs of 145 manufacturers shows how many manufac- 
turers in various product categories specify certain types of rates. 


guides to help advertisers appraise the 
value of catalogs and other unmeasured 
media. They are working with trade as- 
sociations in an effort to simplify and 
clarify manufacturers’ cooperative ad- 
vertising agreements. 

From time to time, the ANA conducts 
one-day workshops on matters of interest 
to member companies. These workshops 
have been devoted to advertising man- 
agement problems, public relations in ad- 
vertising, and similar topics. Last Janu- 
ary, the ANA conducted one such work- 
shop on cooperative advertising. The 
ANA is to be applauded, because it rep- 
resented the first organized meeting on 
the subject ever held in this country. It 
is interesting to note that of the many 
workshops conducted by the ANA, the 
one on cooperative advertising attracted 
the largest attendance of all. 


What Co-op Advertising 
Means to You 


There can be no question about the 
fact that cooperative advertising is here 
to stay. It is an important marketing tool. 
Whether it increases in importance or not 
may well depend on how well the abuses 
can be brought under control. 

In any event, you may well ask your- 
self the vital question: What does it mean 
to you? 

Are you satisfied with your program of 
cooperative advertising? Are you on the 
co-op merry-go-round? Is your program 
too rigid or too loose? What will you do 
about it? 


® As advertising budgets grow larger, co- 
op expenditures will grow. As co-op per- 
centages of total budgets increase, co-op 
expenditures will grow. As more indus- 
tries enter cooperative advertising, co-op 
expenditures will grow. 

Mr. Manufacturer, will you take the 
steps necessary to make your cooperative 
advertising expenditures more produc- 
tive? 

Mr. Account Executive, will you be- 
come more familiar with cooperative ad- 
vertising? Not only for the purpose of 
giving more intelligent counsel to your 
clients, but for the purpose of increasing 
your billing. The agencies which know 
more about cooperative advertising are 
administering the co-op programs for 
their clients, and it’s profitable billing. 


s Mr. Publisher and Mr. Station Owner, 

will you take the firm stand which can 

result in more linage and time sales? 
Mr. Media Association, will you take 


remittance with order. 


REPRINTS AVAILABLE—Reprints of this three-part series on cooperative 
advertising will be available shortly after the series is completed. Single 
copies are 50¢ each; 20 to 25 copies 30¢ each. Orders should be addressed 
to Library, Advertising Age, 200 E. Illinois St., Chicago 11, IU. Please send 
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Less than 
rate. 
the necessary steps to help your members 


increase their revenue? Cooperative ad- 
vertising need not be the skeleton in the 


half the companies specified that local rates must be 
charged, while more than 15% specifically permit the national 


marketing closet. It can be just another 
marketing vehicle, utilized properly and 
profitably for all concerned. # 


The Creative Man’s Corner... 


Really new taste discovery! 


imperk 
has real . 


Copy’s Hardly Needed 


We've been quite intrigued with the Imperial margarine campaign. Not 
only is the over-all design one that impresses itself on your memory, so that 
succeeding ads get instant recognition, but the theme, “Imperial has real 
natural taste,” is, in our opinion, an excellent one for selling butter users on 
margarine. Somehow you get the feeling, if you’ve never tried margarine, 
that it must taste like a bland, thin grease, and Imperial’s promise proves (to 
us, at least) reassuring in this respect. 

Also outstanding, we feel, is the photography—introducing a new and 
most effective realism. Instead of the overworked (and overwrought) smil- 
ing housewife, here we have people caught in the moment of experiencing a 
new taste sensation—not knowing yet whether they enjoy it or not, but savor- 
ing it and looking as if they had made a genuine discovery. 

In fact, as far as we are concerned, the display type and the photographs 
tell the story so thoroughly and well, we hardly feel the need for copy. # 


Really neu taste discovery! 
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How many homes 
: are you reaching? 

: With LIFE you can 
| : | count on reaching 
| : 12,000,000 

5 ~=—s homes 
| | every week 


Business responds to 
pecause people respond to 
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Families, Not Individuals, 
in Denver Wage Report 

To the Editor: The misleading 
headline, much maligned in ApvErR- 
Tistnc AcE recently, seems to have 
visited Page 2 of the May 13 issue 
of your fine publication. 

I was amazed to read that a 
whopping “62.9% of Denverites 
Earn Over $5,000.” In reading the 
fine print, however, I discovered 
this figure relates to families 
consisting of several Denverites. 

And I wonder how many fami- 
lies have two or more bread win- 
ners contributing to that “over 
$5,000” figure? 

William F. Smithana, 
Racine, Wis. 


GEE! Maybe | should 


* a ” 
switch cigarettes! 
Commercials on WGN-TV have 


a way of getting results— because 


WGN-TV programming keeps 
folks wide-awake, interested 

and u atching. For proof, let our 
specialists fill you in on some sur- 


prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 


Chicago 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are weleeme 


|Okays Agencies’ Use 
of Outside Specialists 


To the Editor: Some weeks ago, 
you published an editorial titled 
“What Constitutes an Agency” 
| [AA, April 8] in which you said 
i\that “advertising agencies will 
‘have to extend their scope into 
|mew areas or find themselves 
firmly boxed in between other 
outside consulting organizations. 


It seems to me that this is the 
trend of all big business. And 
|whether one feels “boxed in” or 
/not, is simply a matter of atti- 
| tudes. 
Every business corporation that 
|has ever grown has inevitably 
jlearned that it cannot hope to 
contain within itself the sum total 
|of all expert, technical knowledge 
tangent to its business. It has 
learned that it needs an advertis- 
ing department—but also must 
buy the services of an advertising 
agency on the outside. 

The same is true of the agency, 
because advertising is today «a 
comparable big business. No mat- 
| ter how large the agency becomes, 
into what diverse areas it extends 
|its scope, it cam never hope to 
|maintain a single staff as expert 
/in each of these diverse areas as 
it can buy from expert individual 
and free-lance handlers. This is 
| the principal reason why agencies, 
which once went topheavy main- 
taining their own art departments, 
have today reversed the trend, cut 
their art departments down to a 
mere token, and buy their art on 
the outside where they can pick 
and choose from a vast range of 
available talent, to get the best. 

Each of the services mentioned, 
where the advertising agency 
might conceivably extend its role 
—public relations, research, mer- 
chandising, sales analysis, sales 
training, pricing, packaging, vid- 
eo producing—are tremendously 
complex fields with a rationale 
|all their own. To build an adver- 
tising organization that would 
contain all of these would be to 
| build an empire without logic or 
| foundation. Each requires speci- 
‘ally trained personnel and a dis- 


SPREADING THE NEWS 


REVERE PHOTO 
WaAbash 2-8616 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 


SINCE 1922 


ENGRAVING CO. 


tinct super-structure keyed to 
something other than what we) 
| know as advertising. It seems far | 
wiser, like the corporation, to buy 
the service from organizations 
that are set up specifically to do 
nothing else other than to pro- 
vide it, and then to learn to use 
\it within the advertising frame of | 
reference. 

As I see it, the advertising| 
agency is a strong focal point for | 
the administration and organiza- 
tion of ideas pertaining to adver- 
tising. The fact that it seeks in- 
formation of a highly specialized 
nature from other expert han- 
dlers is no rebuke. On the con- 
trary, it is the only truly business- 
like way to function on a big- 
business scale. 


Barney Blake, 
Promotion Programs, San 
Francisco. 


. + . 
Gives Adams Credit for 
Starting Tourist Class 

To the Editor: Reading your 
April 22 issue, I was interested to 
see how time can play tricks with 
memory, and how someone in 
some way connected with a project 
can eventually—and quite sincere- 
ly, I believe—take the credit for 
it. 

For example, in the past couple 
of years at least two individuals 
have received or taken credit for | 
originating and putting over the) 
idea of Tourist Class travel—which 
started back in 1924 on the Cu- 
nard Line and has spread every-| 
where ever since. Latest claimant 
was Norman D. Waters who, in 
your above issue, says he con- 
ceived the idea when he was just | 
a young account assistant. 

If you really want to know 
“whodunit,” it was Burke Dowling 


(Bob) Adams, head of this agency, | 
and I’m enclosing stats that will | 
prove it once and for all. Further- 
more, he wasn’t even out of col- 
lege yet, as attested by the return 
coupons on the ads, addressed to 
him by name at Cornell. “The 
Oaks” was, and still is, the Phi 
Gamma Delta house up there in 
Ithaca. 

The letter from Cunard, you will | 
see, refers to the “tour you have 
initiated”—a tour which in two! 
months, as the ads indicate, spread 
from the Saxonia to involve the 
Mauretania, Lancastria, and Ber- 
engaria as well. 

The following year, the Reader’s 
Digest article shows that “College 
3rd Cabin” had become “Tourist 
Third Class” with Bob still at the 
helm, and I guess that just about 
sews it up. 

This, by the way, wasn’t the 
last time Bob Adams spurred the 
thinking toward mass markets in| 
the travel field. I’m also enclosing 
a stat of an ad prepared and run 
by us for Wright Aeronautical 
Corp. in the summer of 1944. You 
will see it draws a parallel with 
the shipping industry and predicts 
that the airlines could find a simi- 
lar bonanza in tourist travel. This 
was more than two years before 


| 
| 


BIG SAVINGS ON 
TABLOID PRINTING 


Many of America’s biggest com- 
panies have discovered this way 
to exciting savings on Tabloid- 
size printing. High quality, fast, 
one to four colors. Ideal for fly- 
ers, promotion pieces, catalogs, 
bulletins, etc. Send specifica- 
tions for prices. 

SOUTHERN FARMER, INC. 

P, 0. Box 509, Montgomery, Ala. 
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te? testis! 


COLLEGE CABIN—This photostatic copy of an early edition of Reader’s 

Digest describes the then two-year success of College Cabin summer 

travel to Europe, and also indicates the first use of tourist class in 
transatlantic travel. 


any airline dared take the profit- 


able step, and I think the fore-| 


sighted copy speaks well for both 
Adams and our client. 

And lastly, I submit a reprint 
from an advertising trade journal 
to show that Adams was an insti- 
gator of still another mass vacation 
movement—the Miami summer 
tourist season. Although any num- 


ber of others have also taken cred- | 


it for this, I don’t believe anyone 
was ahead of us in this promotion 
for our client, Delta Air Lines. Jim 
Cobb, then with Delta and later 
with American Airlines, is now 
with us, and I’m sure it isn’t the 
last you will hear on the subject 
of travel from this agency. 

In all justice to Waters, he was 
with the agency handling Cunard 
back in 1924, and probably did 
a lot of work on the project. But 
I don’t think these exhibits leave 
any doubt on who originated the 
idea of Tourist Class travel and 
who put the idea over. 

E. C. Hoffman, 


Senior Vice-President, Burke 
Dowling Adams Inc., Mont- 
clair, N.J. 

. . 7 


Commdr. Whitehead Cites 
One of ‘Best’ British Ads 

To the Editor: It has been my 
privilege to address a number of 
leading advertising and sales clubs 
in this country and I am often 
taken to task for inferior advertis- 


| 
ing perpetrated in England. This 
| charge I invariably refute. Read- 
ing through the air mail edition 
|of the London Times of May 2, it 
occurred to me that this advertise- 
ment for a weekly magazine Wom- 
jan (in which I have no interest) 
is an excellent example of British 
advertising at its best. 

t also occurred to me that this 
might be of interest to you and to 
| your readers. 

For the benefit of those who are 
unfamiliar with the initials in the 
credit line, perhaps I should iden- 
tify the author and illustrator as 
| Sir Alan Herbert, M.P., well known 
author, wit and versifier, and Wal- 
ter Bird, erstwhile editor of Punch 
and well known for many years 
for his drawings, which he signs 
“Fougasse.” 

If you should want them I would 
be glad to cull other good exam- 
ples of current British advertising 
and comment thereon. 

Edward Whitehead, 
President, Schweppes (U.S.A.) 
Ltd., New York. 

. . . 


Voyage Is ‘Extra Vacation,’ 
Creative Man Told 

To the Editor: I am sure that 
you don’t regard The Creative 
Man’s Corner as a one-way forum. 
I am thinking particularly of this 
department’s offering in your is- 
sue of April 22, when a full-page 


A day in the Life of 


9,000, 


& 


ARC. Weekly net sale for the period July-December, 1996 


3,427,465 


ooo women 


By far the greatest sale in the world of any weekly magazine for women 
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newspaper ad prepared for the | and I am a cranky hag all be-|space-saving, ink-saving word . 

Trans-Atlantic Steamship Lines|cause we are deathly ill of his | Adgency. 

won its place in the sun. | ever-present steel chapeau. | I didn’t exactly create the word; 
This is an excellent example of} Your comments have given him it occurred as a typographical er- 


commenting about an advertise- | pause—but I am afraid you are|ror in a piece of copy I was writ- 


ment without knowing its objec-| just another voice crying in the/|ing. But it fit the context so per- | 


tive or reading it carefully. wilderness. fectly that I let it stand. 

The Creative Man criticizes the| (Mrs. Rebert M.) Betty Ryan, There are ticket agencies, in- 
ad for not giving more steamship| Associate Director, Midwest surance agencies, auto agencies, 
“sell” and reasons why one should| CARE Office, Chicago. | governmental agencies, etc., but 
take the time to go by ship to| ° ° . ‘only the advertising profession 
Europe. Immortalization Opportunity — could have an “adgency.” And on- 

He overlooked the point that} > the Editor: Here is a new/|ly an advertising man could be an 


this message is part of an emer-'| word for the English language, a | “adgent.” 
gency campaign by the steamship | 


es eet ne 


121 


May I suggest that ApveRTISING | addition to the English tongue. 
AcE immortalize itself in tomor- Arthur Larkin, 
row’s dictionaries by being the} Copy Director, Wehner Adver- 
first to use in print this 487,000th tising Agency, Newark, N. J. 


HERE! DAILY most everyone keeps up 
with the world... HEAR rape “v0 FIRST 


oe WSRS 
GREATER CLEVELAND'S 
METROPOLITAN VOICE 


More News...More Music...More Homes 


lines to reassure the public about | 
travel conditions in Europe itself. | 
The Middle East aftermath had | 
set up plenty of rumors about) 
shortages of gasoline, heating fuel 

and freedom to travel. So you 
might call this campaign a public 
relations idea with a public ser-| 
vice message. 


Even so, the Creative Mans | Lf 
plaintive comment about wanting IC ad qd e° 
to have some reason for taking the | 


time to go by ship is answered by | 
an overlooked Paragraph 4: 


" ; or | BALTIMORE, MD. 
“So make this your year to visit ni or S$ ron er The Maran Printing Co. 
Europe. And to frame the exper- | a 


ience perfectly, begin and end 
your trip with the relaxing luxury | 
of a crossing by ship. Here’s an'| 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BOSTON, MASS. 

The Berkeley Press. 
Machine Composition Co. 
H. G. McMennamin 


extra seagoing vacation—complete “ WE HOLD 66 VV H ld BUFFALO, N.Y. : : 
with superb food, service, and ‘ self-evid oes e oO Axel Edw. Sahlin Typographic Service 
your choice of recreation.’ these truths to be self-evident, CHICAGO, ILL. 

As for the Creative Man’s note that all men are created equal, these truths to be self-evident, J. M. Bundscho, Inc. 

“ ” on e Faithorn Corp. 

oon ti tiie to Gai egy ent that they are endowed by that all men are created equal, Hayes-Lochner, — , 

rt DY § és ‘ a. ° = ss = . ; - Runkle-Thompson-Kovats, Inc. 
week vacation, we can only re-| their Creator with certain in- that they ate endowed by their Frederic Ryder Company 
oa ha oe es fact “ o] alienable rights, that among Creator with certain inalienable rights, oncteaitiatn' te 
which involves the number o ae s . 
miles across the ocean. Advertis- | these are life, liberty and the pur- that among these are life, liberty . peas om Company 
ing won't change it. suit of happiness...” and the pursuit of happiness . . . Bohme & Blinkmaan, Inc. 

As a cheering final note, we y Schlick-Barner-Hayden, Inc. 

s FERSON y ’ 

can report that busines end| THOMAS JEFFERSON Tuomas Jer 


pleasure travelers alike are flock- | 
ing to steamship lines precisely | 


because of the seagoing vacation -—————————— — — — — — = = = = OOOO OO 


offered. Time to think, time to} 
relax, time to clean up last-min- | 
ute business details on the way, 
and arrive in fine fettle for ap-_| 
pointments ahead. 

A ship crossing to Europe is onl 


. ee . ” 
oasis in an ulcerous world, and y ae 1s no doubt words are the thing. y ween 1 beam 


that ought to be reason enough | 
‘ , > ; . ! . 
es | But why not let them put their best 
Vice-President, Ellington & | 
Co., New York. 
- + - 


Break the Mold; 


Our ATA members give to words the best possible LOS ANGELES, CAL 
Let's Start All Over 


To the Editor: I have read with 


keen interest the article in your| setting. They know your words have to compete with favon Vents 


May 6 issue, having to do with the | 
matter in which the “4A’s Broods | 


over Gray Flannelism.” | everyone else’s. Try the ATA way—it costs no more. NEW YORK, N. Y 


I am particularly interested in 
the statement that thoughtful 
agency management “is a little at | 
a loss to know what to do about 
changing the picture of the Madi- | 
son Ave. man as he is cast in print | 


+ The Composing Room, Inc. 
ao Composition Service, Inc. 
and celluloid. Diamant Tyeoquess Service, Inc 
I wonder if agency management A. T. Edwards Typography, Inc. 
has ever considered the fact that 


changing the Madison Ave. man, 
himself, might do much to change | 
the picture of him as he is cast 
in print and celluloid. At any rate, 
it is worth thinking about. 
Alvin Long, 
President, Long Advertising 
Inc., San Jose, Cal. 


| 
s cm * .. 2 


Long-Suftfering Wife Tells 
Heart-Rending Story 
To the Editor: Because I am 


Why not set them easy to read, pleasant to read? Stout! 


Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc 
DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 
DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


Arnold-Powers, Inc. 
The Thomas P. Henry Co. 


Fred C. Morneau Co. 
letter forward? Genres Willens & Co 
INDIANAPOUS, IND. 
The Typographic Service Co.. Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


Adtype Service Company 
MILWAUKEE, WIS. 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


Ad Service Company 

Advertising Agencies’ Service Co., Inc 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 

Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 


Graphic Arts Typographers. Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocralt Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 


Serle eetieltoeetieetienetienstionetieentimeiesinnstiant Supreme Ad Service, Inc. 


Tri-Arts Press, Inc 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc 


rRWARK, J. 
the long-suffering wife of the| “ ° ton Eress 
chap in the helmet that does not ach A ociation William Patrick Co., Inc. 
want to be a tycoon—only to feel Advertising Typographers ss 


like one, I wish to thank you for 


. 
the comments in the Creative of America, Inc. 


Man’s May 13 column. 
My husband, Bob Ryan, is an 


: i ice: 46) EG A , York City 1. GI C. Compton, Executive Secretary PORTLAND, ORE. 
art salesman (whatever that is) | Executive Office: 461 Eighth Avenue, New York City enn P' 


and he wears that miserable hel- 
met all the time. Perhaps you 
have seen him striding down 
Michigan Ave.—in the fall it is | 
covered with charcoal grey flan- | 
nel and in the spring with a 
straw veneer. 

Our two children are miserable | 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 
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PHOTOGRAPHIC 
REVIEW 


Forshew Weir McQuigg 


ANSWERED—“What Makes a Copywriter?” was the subject of a talk 
by Walter Weir, Donahue & Coe, before the Detroit Copy Club’s ad- 
vertising talent search awards dinner (AA, May 27). Shown here 
with Mr. Weir are Jack Forshew, senior vp of Campbell-Ewald Co., 
and John McQuigg, vp in charge of J. Walter Thompson Co.’s De- 
troit office. First, second and third awards, respectively, went to 
Joseph D. Paonessa, Wayne State University; Austin E. Treworgy, 
University of Michigan, and Claire Elias, Wayne, who also was 
“Mrs. Michigan of 1954.” 


i ace ee 


ew FORT PITT 
hal iS 


es 
— 


BEFORE & AFTER—Fort Pitt Brewing Co., Pittsburgh, used the teaser 
outdoor ad at top, filling in the blank area after a one-week interval. 
(Story on Page 3.) 


Cummings Tyler Cragg Hatch 
PANELISTS—Participants in the Chicago Tribune’s advertising and distribution forum 
(AA, May 27) included Barton A. Cummings, president, Compton Advertising; 
William Tyler, vp, Leo Burnett Co.; Richard T. Cragg, merchandise manager of R. 
Cooper Jr. Inc.; Clarence Hatch Jr., exec vp of Campbell-Ewald Co.; Vincent Bliss, 


= Rega 
aaa! 


STYLISH—Completely clad in schif- 
fli lace, pretty Kitty Dolan poses 
in her new role as Schiffli Lace 
Queen. Miss Dolan will aid the 
Schiffli Lace Assn. in promoting 
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Sanders McCallon Megowan 
ROAST SKULL ANYONE?—The sinister George Sanders terrifies Jean 
McCallon and Betty Megowan with a non-standard dinner offering 
in this shot publicizing Pabst Brewing Co.’s “Mystery Theater” se- 
ries, beginning June 22 on NBC-TV. Mr. Sanders is narrator-host 
for the show. 


the machine-embroidered fabrics. 


Bernstein Bablon Williams 
ECOuTEZ—David B. Williams, president of Erwin, Wasey & Co., and 
Jack Bernstein, vp of Wyle Associates, New York pr company, are 
interviewed in French by Jacques Bablon of the Voice of America 
for a broadcast to be presented over the French national radio net- 
work. The program is designed to acquaint French listeners with the 
operations of advertising and public relations in the United States. 


* 


NEEDLE?—A giant letter, addressed 
to Secretary of Commerce Sinclair 
Weeks, stresses the “contribution 
that has been made to the economy 
of the nation by the direct mail 
advertising industry.” The letter— 
referred to as the billionth piece of 
mail to be dispatched in the 15 
years of operation of Cassidy-Rich- 
lar—is being presented to Phila- 
delphia Postmaster A. Thomas by 
Morton Adler (left), president of 
the direct mail company. 


Bliss Olsen Stebbins 


FRANK RITUAL—This gold hot dog, 
designed to be given to mayors 
and other officials, will help pro- 
mote National Hot Dog Month 
(July), sponsored by Tee-Pack, 
Chicago casing maker. 


aml 2 | 
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Bernays Martineau 


president of Earle Ludgin & Co.; Arthur B. Olsen, classified display ad manager of 
the Tribune; Hal Stebbins, president of Hal Stebbins Inc.; Mrs. Edward L. Bernays, 


pr counsel, and Pierre Martineau, research and marketing division manager for the 
Tribune. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 
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After reading an average issue of BH&G, 6,950,000 read- during the year 
ers reported taking over 27 million actions—clipping, 


buying, doing! 15,500,000 men and women read an 
average issue of BH&G. One third of the 123,800,000 


oe 
people 10 years of age and older in the U.S. read one or of Ame ? 1C a 
more of every 12 issues. That’s 44,150,000 Better Homes 3 

& Gardens readers— and over 40% of them are men! 


Meredith Publishing Company, Des Moines 3, Iowa. reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Pace to Manage KIOA 
John H. Pace, vp and general 
manager of Public Radio Corp., 


NOVEL - EFFECTIVE 
PSYCHOLOGICAL STUNT 


For Chicago Area 
e - 


Emphasize 
VALUE or 
IMPORTANCE 


THILT NS SYCatT Ey 


DELIVER IT BY ARMORED TRUCK 
AND ARMED GUARDS! 


Command attention of business 
head or proper official, and entire 
office by this unusual, sensational 
delivery. Impress value, impor- 
tance, urgency, and your sincere 
desire to sell or serve prospect. 
Our armored trucks and/or 
guards are available at certain 
times for INDIVIDUALIZED 
GUARDED DELIVERY. 


THILLENS CHECASHERS 
_Phone SH 3-5140 2351 W. Deven 


ol Chicago 45, Ill. 


Houston, which recently bought 
KIOA, Des Moines, has taken over 
direct management of the station 
|“as part of a complete change in 
| station policy.” KIOA is extending 
its broadcasting time and plans to 
be on the air full time by the first 
of June. Rex Jones, formerly pro- 
| gram director of stations in Dallas 
jand New Orleans, has been ap- 
pointed program director. 


Wieder Joins Shaller-Rubin 

Samuel Wieder, formerly assist- 
ant to the medical director of 
Wyeth Laboratories, has joined 
Shaller-Rubin Co., New York, as 
vp and a group supervisor on phar- 
maceutical accounts. 


Lubin-Weeker Names Gaynor 


count executive with George N. 
Kahn Co., has joined Lubin-Week- 


facturer, as advertising and sales 
promotion manager. He succeeds 


ee | 


Harry Newman, who has resigned. 


F. Gene Gaynor, formerly an ac- | 


er Co., New York, pajama manu-| 


If you want to “beef up” a campaign in 
mid-Ohio, cut yourself a piece of Pulse- 
inspected, prime cut, Grade “A.” (We're 
first in any Monday-through-Friday quar- 
ter hour you want to name, day and/or 


| 
| 


| 

|SUDS BUCKET—-This new point of 
| purchase piece is being distributed 
| by Miller Brewing Co. The dis- 
|play, made of plastic, rotates and 
is illuminated. 


|Hirschhorn Joins Cott 

Adrian Hirschhorn, formerly as- 
| sistant advertising and merchan- 
|dising manager of Doeskin Prod- 
ucts Inc., has been named market- 
|ing director of Cott Beverage Corp., 
|New Haven, Conn. He succeeds 
Walter Bondie, who is no longer 


with the company. 


Kurz to ‘Modern Castings’ 

James C. Kurz has been appoint- 
ed midwestern advertising man- 
ager of Modern Castings, official 
publication of the American 
Foundrymen’s Society, Des Plaines, 
Ill. Mr. Kurz formerly was an ac- 
count executive with McCann- 
Erickson, Chicago. 


Needham, Louis Elects Anwy] 
Max D. Anwy] has been elected 
to the new post of financial vp and 
secretary of Needham, Louis & 
Brorby, Chicago. Succeeding Mr. 
Anwyl as treasurer is Howard M. 
Brenneman, controller. 


| Canada Dry Names Lou Little 
Lou Little, retired football coach 


night.) Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


at Columbia University, has been 
|/named a consultant in developing 
and maintaining trade and con- 
|}sumer relations for Canada Dry, 


|New York. 


THE INQUIRING ADVERTISER: 


“Is It True What They 
Say About Memphis?” 


Answered by John Pepper and 
Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Is it possible that I can actually reach 
over 40% of the Memphis trading area as a unit... 
through just one medium? 


Mr. Pepper: Yes, it’s true what they say about Memphis: 
that WDIA literally reaches the entire Negro population 
in this trading area—which makes up over 40% of the 
Memphis market! 


Mr. Ferguson: By programming exclusively 
to the Negro, WDIA occupies a unique posi- 
tion as a high-powered sales force in the 
Memphis area. Its all-Negro staff couples 
powerful personal appeal with hard-hitting 
salesmanship . . . and the Negro responds 
with racial pride and staunch loyalty, to 
support the products advertised on his station. 


Mr. x r: The only 50,000 watt station in the Memphis 
area, BIA combines power, coverage and following as 
no other medium can... to dominate 
commercial contact with the 1,237,686 
Negroes within its radius. That’s almost 
one-tenth of the Negro population of 
the United States . . . delivered to you 
as a unit! 


Mr. Ferguson: Yes—and it's a sales re- 
sponsive audience with a buying power 
of well over half-billion dollars! 


Mr. Pepper: Negroes in the Memphis 
market, with an earning power of $616,- 
294,100 last year, spent, on the average, 
80% of this income on consumer geonal 


Mr. Ferguson: So, just as WDIA occupies a unique 
position as a powerful sales force in the Memphis area, 
obviously the Memphis Negro occupies a unique position 
in the area’s booming economy. 


Mr. Pepper: This is the era of the diversified South .. . 
with a sound, prospering economy based on commerce 
and industry as well as agriculture. 
More and more industry is moving 
to this region. 


Mr. Ferguson: And the Negro has 
become a vital factor in the Memphis 


area’s growth. He is elevating his 
standard of living, his income, his 
buying power. He has a far higher 


comparable income than Negroes in any other area in 
the country! 


Mr. Pepper: According to a - agg A 
the country’s largest corporations, Memphis ranks first 
in ratio of total Negro to total white income. The Mem- 
phis Negro has $28.79 of income for every $100 of white 
income. That’s quite a contrast with $7.89 of Negro 
income for every $100 of white income in Chicago .. . 
$8.72 for every $100 in Philadelphia! 


Mr. Ferguson: The Negro’s marked and sustained ad- 
vance in earning power manifests itself in his purchase 
of consumer goods. This Memphis market buys 63.8% of 
the flour sold in Memphis. . . 43.5% of the canned meat 
... 41% of the packaged soaps and detergents! 


Mr. Pepper: WDIA creates high-volume sales and profits 


survey by one or 


for over 200 advertisers, far more than any other radio | 


station in Memphis. Take it from such year-round, year- 
after-year advertisers as Kellogg Corn Flakes, Gold 
Medal Flour, Camel Cigarettes and Bayer 
Aspirin —it’s true what they say about 
Memphis . . . and WDIA! 

Mr. Ferguson: WDIA can act as a high- 
pay sales force for you. Write us... 
et us know what product you want to sell. 


Mr. Pepper: We'll send you facts and fig- 
ures showing how WDIA can deliver over 
40% of the Memphis market to you .. . as a unit! 


WDIA is represented nationally by John E. Pearson| } Homes reached during all or any part of the program, 


Company 
Commercial Manager, Harold F. Walker 


* Percentage of homes reached in markets where show appeared. 
** Total number of persons viewing program. 


Trendex TV Ratings 
May 1-7, 1957 
Fifteen Multi-station Cities 


Advertising Age, June 3, 1957 
ARB Network TV Ratings 
Week of May 1-7, 1957 
Copyright by American Research Bureau 
PROGRAM POPULARITY 
Rank Program Rating* 
1 | Love Lucy (General Foods, Procter & Gamble, CBS) ..........cccccccccceeeeeee 48.8 
2 Perry Como (Several sponsors, NBC) 
2 enemies meus, | (UIE i. stalitepersaneniacsasssubedaveunanseniane 
4 You Bet Your Life (DeSoto-Plymouth, NBC) o..............ccccccccccccecseeessesenennevnne 39.8 
| § Chevy Show—Bob Hope (Chevrolet, NBC) 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .o..........cccccccccssceeseeeneens 37.4 
. SUORIE PIER GURNEE, SEEIED sisensscntnenesssnssdctnirncscsiocncnnsionsserssvsneansicheiaanapetion 37.2 
8 Red Skelton (Pet Milk, Johnson's wax, CBS) ... 37.2 
9 I've Got A Secret (Winston cigarets, CBS) 35.1 
| 10 Person to Person (Time, Amoco, Hamm beer, CBS) ..................cccocococccccceee 34.7 
TOTAL VIEWERS REACHED 
)| Rank Program (000)** 
1 1 Love Lucy (General Foods, Procter & Gamble, CBS) ...............6cccccceeee 46,330 
2 Perry Como (Several sponsors, NBC) o..........ccccccccccccseeseeeeeeseees 
3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) oo.........:cccccccccccceeeeserees 39,470 
4 Chevy Show - Bob Hope (Chevrolet, NBC) 38,130 
5 I hasan esctocnashncncntndsinahtavinesieglaseibiveninasiies 37,290 
6 UY IIIS, III: ETI... a. ss ccnssnaseutendueuniesienniisenishiddiestanbuntsonaheniaas 36,720 
7 You Bet Your Life (DeSoto-Plymouth, NBC) .o.........cccccccccccccecssceeeensnececevens 36,650 
8 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 34,980 
9 i a I, asin cltlbchsemniuntiessbicestndahpnoesiad 34,720 
10 AS EEE I TRCN sce acmsensetsdietinasisliainisi eteasnaeosess 33,710 


Rank Program 
1 | Love Lucy (Procter & Gamble, General Foods, CBS) oo... ocoocccccccesees 
2 Wednesday Night Fights (Pabst, Mennen, ABC) ............. 
3 Perry Como Show (Several Sponsors, NBC) ............cccccccuee 
4 What's My Line (Remington Rand, Helene Curtis, CBS) 
5 Ed Sullivan Show (Lincoln-Mercury, CBS) ............ 
5 Playhouse 90 (Several sponsors, CBS) ..........cccc00.. 
7 The Lineup (P&G, Brown & Williamson, CBS) ... 
8 a CR See Ge, CD a icciecnsctcenctcpantesicscstbvsicvscocscsnocsoosnenseneseconsl 
9 Person to Person (American Oil, Hamm beer, Life, CBS) 
10 Groucho Marx Show (DeSoto, Tomi, NBC) oo.cccccccccccccccccccccccesscocecnsesuvesevnece 
10 Gunsmoke (Remington Rand, Liggett & Myers, CBS) ... 
Nielsen Radio 
Two Weeks Ending April 20, 1957 
Copyright by A C Nielsen Co. 
| Nielsen Total Audiencet 
Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) ’ (429) 
1 Gunsmoke (Liggett & Myers, Sun., 6:30 p.m., CBS) ooo. ccccccccccccccceceuees 1,479 
2 ge Ae ace 1,383 
3 Our Miss Brooks (Lorillard, CBS) ...........000000000000... 1,336 
4 Mitch Miller (Pharmacraft, 8:10 p.m., CBS) 859 
5 a eee a 817 
6 Gangbusters (Participating, Mutual) 0.00.00... cece 763 
7 Monitor News (Sat., 7 p.m., NBC) .00.000...0000000000.. rentinelbacenivantuanitegeoniaiiialee 763 
8 peepee iy Supe, IE ao... csscsnkerasenenvevencoenonctsosessonsee 763 
9 Treasury Agent (Participating, MBS) o............0..ccccccccseeseseeseseenevenserenravevsenee 716 
10 Telephone Hour (Bell Telephone, NBC) oo.........ccccccccccccccccseesecsseceecceseeeseesevene 620 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (620) 
1 News of the World (Miles Labs., NBC) o.oo. seit lnainialckiasullobbisebabit 1,288 
2 One Man's Family (Participating, NBC) ..........ccccccccccccescscesecseveeceeceeseeneevees 1,288 
3 RUUD WUD IS I, I i scesccteesceccscencovrceorescasoscocsocscsmenesones 1,193 
| 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,002) 
1 Ma Perkins (Scott, Tues. & Wed., second half, first week, CBS) ................ 1813 
2 Helen Trent (Scott, Mon. & Thurs., second half CBS) oo... cc cccoccccceee 1,717 
3 Ma Perkins (Lever, Mon.-Fri., first half, CBS) ooo. cccocccccceccceceereeeeee 1,670 
4 Young Dr. Malone (Lever, Mon.-Fri., second half, CBS) .....0........6cccccccccee 1,574 
5 House Party (Pharmacroft, 3:22 p.m., Mom., CBS) oooccccccccccccccecccocccececesceoeevers 1,574 
6 Second Mrs. Burton (Colgate, 2:15 p.m., Mon.-Fri., CBS) .....cccccccccn. 1,574 
7 Helen Trent (Lever, Mon.-Fri., first half, CBS) .o.c.cccccccccccccccccccccececeeecereneee 1,574 
8 Ma Perkins (Lipton, Mon.-Fri., second half, second week, CBS) .................. 1,574 
9 Our Gal Sunday (Colgate, 12:45 p.m., Mon.-Fri. CBS) .o.....000ccccccccceeees 1,574 
10 Nora Drake (Scott, Tues. & Thurs., second half, CBS)... 1,526 
| DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (382) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) oocccccccccccchcccecccccsccceeccene 1,240 


2 
3 


Johnny Dollar (Lorillard, CBS) ........ccccccccccsseeeeees 
Robert Trout-News (Chevrolet, 5 p.m., CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 

1 Gunsmoke (Liggett & Myers, 12:30 p.m., CBS) 
2 Galen Drake (10:35 a.m., CBS) ........ 
3 Allan Jackson-News (Chevrolet, 10 a.m., CBS) 


| U. S. radio homes. 


* Number of homes reached is based on 47,700,000, the estimated March 1, 1957, total 


except for homes listening 


| only one to five minutes. For a program of less than 10-minute duration, homes listen- 


| ing one minute or more are included. 
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Advertising Age, June 3, 1957 


Ad Copy Doesn't 
Sell; Art Does, 


Says Martineau 


(Continued from Page 1) 

to determine it, if by far the most 
important communication is com- 
ing from the visual, non-logical 
symbols? Who cares whether these 
or those little copy blocks are ‘read 
most,’ as Starch solemnly shows? 

“My own feeling is that the copy 
blocks in the typical ad so lovingly 
fondled by the writers are like the 
fine print on the catsup label or 
the one on the artificial vanilla 
bottle, explaining that the ingredi- 
ents comply with the Pure Food 
& Drug law. Nobody really reads 
them; nobody really bothers about 
what they say, although psycho- 
logically we feel better because 
they are there.” 


® Proclaiming that the “visual 
symbols alone permit us to reach 
other humans,” Mr. Martineau 
said: “This should effectively dis- 
pose of that old cliche that all the 
art, all the effects, must support) 
the copy theme. 

“This is nonsense. The copy can) 
stumble around some product ad- 
vantages which may or may not} 
be important, whereas the art and | 
style may want to go off in entire- 
ly different directions to communi- 
cate really meaningful appeal to) 
the consumer.” 

As a matter of fact, he contin-| 
ued, “very often the words just | 
spoil the impact of the illustration. | 


Scott Tissue has been creating a| color tv commercials for products| venture films, will be the 5 p.m., 
powerful | packaged in metallic or transparent |EST, 
aesthetic meaning with style and| materials. It was emphasized that | Mouse Club.” Kellogg will present 


status appeal and a 


color. Then the copy spoils it all) 


proclaiming ‘the most luxurious | Should be avoided if a package is cept on alternate Wednesdays and 


thing about your home.’ 
“The reader violently rejects the | 


notion that toilet paper is the most |facturer dissatisfied with a pack-| General Mills, one of the sponsors 
The words would be better omit-| Viewed as acceptable. “The first|ternate with Mars as backer of 
| time an advertiser sees a bad pack- | “Circus Boy.” 


ted.” 

Mr. Martineau charged that 
“copy people have difficulty even | 
comprehending this idea of prod- 
uct image because they are trans- | 


fixed on their spears of literalism.” | "ot the public will tire sooner of | Golf” series. 


He added: “We are trained from 
birth to discount word claims, to| 
look for other symbols and clues 
that speak to the levels of intuitive 
judgment and instinct. It is not 
what is said but how it is said that | 
influences us the most.” 


those statistical researcners from 
forcing your efforts under their 
tyranny of numbers! 

“It is important to establish a 
climate that will free you from the 
restrictive hands of these very ra- 
tional but very insensitive people.” 

And he concluded with these re- 
marks: 

“The day cannot be too far dis- 
tant when all advertising will con- 
sciously look to the visual symbols 
as carriers of powerful meaning 
in their own right, entirely and 
completely divorced from the copy 
meanings, and always just as im- 
portant in what they are saying. 
Then advertising will really grow 
up.” 


Color TV Seminar 
® Highlight of the color television 
seminar staged for the conference 
by the National Broadcasting Co. 
was the question-and-answer ses- 
sion. The network fielded a team 
of eight experts headed by Carl 
Stanton, vp in charge of color tv 
coordination, to answer questions. 

Among the points brought out 
during this give-and-take session: 

1. Most current packages do not 
have to be “doctored” to repro- 
duce faithfully on color television. 
Where adjustments are necessary, 
they can usually be made through 
lighting. 

2. A question as to the best colors 
and materials for packaging from 
the standpoint of color video con- 
siderations brought the answer that 
there are no worries on this score. 


|\“If the package is well designed, 


it should look well on color tv,” 
said one NBC man. 


® He pointed out that Kraft Foods 
Co. has had no trouble producing 


extremes in color combinations 
expected to be suitable for color tv. 
3. Color tv has made a manu- 


age blown up on color tv, it may 
come as a shock to him,” one of 
NBC’s experts commented. 

4. The question of whether or 


a particular package because they 
see it too often on the color screen 
must be answered by future ex- 
perience. 

5. One conference goer suggested 
that color sets should come 
equipped with a color tuning signal 
so the viewer will be able to set 


Skulstad 


Whiteside McLaughlin Klaus 

HONORED—Henry Whiteside, director of research, J. Walter Thomp- 
son Co., and John B. McLaughlin, director of sales and advertising, 
Kraft Foods Co., receive congratulations on merit awards presented 
by the Chicago chapter of the American Marketing Assn. for sig- 
nificant contributions to the advancement of science in marketing. 
Arthur Skulstad, Kraft research director, and Dr. Gunther Klaus, 
awards committee chairman, are the well-wishers. A third award 

was made to William Blau, advertising research, Toni Co. 


Kellogg TV Buy 
on ABC Highlights 
Network Shuffles 


(Continued from Page 1) 
other member of the General Mo- 
tors family. 


Also Ford Motor Co. is set as 

| alternate on the new Monday night 
| Hitchcock-produced dramas, and 
American Tobacco Co. has selected 
a new Revue Productions film, 
“Manhunt,” as the fall replacement 
for the departing “Big Story.” 


|® CBS Television decided to dis- 
|continue the participating-sponsor 
“Bob Crosby Show” as of Sept. 2. 
This variety stanza will be re- 
|placed by a program titled “You 
‘ , Are the Jury,” though Mr. Crosby 
+ ‘ , : . 

=, Biggest Piece of new, musinese has been promised a nighttime spot 
Kellogg Co., which contracted to | O the network. Now in the defi- 
sponsor a 30-minute kids strip. ona cancellation column is L&M'’s 
This show, re-runs of various ad- Spike Jones Show,” whose con- 
tinuance has been iffy for some 
time. 


RADIO NETWORKS’ 
SALES PICK UP 


New York, May 31—The pace of 
business picked up again this week 
at the radio networks. 

ABC recorded orders from three 
sponsors. Beltone Hearing Aid Co. 
bought two segments a week of 
“Breakfast Club,” starting June 16, 
through Olian & Bronner. C. H. 
Musselman signed for three seg- 
ments a week of “Breakfast Club,” 
beginning Sept. 16, through Arndt, 
Preston, Chapin, Lamb & Keen. 
|s At NBC-TV, in addition to the 
| changes on “Tonight” and “Home,” |thisson & Associates, ordered 17 

P. Lorillard cleared a Friday half | five-minute news and sports pro- 
|hour for “Court of Last Resort”;|grams each week. 

| Max Factor and Chesterfield have| CBS Radio signed three new 
lreserved a Saturday night half-|orders. Kitchens of Sara Lee, 
hour but are still show shopping. | through Cunningham & Walsh, or- 


lead-in for the “Mickey 


| the program five times a week ex- 


Fridays, when the company would 
run into a product conflict with 


Wildroot will alternate with the) 
previously announced Miller Brew- 
ing Co. as sponsor of the new Sat- 
urday afternoon “Championship 


® The Chicago Tribune researcher | the dials properly for color control. |General Motors’ renewal of “Wide|dered a weekly quarter-hour of 


said advertising has to change its | 


6. Research made so far indi- 


focus because “today our entire |cates that color commercials have 
society is primarily interested in|4 much stronger impact on the 
the symbolic meanings of goods.| audience than their b&w counter- 
The functional qualities we take | parts. = 
for granted.” 

Mr. Martineau conceded that Brauer Moves Office 
“in practice” advertising has per-| Fred J. Brauer Inc., advertising 
mitted the artist “to function mag- and industrial designer, has moved 
nificently well,” but he charged | to 245 E. 60th St., New York. 
that advertising theory has “by de- | 


Wide World” cleared the way for|“Arthur Godfrey Time” and an 
announcement on the start of the | additional quarter-hour every 
“Omnibus” series on Sunday after-|tourth week, beginning Aug. 29. 
noons with Union Carbide Corp.|Toni Co. bought 20 seven-and-a 
jalready in as co-sponsor. Royal|half-minute daytime drama seg- 
| McBee Corp. bought the alternate | ments a week, beginning in June 
week on the new Joan Caulfield | for four weeks through North Ad- 
situation comedy, and Ronson|vertising. Dodge, through Grant 
signed to join the sponsor lineup of Advertising, ordered five five- 
“NBC News,” beginning Sept. 23.|minute segments a week for 10 


fault” been enunciated by “old! 
guarders who view advertising not 
for what it is now, but what it was 
40 years ago.” 

He pointed out, “The copy peo- 
ple have written books about the 
‘100 best campaigns’ and ‘cam-| 
paigns I wish I had written’ which | 
are all copy campaigns. Modern 
advertising has produced a long, 
long list of campaigns whose suc- 
cess is inescapably, unquestionably | 
due entirely to the illustration ele- | 
ments, the visual symbols.” 


® To the graphic arts people at- 
tending the conference, Mr. Mar- 
tineau gave this advice: 

“If you could just get the man- 
agement mind to quit thinking of 
benefits only as engineering and 
economic benefits! If you could) 
just keep those hard-sell and} 
check-list people from popping out | 
of the walls! If you could keep) 


| 
| 


weeks under the network’s “Im- 
pact” plan, beginning June 15. 

At NBC Radio, Pabst Brewing 
|Co., through Leo Burnett Co., pur- 
| chased a 13-week campaign on 
|“Nightline” and “Monitor,” start- 
ling June 4. The campaign uses 
| minute and 30-second participa- 
| tions. = 


} 
'Gatewood Named Advertising 
Director of ‘Washington Post 
W. Frank Gatewood has been 
named advertising director of the 
| Washington Post, succeeding Don- 
‘ald M. Bernard, who has been 
lappointed vp for public affairs. 
Jack M. B. Sacks has been appoint- 


AA cCuP—A low 
net of 71 won the 
Advertising Age 
trophy for 
George Steele, 
media depart- 


Miller Brewing Co., through Ma-| 


125 


Fair Trade Takes 
Tton Chin in GE 
vs. Masters Tiff 


| (Continued from Page 1) 

|space insertions in New York 
|newspapers offering normally fair 
| traded products made by General 
|Electric and Revere Camera, to 
New Yorkers through the mails 


from the Washington company. 


e Competitors indicated that they 
would embark on similar mail or- 
der tactics if Masters does. 


e GE said it would appeal the cir- 
cuit court decision to the U. S. 
Supreme Court for review and in 
the meantime asked the circuit 
court for a formal judgment of its 
May 15 decision. 


e Masters abruptly decided to sus- 
pend its previously scheduled ad- 
vertising until a formal ruling was 
handed down. 


s At the moment, the sum total 
of all this behind-the-scenes ma- 
neuvering, as far as the public is 
concerned, is nil. But it portends 
a situation which could lay fair 
trade—already staggered by ad- 
verse court decisions and defect- 
ing companies—permanently to 
rest. 

If the U. S. Supreme Court— 
which in the past has consistently 
declined to review fair trade de- 
cisiens—does not in any way 
change the circuit court decision, 
it will mean that discount houses 
will be free to set up operations 
in Washington, where fair trade 
is illegal, and bombard fair trade 
;markets with mail order advertis- 
| ing. 

It could also mean, as retailers 
|in this area already have indicated, 
| that local stores will meet Masters’ 
| Washington competition at the lo- 
j cal level, and aggressively fight 
jany resultant legal action. 


= In the past, fair trade fighters 

have found it difficult to convince 

the courts that they could break 

minimum resale limits openly be- 

cause of surreptitious selling by 
| small competitors. 

The May 15 decision, however, 
makes it legal not only to sell, but 
openly to advertise fair trade items 
|in fair trade areas at cut prices. 
| The court ruled that title to goods 
|purchased by Masters Mail Order 
Co. of Washington, even on c.o.d. 
orders, passed to the purchaser in 
Washington, and sales were there- 
fore not subject to the fair trade 

laws of New York. 

Spokesmen for Masters said that 
the originally scheduled ads were 
full pages, offering GE and Revere 
,items at an average of 21% below 
the New York fair trade prices. 
The ad activity was to be expanded 
|to New Jersey and Westchester if 
|the reception here was good. 


|@ While Masters might have run 
the ads prior to the technicality of 
a formal judgment, the discount 
|chain—for reasons unexplained— 
decided to hold off. 

The court action is not expected 
to take very long. 

In recent months the growing 
,list of companies which have de- 
|cided to abandon fair trade—with 
| several saying it was too difficult 
to enforce, although they agreed 
with its principles—has included 
Westinghouse, Eastman Kodak and 
Bell & Howell. = 


ment, J. Walter 

Thompson, Chi- 

cago, at the Agate | rectors. 

Club’s annual Mr. Gatewood will have over-all 
lf outing Ma |responsibility for retail, classified 

ey 24 4 af and real estate advertising and 


jed advertising manager. Both Mr.| over-all responsibility for national, 
|Gatewood and Mr. Sacks were! automotive and food advertising. 
| previously assistant advertising di- | Mr. Bernard’s position, a new one, 
|was created to strengthen the 
newspaper’s relations with civic 
organizations and in community 
affairs in the area served by the 


| copy service. Mr. Sacks will have | Post, 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


itty teen 


6 MONTHS ENDING DEC 


HELP WANTED 
MONEY STATURE FUTURE FOR 
TECHNICAL COPYWRITER 
Somewhere there’s a graduate engineer, 
or a man with comparable training, who | 
can produce technical advertising copy of 
top caliber and is proving it every day 
But he’s looking for greater professional 
stature and tangible rewards for his com- 
petence. We want that man for a major 
national account. Like us, he'll relish the 
opportunity to deal with the most mod- 
ern of basic materials, the outstanding 
achievements recorded almost daily in 
research, development and application; 
electrical technology should be his strong | 
suit—mechanical engineering no mystery. 
Agency experience is virtually a “MUST”. | 
If you are this man, you'll find that the | 
salary is right, the association congenial 
and the future unlimited. Tell us today | 
why you qualify and an early interview | 
will follow | 
Box 9617, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
Editors papone Public Relations 
Copywriters ............... Advtg. Managers 
Artists Media Production Service 


“all is grist which comes te our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 


Tep ABC publication in class group - 
wants experienced space salesman for 
Chicago and Midwest territory. Must be | 
aggressive with good follow-through - 
copy writing or layout ability helpful - 
excellent salary and opportunity to be- 
come ad manager - Send complete 
resume - including present position, sal- 
ary desired and sales record 

Box 9620, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


LAYOUT ARTIST 
established, aggressive agency in 
central Ohio has opening for a young 
creative layout man. Must be experi- 
enced in rendering clean, crisp compre- 
hensives. Excellent growth potential. 

Box 9618, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
GAL FRIDAY 
Usual ad dept. detail, but copy job, too. | 
Direct mail, catalogs, etc. Apparel mfr 
Chicago. Write 
Box 9633, ADVERTISING AGE 
200 E. Illinois St., Chicago .1, Illinois 


Well 


THE ADVERTISING MARKET PLACE 


AVERAGE PAID CIRCULATION FOR 


$5.00. Cash with order. Figure all cap 


36,916 


HELP WANTED 


31, 1956 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohioe St., Chgo. Su 7-2255 
COPYWRITER 
Progressive St. Louis agency wants ad 
writer with talent for thinking visually. 
Strictly a writing job; no would- ‘Es 
wanted. Happy-but-not contented 20-man 
shop. Usual benefits, plus liberal profit- 
sharing plan. Starting salary depends on 
talent indicated; growth depends on tal- 

ent proved. 
Box 9632, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| space advertising, product bulletins, and 


INDUSTRIAL ADVERTISING 
Aggressive two-division growth com- 
pany ($57 million annual sales after only 
20 years) in booming electrical industry. 
Challenging opportunity for man with 
experience in preparation of industrial 


direct mail. Trade show experience also 
useful. Position to deal primarily with 
advertising and sales promotional work, 
net with public relations. Located in up- 
per New York State, only minutes from 
skiing, Adirondack fishing-hunting, and 
year ‘round low-pressure living. Send 
resume, salary requirements, etc., to: 
Box 9634, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Se. State St., Ha 7-1991 Chicago | 


| 
TO U. S. AGENCIES | 
ADVERTISING IN CANADA 
In Canada the man to see for 
transcribed “spot” advertising is | 
RUSTY DAVIS 
Original and effective jingles |) 
written and produced for T.V. 
and Radio. | 
Write or call, 
Rusty Davis, 1800 Mac Gregor, 
Suite 101, Montreal, GLenview 


CANADA 


We know the man we're 


the final execution of 


counts, now, are commerc 


have the complete co-ope 
Creative Director 


Research staffs. That's 


as the usual benefits, ride 
this man. write and tell 


Do You Know This | 
ADVERTISING MAN? | 


to find, but if you know him both he—and we—will | 
be grateful to you for putting him in touch with us. 


This man, who will join us as Copy Director, may 
now be in that capacity in another agency; he may 
be one of those creative unfortunates, now with a 
large consumer agency, who is so cut-up, sliced and 
departmentalized that he doesn't have the satis- 
faction of turning out, directing or participating in 
complete campaigns. 


One thing is sure: this man is an advertising man 

. not just a topnotch copywriter. We need a man 
who can take the sales strategy worked out by our 
plans group (he's one member! and turn it into a 
campaign that sells (both for us and the client): who 
will lead, instruct, educate, stimulate his writing 
staff: who will show them which way to go and then 
give them a lift getting there. The bulk of our ac- 
ial and industrial but cre- 
atively we try to treat them royally. This man will 
ration and support of our 
our Art, Production, Media and 
the way it is now. We fore 
see his taking charge of b 
hiring and directing supervisors as we keep growing. 


This man is experienced in all media: is probably 
between 35 and 40. We're going to choose care- 
fully because a satisfactory salary, executive bonus, 
stock ownership, profit sharing and pension, as well 


WALDIE cand BRIGGS, /nc. 
. dedwertising. 


221 North La Salle e Chicago | @ FRanklin 2-8422 


looking for will be hard 


uilding copy groups, and | 


with this job. If you know 
us or tell him. Address: 


photog.; public spkg , $9000 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


Advertising Age, June 3, 1957 


BUSINESS OPPORTUNITIES 


17 successful years in all phases of Ad- 
vertising, Space Selling, Public RKela- 
tions. Age 37, family man. Experience in 
Housewares, Automotive, Welding indus- 
tries. An aggressive and stable self start- 
er looking for right spot. Five figures 
requirement. Results guaranteed. 
Box 9635, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR of large midwest de- 
partment store desires change to agency. 
Strong on creative visuals and client con- 
tact. Accustomed to building staffs and 
working with snug budgets. Young, mar- 
ried, $10,000. 
Box 9636, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER or top flight 
asst. position. Thorough knowledge all 
prases prom., direct mail & space. 6% 
yrs ad mgr. nat’l firm. Married, 32. 
Box 9637, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING-MARKETING 
SALES PROMOTION EXECUTIVE 
with 10 years experience in hard goods 
seeks position with manufacturer or 
agency. Proven ability to create and fol- 
low through on all phases of successful 
national programs. Copy, media, produc- 
tion, research know-how. Strong on di- 
rect mail, displays and co-op. Excellent 

administrator. Age 30, married. 
Box 9641, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING-PROMOTION MANAGER 
Creative, dynamic, with 6% years solid 
major appliance and traffic appliance ex- 
perience: manufacture and distributor 
levels-national and international markets. 
Sales, administration, promotion, adver- 
tising, publicity. Excellent copy, rough 
layouts, knowledge production, displays, 
direct mail. Married, 33, B.S. » 
Box 9638, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PUBLIC RELATIONS - Indus. ed., some 
PR, wants respon. PR job in Chi-area. 
Heavy prod. exp versatile writer; 


Resume avail 
Box 9639, ADVERTISING AGE 
200 E. lllinois St., Chicago 11, Llinois 
ADVERTISING EXECUTIVE 
Over 10 years experience - advertising, 
sales promotion, merchandising with 


| agencies & advertisers - industrial & con- 


sumer products. Strong in ideas & ad- 
ministration - initiative & drive. Married, 
family, 36, $8500 - 10,000. Chicago area. 
Box 9640, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SUCCESSFUL 
CHICAGO ACCOUNT EXEC 
“FOR SALE’ TO 
WEST COAST AGENCY 


Somewhere in California there is 
an agency that can profitably im- 
prove its service with this Chicago 
ad man who has decided that the 
West is really the place to live! An 
ambitious self-starter, he’s now an 
A.E. in a major 4A agency on a 
multi-million $ industrial account. 
He'll bring to an agency (or adver- 
tiser) 13 years of agency copy-con- 
tact experience on business ma- 


chines, asoline, electronics, jet 
aircraft, building materials, chem- 
icals, etc. Married, age 35, with 


top-notch references, he'll be in 

Los Angeles in July. Write today 

for résumé. Box 613, Advertising 

Age. 200 E. Illinois St., Chicago 11, 
inois 


THE BEST AD BILLET 
IN CHICAGO! 


Long established Chicago Ad 
Agency with young principals 
will add one account exec who 
can write as well as contact. You 
don’t have to bring any business; 
no hard and fast background is 
stipulated; we just want a guy 
who can write and sell the right 
kind of industrial advertising for 
and to a top-notch group of 
clients. If you're looking for a 
chance to show what you can do, 
this is it! Write: Box 611, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Hlinois. 


MAGIC TYPEWRITER 


will turn out top-notch selling ideas and 


copy for Chicago agency. Attached to 
seasoned ad man, ideal as your Copy 
Chief or No. 1 writer. Broad experience 


in planning, writing, and contact on con- 
sumer and industrial accounts—all media 
Costs slightly more than ordinary type- 
writer, but well worth it! 
BOX 617, ADVERTISING 
200 +E. Illinois St., 


AGE 
Chicago 11, Ti. 


PATTERNS IN ACTION 
ACTIONS FOLLOWING PATTERNS 


Electronic Engineer, employed in 
N.Y.C. will design control circuits 
for Attention Getting Displays. 


Per-project fee. Own shop for con- 
struction of rototypes. Box 609 
Advertising ge. Lexington 
Avenue, New York 17, N. Y. 


ATTENTION ... AE’s 


If you've got the business 
We'll give you more than 
Your fair share of the profits! 


New York Agency with excel- 
lent track record—now billing 
$1,000,000—looking for AE who 
controls billing. Willing to make 
a particularly advantageous deal 
if you fit the picture. Box 615, 
Advertising Age, 480 Lexington 
Ave., New York 17. 


New Method of Full Color Printing With 


Transparent Inks. Low Cost-Beauatiful Col- 

| or-Fast Service. Short run catalogues our 
specialty. Skokie Colorgraph, Inc. Morton 
Grove, Ill, ORchard 4-7400—Representa- 
tives Wanted 


REPRESENTATIVES AVAILABLE 
PUBLISHER's REPRESENTATIVE 
FOR NEW ENGLAND 
Wants one or two sound consumer or 
trade publications. Knows New England 
inside and out ... most of its agencies, 
many of its advertisers. Has background 
of successful selling experience. Excel- 

lent references. Write: 
Box 9642, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Our 46th Year 
MEDIA DIRECTOR OPEN 
AE, pkg. food experience 
Sales-minded $15-16,000 
AE, bank or other financial 
experienco 12,000 
AE, food. Merchandising 
as important as advertising 12,000 
MEDIA ASST. (Media analysis) $8,000 
JUNIOR COPY, agency $7,000 
“The Agmer’s Agency” 
Don Harris, Dir. Adv v. 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO «= LLLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


TRADE PUBLICATIONS 
Want to buy? Want to sell? Write me 
fully, in confidence. No “peddling”’—ex- 
cellent, wide contacts. Chas. K. Feinberg, 
Broker, P. O. Box 1036, Newark, N.J. 


Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 
OUTDOOR ADVERTISING PLANT. Estab. 
1947. Grossed $60,289 in 1956. Land, shop, 
5-room house, 3 trucks, car, 400 boards, 

equip. Mr. Yale. 
Box 9644, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED—To hear from small agency 
who really knows media, willing to take 
very small account. 
Box 9643, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


INTERNATIONAL American Presi- 
dent and Operations Director of Market 
Planning Group (est. overseas office) 
comprising native marketing experts, en- 
gineers and scientists covering England, 
Continent & Middle East seeks associa- 
tion or partnership with agency or mar- 
ket research organization to effect new 
expansion program 
Box 9645, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART SALESMAN - PARTNER 
I want to open a complete art studio and 
need a PARTNER to manage business 
end of this operation. 


I am a well-known free-lance. What you 
need to be is a successful Chicago art 
salesman who likes the idea of being in 
business for himself 


All replies confidential. Write briefly as 
to present status 
Box 9646, ADVERTISING 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE DIRECTOR 
AND GROUP HEAD 
$25,000 


Currently responsible for 5 major na- 
tional accounts using all printed 
media, Radio, Live and Filmed TV. 
Wrote and produced (in Hollywood) 2 
of TV's “most talked about” (and 
effective!) commercials this year. 
Long, wide and deep “print’’ back- 
ground. Famous for campaign that 
“revolutionized” a major Industry. 
Merchandising and Promotional skill 
commensurate with Advertising know- 
how. Top references from clients, film 
companies, fellow executives and 
present employer. Available July 1. 
Interviews can be arranged now. 


BOX 614 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ONCE IN A LIFETIME 
OPPORTUNITY TO OWN 
YOUR OWN— MERCHANDISING 
ADVERTISING BUSINESS 


My late husband developed and 
operated this successful merchan- 
dising newspaper advertising plan, 
the past several years. Proven re- 
sults—increased product sales in 
more than 80 individual programs. 
Successfully conducted in 22 of 
America’s larger cities the past 3 
years, for appliance manufactur- 
ers and distributors. 
Reference gladly furnished. Pro- 
gram easily verified. Up to date 
files and lists available now. 
Plan netted just under $40,000 past 
three years. Priced at $25,000. 
Terms to right party. 
Write in confidence. 
Mrs. Louise Lester 
63 Allard Bivd., = 8, New Orieans, La. 
Phone: Amhurst 1012 
Call after 7 P.M. or Sunday 


Outstanding Career Opportunity 


| Assistant to 


Advertising Manager 


THIs PosiTiON cannot be filled through our normal policy of 


promotions from within, since it calls for a background we 
do not provide in our own organization. It therefore presents 
a rare opportunity for a man of character and the right com- 
bination of abilities. We are interested only in candidates 
who are genuinely desirous of settling down to a career. 

The man we are thinking of will have had a broad ground- 
ing in advertising, especially direct advertising of a high 
order. An able writer. Strong on ideas and creative ability. 


with distinction and a sure 


Lots of imagination, under ggod control. Interest in literature 
and art. Good taste. Excellent personality. Liking for people. 
Common sense and sales sense. Courage to do the unusual— 
to do what has never been done in print before, and to do it 


hand. A background in the 


graphic arts would be helpful, though not absolutely essential. 


When we find the man who is right for the place in every 


other respect, we shall be willing to teach him the business. 
Our selection will be made with great care, for we hope to 
find a man who has already come fast and far and solidly, 


but whose growth is only well started. Starting salary, as 


be kept strictly confidential. 


¥ 
CHICA” 


well as future earnings, will be consistent with the contribu- 
tion he makes to this Company. 

No interviews by telephone or in person until they are 
invited. If you believe you qualify for this position, set forth 
your qualifications in detail in the best application letter you 
know how to write, to Mr. J. E. Stark. All applications will 
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Advertising Age, June 3, 1957 


DRAKE PERSONNEL 


Confidential - Rapid - Nationwide 


ADV. SALES PROMOTION. .$11-14,000 
Age to 43. College Degree. Ex- 
perience in Oil Marketing—sold 
through independents. Eastern Co. 

ASST. ART DIRECTOR $8,000 
Age to 33. Duties primarily lay- 
out. Creative flair. Fine oppor- 
tunity with highly rated Mid- 
West agency. 

MARKET RESEARCH MGR.. .$10-12,000 
To age 38. Experience in hard 

oods, pecans machines, etc., 
or Eastern Mfgr. 


Requires experience in hard 
goods and varied consumer 
items. Outstanding opportunity. 
B. L. Clem 
220 S. State + Chicago + HA 7-8600 


Weigh Qualitative as 


Effect of Media, J WT’s Porter Tells Admen 


| (Continued from Page 3) 


outdoor posters or a soap opera on | long are they remembered? Is there 


| radio. 


. “None of us,” he continued, 
\“knows what the differences are, 
but most of us believe real dif- 
ferences exist. And it becomes 
more apparent year by year that 
it is in this area that much of the 


127 


Well as Quantitative 


mind—how deeply and for how 


Wen Lest Pet. Bebied 
a difference in the rate with which | heage ca io} mS 
they are forgotten? | * : M4 
| 2% What does the length of the| : 
| commercial or the size of the ad- is 


vertisement have to do with the | 
|strength of the impression made? 
What is the point of diminishing 


New York 43, Chicago 24 


MONDAY'S 


wi at’ Kansas 


really 


racket.” 


Exceptional Opening for 


EDITOR 
WE'RE EXPANDING OUR 
EDITORIAL STAFF 


Man required to fill a senior editorial 
position working immediately under 
the Editorial Director and the Man- 
aging Editor. Preferably graduate 
engineer (electrical, or civil, or me- 
chanical) age not less than 35, ex- 
perienced on industrial, technical or 
business publication. Excellent salary 
and possibilities for growth with 
rapidly growing publication. Replies 
treated in confidence. Send full par- 
ticulars to 


CONSULTING ENGINEER 
217 Wayne St. St. Joseph, Mich. 


of sheep after they retire.” 


es Mr. Porter 
questions that 
swering.” Among them were: 


outlined 


ous media make 


important advertising re- 

search of the future will be done.” 
Turning to existing gaps in the | given to the consumer in a given 

quantitative or numbers side of| period of time for effective aware- 

the media picture, Mr. Porter re-|ness of product values? How do 

ferred te most national advertisers | these vary by media? 

as “being swamped by the numbers | 


several 
“sorely need an- 


1. What kind of indentation do 
messages delivered through vari- 
in the human 


Your Chance: BALTIMORE 
AGENCY BRANCH OFFICE 


Furnish field coverage for clients in vital 
dual Baitimore-Washington market, at 


WANTED— 
DRUG MERCHANDISER 


We are a long established 
wholesaler in midwest city. Look- 
ing for a young man with ideas. 
Good opportunity for a_ self- 
starter who can initiate ideas for 
product promotion and store mer- 
chandising planning for druggists. 
If you've been doing this during 
the last two or three years, either 
with drug chain or with a manu- 
facturer with drug store distribu- 
tion, we are interested in you. 
Write and tell us about yourself. 


Box 608, Advertising Age 
200 E. Illinois St., Chicago 11, Tl. 


low cost. Opportunity now for self-sus- 
tained agency branch office. 

Box 607, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 


The Midwest's 

outstanding placement 

service for Adv.-Art & 
allied fields. 

By oppointment only 
59 E. MADISON ~ SUITE 1417 
CHICAGO 2, TLL. 
CEntrel 6-5670 


TV WRITER 
PRODUCER WANTED 


COPYWRITER 
$10,000-$12,000 
Must be well-steeped in writing indus- 
trial copy for trade publications. Col- 
lateral material 8/G helpful. Some client 
contact involved. Midwest agency. For 
confidential representation, contact— 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S$. State St. « Chicago « WA 2-4800 


Medium size Chicago agency, 
very active in television, needs 
experienced writer producer. No 
beginners, please. Man we want 
must be able to write and 
produce effective selling com- 
mercials. Pleasant working con- 
ditions. Excellent opportunity. 
Write fully in confidence to: 

BOX 616 ADVERTISING AGE 


ADVERTISING 
ACCOUNT EXECUTIVE— 
COPY WRITER 


Excellent opportunity for a versa- 
tile advertising man who seeks a 
challenging assignment. Must be 
good organizer, possess ability to 
spark ad ideas and write convincing 
copy for outboard motors, automo- 
biles and power tools. 

Please send complete resume and 
state salary requirements. Please 
also enclose a recent photograph of 
yourself and samples of copy you 
have originated. 


Baker /Johnson 
& Dickinson 


200 E. Illinois St., Chicago 11, Il. 


2 


= 


== 


A complete placement service 


who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


SS 3 wae | 
| DouG smirH, INC. | SMITH, INC. 
( —— SSE aninneneel 


ADVERTISING MANAGER 


WANTED BY 
NATIONALLY-KNOWN 
FOOD MANUFACTURER 


We need an aggressive Advertising Manager with agency experience 
and food background. Must be creative and have sound food mer- 
chandising experience. Knowledge of Yiddish desirable. This is a 
challenging top-level position for someone who will work as right 
hand of Vice-President in charge of Advertising and Sales Promotion. 
Salary open. Send Complete resume. All replies confidential. 


economic returns for size of ad or 
length of commercial? 
3. How many injections must be 


4. What differences are there in 
|the quality or depth of impression 


He added: “It has gotten so the | that is created whether the page 
salesman who hasn’t got an au-|is in the front or the back of the! 
dience of at least 10,000,000 people | magazine, whether the commercial | 
to sell has a hard time holding his|is placed at the beginning or at 
head up in the agency reception | the end of the program? 
room, and the buyers of advertis- | 
ing who are being perpetually | content of a publication or the pro-'| 
plagued with figures of boxcar! gram content on the air in adding 
dimensions are getting glassy-eyed | to the authority or believability of 
and are apt to count zeros instead |an advertising message? 


5. How important is the editorial 


6. Are there any differences in 
the kind or depth of impression 
made by national advertising mes- 
sages in national media versus lo- 
cal media? 


® Mr. Porter said three dimensions 
come into play in determining what 
a national advertiser really gets 
for his money. The first is con- 
cerned with circulation—number 
of people and what kind of people. 
The second covers what he must 
pay to buy this circulation. The 
third, and possibly most important, 
is concerned with “what he is real- 
ly buying in terms of impact and 
awareness values in impressing the 
knowledge and benefits of his 
product on people’s minds.” 

The Bureau of Advertising, the 
Magazine Advertising Bureau, Ra- 
dio Advertising Bureau and the 
Advertising Research Foundation 


|should be among those delving 


into qualitative impact values, 
along with agencies and advertis- 
ers, Mr. Porter said. = 


Weiss & Geller Adds 
_Wisser, Boosts Tendrich 

Weiss & Geller, New York, has 
made three changes in its ergani- 
zational setup. Lawrence Wisser, 
formerly copy chief of Emil Mogul 
| Co., has joined the agency as senior 


Max Tendrich 
Max 


Wisser 


Lowrence 


vp and creative director. 
| of media, has been promoted to 
exec vp, a new post. 

| The third change is the creation 
of an executive committee, headed 
by Dr. Max A. Geller, president of 
the agency. 


Smith Joins Hazard 


Gordon Smith, a British adman, 
has joined the copy department of 
Hazard Advertising Co. New 
York. For the past two years Mr. 
Smith has been director of adver- 
‘tising and public relations of 
|Evershed & Vignoles Ltd., British 


| instruments engineering company. 


Norcraft-Westware Boosts Helm 
Gerald W. Helm has been ap- 


GAMES 
City—Stobbs (0-4) 
vs. Garver (1-1), 
imore Moore (1-2) vs. Lee 


Cincinnati et 


St. Louls at New York, night. 


NATIONAL LEAGUE 
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Seeiery Games 


Chicago 


a FP 
at Pittsburgh, night. 


STILL ONLY 


Something to cheer about! 


*4%.. 


| 


EDITORIAL TIE-IN—Dant Distillers Co., New York, incorporates the daily 
| major league baseball standings with its advertising for Three 
Feathers, J. W. Dant and Gibson Diamond 8 (on a seven weeks each 
| basis) in the Times-News, Erie, Pa. The baseball data appear only 
in the Dant ads in the Erie paper—an idea originated by the Katz 
| Agency, newspaper representative. McCann-Erickson is the Three 


Feathers agency, Kleppner Co. for J. W. Dant and Norman, Craig 


& Kummel 


' 


for Gibson. 


Artin Ads Has 
Lost Touch with 
Reality: Dorne 


(Continued from Page 3) 
themselves with this one. Yes, it 
was a stopper—so what?” 

Also, he continued, “As a whisky 
drinker from way back, I person- 
ally find it difficult to identify my- 
self with a guy sitting on the rump 
of an unreal white horse—a 
damned uncomfortable place to sit 
while drinking—and side saddle at 
that.” 


s Mr. Dorne also deplored the use 
of television illustrations in print 
media. He said the Ipana girl and 
her two dolls make a fine picture 
\for tv because the sound provides 
|\the important identification for 
mothers. In print, however, “if 
they are supposed to remind me of 
my grandchildren, I’d shoot them 
all,” he said. 

He said the same criticism ap- 
plies to the Piel Bros. commercials. 
| Without sound, “they don’t mean 
much,” he pointed out. 
| “Contrived gimmicks or ex- 
|tremes in techniques can’t replace 
|human experience in pictures,” 
said the man who made a small 
fortune with his human-interest 
illustrations. “The search and 
strain for novelty in art and pho- 
tography has become rather dopey. 
The more far-fetched the inter- 
pretation and the gimmick—the 
more I suspect the lack of true 
creative ability.” 

Ads must sell products, Mr. 
Dorne reminded his audience. And, 


of Ad men, for Ad men... by an Ad mas Tendrich, formerly vp in charge | he concluded, “I'd love to see how 


\effective much of the art we're 
|having so much fun with today 
would be during a depression.” + 


‘La Patrie’ Names Brown 

La Patrie, Montreal French-lan- 
guage daily, has appointed Basil D. 
| Brown as Ontario advertising rep- 
resentative, with headquarters in 
the Toronto office. Mr. Brown for- 
merly was advertising representa- 
tive of the Free Press Weekly 
Prairie Farmer. 


Sunday Paper Changes Name 
The Sunday Record, Norwich, 

Conn., has changed its name to the 

| Sunday Bulletin-Record, adding 


ithe name of its daily brother, the 


BOX 612 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


| pointed general manager of Nor-| Norwich Bulletin, 99-year-old 
| craft-Westware, Cincinnati manu-| morning newspaper. At the same 
\facturer of advertising specialties. | time, the Bulletin has installed ma- 
|He has been sales manager of the |chinery to provide new typographi- 


|company since 1953. ‘cal dress. 


‘Arthur Murray 
Loses Faith in Ads 
When Trendex Drops 


(Continued from Page 2) 
who have been asking for big- 
name guest stars on the show. 

In two previous campaigns in the 
New York market, he had spent 
$10,500 to promote the appearance 
|of Helen Hayes, Don Ameche and 
Sam Levenson and $10,000 to hypo 
the ratings for a guest shot by 
Jackie Gleason and Red Buttons. 
In each case, he points out, the 
ratings didn’t justify the advertis- 
ing expense. 


® The New York campaign was 
handled for Mr. Murray by Dona- 
hue & Coe. He reports that he 
doesn’t appear on television for 
money, but as a matter of prestige, 
therefore making it especially im- 
portant that he come through with 
a high rating. 

Sponsors of the Murray show are 
| Speidel Co. and Purex Corp. 

His advertising plans for the fu- 
ture were up in the air, but Mr. 
| Murray says that he “has learned 
pom lesson and will never again go 
against a stone wall.” 

In other areas of the country a 
heavy weekly schedule of advertis- 
ing is carried on by the local Ar- 
thur Murray studios. + 


The Year’s Best 
Advertising Art 


The June issue of Advertising Re- 
quirements presents a “guided tour” 
of the year’s best in advertising art, 
as chosen by leading art directors’ 
clubs across the country. AR’s edi- 
tors, with the aid of leading art 
directors, pick a gallery of outstand- 
ing examples the winning en- 
tries in various local art directors’ 
competitions. 

You'll want to clip and add this 
AR spotlight feature to your files for 
frequent reference. 

In the June issue—and eve 
—of AR you'll find practical 
tion to hel ou solve workaday 
problems  f advertising production, 
promotion and merchandising. Noth- 
ing else like it anywhere. 

Year’s trial of 12 issues costs onl: 
$3. Clip ad, attach letterhead 
mail today. Money back guarantee 
of complete satisfaction. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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Bond Bell 
BUSINESS DISCUSSION—Speakers’ table occupants lis- 
ten as Nelson Bond, exec vp of McGraw-Hill Pub- 
lishing Co. and new chairman of the board of ABP, 
talks before the Hot Springs meeting of Associated 
Business Publications. They are W. B. Freeman, 


Beard Outlines 
3-Point Promotion 


Freeman 


cisco; L. W. Bell 


| present $440,000,000 level to $700,- 
| 000,000 by 1965. 


he Business papers have a greater 
growth record since World War II 
than any other medium except tv, 
he said. 


president, Miller Freeman Publications, San Fran- 


H. J. Kelly, exec vp, McGraw-Hill; Judd Payne, 
publishing director, Architectural Record, and Mar- 
shall Reinig, Davidson Publishing Co., Duluth. 


Kelly Payne Reinig 


Jr., J. K. Lasser & Co., New York; 


(Continued from Page 1) 
agency change in the past two. 
years? If yes, why did you drop | 
the old agency?” 


e “Why did you select the ones 
you now have?” 


e “If you were to change agen- 
cies today, what one, two or three 
attributes would you _ primarily | 
look for in the new agency?” 


‘house’ agency?” 


e “Would you change your pre- 


with volume growing to keep pace 
with rising costs. He warned that 
publishers must expect to be con- 


in costs, including a probable postal 
rate increase. 
The convention was featured by 


D f ABP But he emphasized, “We haven't 

rogram or just gotten bigger 

paper publishing has 

(Continued from Page 1) |}into more and more of an exact 

ticulate job of telling the good/science. We have to keep these 

reader service, paid circulation,|improvements continuing at an 
ABC story.” jeven faster rate.” 

Advertising space, printed pro-| Business paper growth in the 
motional material and a planned 
newsletter would be used in the 
campaign, Mr. Beard said. 


s ABP has two major tasks be- 
fore it, said Mr. Beard. The first 
is to fight for greater recognition 
in the advertising picture. 

“We want so much to be fur- 
ther recognized,” he said, “for the 
indispensable service we render 
to American business ...We want 
a bigger slice of the advertising 
pie. We want management to 
know us better. We want adver- 
tising agencies to give us a better 
play. We want our inter-media 
competitive position protected and 
advanced.” 

On the other hand, he said, 
ABP must fight “the undertow 
of inadequate and low-grade pub- 
lishing which weakens our reach 
for greater appreciation. 

“To believe the business press 
is not cursed with inferior papers 
is to be blind or stupid or cal- 
lous,” he added. 

“Can we, on the one hand, work 
to build a stronger position for the 
business press without holding an 
umbrella over the low-grade stuff 
and on the other hand strive to} 
curb the shoddy goings on that 
weaken the structure we're trying 
to build?” he asked, adding, “I 
think we can ... and must.” 


SPEAKER—Philip H. Hubbard, pres- 

ident of Reinhold Publishing Co., 

is shown as he addressed the ABP 
meeting in Hot Springs. 


next decade can exceed the pre- 
dicted percentage increase in the 
gross national product, he assert- 
ed, if publications can fulfill their 
obligations to keep business tech- 
nicians and executives up to date 
on technology. 


® James B. Kobak, J. K. Lasser & 
Co., made an even more optimistic 
prediction regarding advertising 
growth in the business press, say- 


® Philip H. Hubbard, president of 
Reinhold Publishing Co. and 
board chairman of ABP, told the 
convention that chances are good 
that annual business paper adver- 
tising volume will climb from its 


to plan expansion by establishing 
lications. 


reported that 
perous year for the business press, 


Beard Clissold Gerardi 

TIME OUT—Executives attending the Associated Business Publications 
meeting in Hot Springs found time for a stretch on the golf course. 
Shown here are Richard Jones, advertising director, House & Home; 
W. K. Beard Jr., ABP president; Paul E. Clissold, president, Clissold 


Jones 


Business | 
developed | 


a number of panel discussions on 
advertising, editorial, circulation 
and other subjects of direct interest 
to publishers. In the discussion of 
“Getting a Bigger Slice of the Ad- 
vertising Pie,” Richard N. Jones, 
| advertising director of House & 
| Home, said that creative selling is 
the key to expansion. 


s Nelson Bond, exec vp of the 
publications division of McGraw- 
Hill Publishing Co., was elected 
ABP board chairman, succeeding 
Mr. Hubbard. 

Other officers elected were Leo 
Williams, ad director of Home 
Furnishings Daily, 1st vp; Philip 
D. Allen, president of Maclean- 
Hunter Publishing Corp., 2nd vp; 
William B. Freeman, president of 
Miller Freeman Publications, west- 
ern vp; Harry J. Bettendorf, 
president of Board Products Pub- 
lishing Co., midwestern vp, and 
Alan S. Cole, president of Breskin 
Publications Inc., eastern vp. 


s New directors are Clifford S. 
Bailey, publisher of Motor; Mitch- 
ell Tucker, vp and advertising di- 
rector, Oil & Gas Journal; Joseph 
B. Woods, president, Petroleum 
Engineer Publishing Co.; Arnold 
a Friedman, president, Lebhar- 
| Friedman Publications; E. Scran- 
ton Gillette, president, Scranton 
| Publishing Co., and Philip H. Hub- 


bard, president, Reinhold Publish-| 


ing Co. # 


‘Parents’ Boosts Rates 
Parents’ Magazine, effective with 


page advancing from $7,350 


of 4.4%. 


Cole 


Publishing Co.; Joseph Gerardi, 
Alan S. Cole, president, Breskin 


Crane 


Bailey 


sent agency if a particular person 


now working on your account left | 
the agency or were assigned to) 


other accounts?” 


e “What is your agency’s greatest | 


strength?” 


| weakness?” 


|ing a systematic appraisal of your 
|agency, what criteria would you 
|inelude in the list?” 


® In a questionnaire section de- 
voted to compensation, the first 
question asks how the agency is 
|compensated for various services. 
| The methods include media com- 
mission only, fee plus media com- 
mission, fee with media commis- 
sion credited, flat rate, at cost, 
and cost plus a percentage. 

Ad managers are then asked if 
i'the 15% commission is (1) sat- 
isfactory, (2) not satisfactory but 
the most practical method or (3) 
neither satisfactory nor practical. 

Other questions in this section 
include: 


e “What in your opinion is the 
strongest argument for the media 
commission method of compensa- 
tion? ... The strongest argument 
against?” 


e “What do you think your com- 
pany would gain if the media 
commission method were abol- 
ished and replaced by a fee sys- 
tem of compensating your agen- 
cy?” 


e “What do you think your com- 
pany would lose” if the system 
| were abolished? 

} 


| 


e “If the media commission meth- 
od were abolished and you and 
your agency were to change com- 
pletely to a fee method, are there 
any services you now receive from 
| your agency which you would no 


ing that volume may hit $1 bil-\the January, 1958, issue, will in-| longer ask for?” 
lion by 1965. He urged publishers | crease its rates 8.7% with a b&w} 


Another question asked: “How 


to| should an agency be compensated 
new properties or acquiring pub-|$7,990 and four-color page from|for agency-produced tv shows?” 
$9,750 to $10,600. The circulation | 
N. O. Wynkoop of McGraw-Hill | guarantee will be boosted from) vertising manager if his agency’s 
1956 was a pros-| 1,700,000 to 1,775,000, an increase | “accounting procedures provide 


Prof. Frey also asked the ad- 


profit and loss statements by ac- 


Friedman Siegel 
vp, McGraw-Hill Publishing Co.; 
Publications; S. J. Crane, Atlanta 


|e The first 
|e “Does your company have a|medium grant a commission to 
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Frey Questionnaire Probes Views 
of Ad Managers on Their Agencies 


count.” 


® Longest question in the section 
covered systems of compensating 


agencies. Pointing out that “there 


has been some dissatisfaction” with 
the 15% commission paid by me- 
dia, the question says two alterna- 
tive methods of compensation have 
been suggested. 


“suggests that the 


the agency for the service ren- 
dered by it to the medium, and 
that the advertiser then pay the 
agency independently for the serv- 
ices the agency renders to him. 
As with the orthodox system, the 
advertiser cannot buy the space at 
less than the page rate. 


e “The second alternative suggests 


fronted with still further increases, e “What is your agency’s greatest | that the medium grant no com- 
|}mission to the 
e “If you were to draw up a/the advertiser pay the agency en- 
checklist for the purpose of mak- | tirely for the services it performs. 


agency and that 


In contrast to the orthodox sys- 
tem, or the alternative one, the 
advertiser could now buy the space 
at the same page rate as the agen- 
cy.” 

The question then comes to this 
point: “Please check which of these 
three alternative systems [includ- 
ing the present method] you would 
prefer.” Plenty of space is left 
for comment by the ad manager. 

The questionnaire also asks opin- 
ions as to whether ad managers 
“think that there will be a change 
away from the media commission 
method of compensation.” 

A further question seeks infor- 
mation on whether advertisers 
“receive in any form what you 
think would be considered a ‘re- 
bate’ of part of the agency’s com- 
mission.” 

A final question asks: “Under the 
present method of compensating 
advertising agencies, do you feel 
that their profits in general are 
too low, reasonable, or too high?” 


® Prof. Frey said the question- 
naire to presidents will be shorter 
and easier to complete. This one, 
he said, will be “designed to elicit 
information on the attitude of 
general management toward the 
advertising function and agency 
relations.” 

The study of agency services 
and compensation methods origi- 
nated last fall at the annual meet- 
ing of the ANA. John McLaughlin 
of Kraft Foods, Chicago, was 
named chairman of a special ANA 
committee to look into the sub- 
ject. = 


MacManus, John Handling GM 
TV Series: Kudner Unattected 

MacManus, John & Adams, 
Bloomfield Hills, Mich., has been 
appointed to handle the “Wide 
Wide World” (NBC-TV) series for 
General Motors institutional dur- 
ing the 1957-58 season. During the 
current series Campbell-Ewald 
and D. P. Brother Co. were the 
| agencies of record on this program, 
which has been shared by several 
ive divisions. 

General Motors explained that 
this appointment is an additional 
|institutional allocation and does 
not, as reported elsewhere, affect 
Kudner Agency’s status as the 
primary institutional agency for 
GM. Kudner will continue to place 
GM’s continuing magazine and in- 
| stitutional campaign. 


U. S. Steel Names Hargraves 
Robert E. Hargraves has been 
jappointed assistant advertising 
| manager of U. S. Steel Homes divi- 
| Sion of U. S. Steel Corp., New Al- 


representative; C. S. Bailey, publisher, Motor; R. J. Friedman, secre- ‘ bany, Ind. He joined the ad de- 


tary, Chain Store Age, and §S. §. 


Siegel, Breskin. 


|partment in 1955. 
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Frustrated by Congress on Rate Hike, 
Post Office Boosts Service Charges 


Mailers May ‘Comment’ from 20¢ to 30¢ for items up to 
‘ “ Y i. 2 lbs., with 10¢ increases in oth- 

on Discretionary Hikes, |er categories. Also new rates for 
. |special handling of parcel post, 
Summerfield Notes lranging from 25¢ to 50¢ in place 


WASHINGTON, May 28—Regard- of the existing 15¢-25¢ range. 

less of the final fate of the big|e Correction of Mailing Lists— 
postal rate bill, Postmaster Gen-| minimum charge increased from 
eral Arthur Summerfield made it|25¢ to $1. For lists of 20 names | 
clear today that the cost of spe-|or more, the old charge of 1¢ per 


} 


Last Minute News Flashes 


Four Agencies in Running for Gray Account 


HARTFORD, CONN., May 31—-Having started with a selection of ten 
agencies, Gray Mfg. Co. will choose one of four remaining to handle 
the advertising for its Audograph dictating equipment. Selection is ex- 
pected in about ten days from among Cunningham & Walsh, C. J. La- 
Roche & Co., Lewin, Williams & Saylor and Ruthrauff & Ryan. In the 
past Gray has spent $400,000 to $500,000 annually, but next year’s ad 
budget is described as “flexible” and contingent on coming company 


developments, including possible new items. French & Preston is the 
previous agency. 


Hoyt Agency Adds Two Executives, One Account 
New York, May 31—Charles W. Hoyt Co. has picked up a new ac- 


le ; " aR 
cialized postal services used by|name is raised to 5¢ per name. count and added two executives. Kalart Co., Plainville, Conn., maker 


many business patrons will be in-| 


creasing on July 1. 
Unlike letters and other major 
classes of mail, rates on special 


e Business reply cards—increased 


from 3¢ to 4¢. 


e Notice of undeliverable second, | 


of photographic equipment, shifted to Hoyt from Wilson, Haight, 
Welch & Grover, Hartford. Peter H. Nicholas, formerly associate re- 
search director of Benton & Bowles, becomes vp in charge of re- 


search, succeeding Harold Rudolph, who resigned some time ago. Wil- | 


services are subject to adjustment |third and fourth class mail—in-| liam A. Baumert, formerly account executive with Paris & Peart, has 


by order of the Postmaster Gen- 
eral. Under pressure from mem- 
bers of Congress, who point out 
that heavy losses have been in- 
curred from many of these ser- 
vices, Mr. Summerfield announced 
adjustments today covering 


crease from 3¢ to 5¢. 


e Minimum charge for registered | 
| mail—an increase from 40¢ to| 
50¢ and return receipt would in-| 
crease from 7¢ to 10¢. 


rejoined Hoyt in a similar capacity. He was with Hoyt as a merchan- 
dising specialist from 1949 to 1956. 


Climalene Shifts from R&R to Maxon Inc. 


Canton, O., May 31—Maxon Inc., Chicago, has been appointed to 
handle advertising for Climalene Co., manufacturer of Climalene, 


a|e Certified mail—goes from 15¢| powder and liquid Bowlene, Softo, Grill Kleen, Softene and Skiddo. 


wide variety of items, including|to 20¢, with the charge for de-| Ruthrauff & Ryan, Chicago, is the former agency. 


special delivery, business reply 
ecards, revision of mailing lists, 
registry and insurance. 

Barring a fluctuation in the vol- 
ume of mail handled, he indicated 
the adjustments announced today 
will bring in about $28,000,000— 
slightly more than half the 


jlivery to a specific person in- 
(creased from 20¢ to 50¢. 

|@ Insurance fees—increased from | 
5¢ to 10¢ in each bracket, and| 
the charge for c.o.d. mail delivered | 
to a specific person is increased | 
from 20¢ to 50¢. 


Gaynor Colman Adds E. B. Wiggins Oil Tool 
Los ANGELES, May 31—E. B. Wiggins Oil Tool Co. has appointed 
Gaynor Colman Prentis & Varley, Los Angeles, to handle its advertis- 
ing. Byron H. Brown & Staff is the previous agency. 
Corn Products Sets Spot Drive for Niagara Starch 
New York, May 31—Corn Products Refining Co. has set a spot radio 


amount the department has been ® While the new rates are to be and spot tv campaign on approximately 50 southwestern stations for 


“losing.” 


® The changes, effective July 1, 
include the following: 
e Special 


delivery—an _ increase 


effective July 1, Mr. Summerfield 
said, comments can be submitted 
to Edwin A. Riley, director of mail 
classification, Post Office Depart- 
ment, Washington 25. + 


Saturday Delivery 
to Be Ist Postal 
Service Casualty 


Ike Joins Summerfield 
in Urging Congress to 
Set Supplemental Fund 


WASHINGTON, May 29—The ad- 
ministration opened a last ditch 
drive for more postal funds this 
week, with a warning that cutbacks 
in postal service are inevitable in 
July unless Congress is willing to 
approve the major portion of a 
$150,000,000 supplemental appro- 
priation. 

The exact nature of the cutbacks 
remains a matter of widespread 
speculation, but postal officials 


told ADVERTISING AGE today that) 


the most likely cut, in the event 
there is no improvement in the 
budget outlook, will be an order 
ending Saturday mail service. 
Since the closing of post offices 


and the elimination of Saturday | 


delivery would save an estimated 


$75,000,000, it is regarded as the) 


single most effective way of bring- 
ing costs in line with the working 
funds available for the operation 
of the department. 


® Other cutbacks also are under 
consideration, but each involves 
relatively small savings. For ex- 
ample, the closing of many small 
post offices is being discussed. 
Postal experts find, however, that 
the saving resulting from the elim- 
ination of 2,000 small post offices 
would not exceed $3,000,000. 

Deputy Postmaster General 
Maurice Stans has been meeting 
during the past few days with a 
number of spokesmen for business 
mail groups in an effort to deter- 
mine how the adjustments can be 
introduced with a minimum impact 
on postal patrons. 


He said today that the depart-| 


ment is confident that Congress 
will respond sympathetically to 
the justification which the depart- 


{ment is preparing for the $150,000,- | 
on supplemental appropriation. | 
s In the event the funds are not 
forthcoming, however, every ef- 
fort will be made to reduce opera- 
|ting costs without an embargo on 
| any particular class of mail. 

“We are fully aware of the im- 
| portance of the mail service to our | 
|economy,” he explained. “The last | 
| thing we want to do is inflict hard- | 
|ships on the people who need to} 
j}use the mail.” 

A drive to mobilize public sup-| 
port for additional postal appropri- 
ations was touched off Monday 
when members of the department’s 
public advisory board went to the 
White House with Postmaster | 
General Arthur Summerfield. 

After their visit, the President 
released a report which they had 
presented to him. 


® The board said it had reviewed 
the department’s operating costs 
and found that approximately 94% 
of the costs are linked to mail vol- 
ume. Under the circumstances, it 
said, a budgetary deficiency can be 
absorbed only by reducing the 
number of days of service, closing | 
thousands of post offices, or arbi- 
| trarily reducing volume, and possi- 
|bly types, of mail handled. 

The advisory board said, “We be- 
lieve the American people will not 
be satisfied with a parttime postal | 
| service. We yield to no one in our 
desire for economy and efficiency 
in government, but we believe care 
must be taken lest, under the guise 
of economy, irreparable harm be 
done to our country’s needs.” 

There is a tendency now to soft- 
pedal discussion of specific serv- 
ice curtailments to avoid the pos- | 
sibility that Congress will feel un- | 
due pressure is being applied. 
However, the consensus among 
postal officials is that the one sure 
cutback in the event of a fund 
shortage will be Saturday service. | 

Under the plan, collection and} 
| working of mail behind the scenes | 
| would continue, so that the impact 
|on publications mailed over the 
weekend would be reduced. How- 
ever, the elimination of Saturday | 
| delivery might seriously delay ma- | 


Niagara starch. The campaign, which starts this week in tv and later 
in radio, extends over 20 weeks. One-minute announcements will be 
used. Corn Products designed the drive as a local supplement to its 
network tv advertising. C. L. Miller Co. is the agency. 


Colgate’s Dr. Wolfe to Teach Marketing at Columbia 


New York, May 31—Dr. Harry Deane Wolfe, formerly director of 


marketing research at Colgate-Palmolive Co., has been appointed pro- | 


fessor of marketing at the graduate school of business administration, 
Columbia University. Dr. Wolfe also continues his activities as a mar- 
keting consultant. 


American Tackle Names Fuller & Smith & Ross 


PHILADELPHIA, May 31—American Tackle & Equipment Co., sub- 
sidiary of True Temper Corp., today named Fuller & Smith & Ross, 
Cleveland, to handle advertising, merchandising and promotional ac- 
tivities. American Tackle, a new corporation, is comprised of the 
fishing tackle division of True Temper and the former Montague- 
Ocean City Rod & Reel Co., which True Temper acquired in February 


Timken Names BBDO for International Account 


Canon, O., May 31—Timken Roller Bearing Co. has appointed Bat- 
ten, Barton, Durstine & Osborn to handle its international advertising, 


effective July 1. J. Walter Thompson Co. is the previous agency. BBDO 
is Timken’s domestic agency. 


Lomas Leaves McCann; Other Late News 


Stanley A. Lomas, tv-radio creative group head of McCann-Erick- 


son, New York, has resigned and will announce his future plans | 


“soon.” For the present, McCann plans to shift various persons on 


different levels to take care of Mr. Lomas’ duties. 


e Standard Knitting Mills Inc., Knoxville manufacturer of Healthknit 
men’s underwear and sleepwear for men, women and children, has 
named Edward H. Weiss & Co., Chicago, to handle its advertising. 
MacFarland, Aveyard & Co., Chicago, formerly handled the account. 


e Billboard Publishing Co. will launch a new monthly, Funspot, for 
the permanently fixed amusement-recreation business, in August. 
Maynard L. Reuter, vp of the company and general manager of the 
outdoor-merchandise division, will be publisher; James W. McHugh 
will be editor, and Robert E. Husted advertising manager. Funspot 


| will be paid circulation, with a minimum guarantee of 7,500 copies, 
|}and a one-time 7x10” page rate of $375. 


e Edward P. (Spike) Seymour, formerly vp in charge of advertising 
of Crowell-Collier Corp., has been appointed by the Advertising Re- 
search Foundation, New York, to undertake a special assignment in 
connection with ARF’s consumer magazine audience study. 


e Look has reported the best six months in its history. Revenue for 
the first six months of 1957 is estimated at $20,950,000—a gain of $4,- 
400,000 over the same period in 1956. Ad pages are up to 915, an ad- 
vance of 128, and circulation is averaging 5,200,000, an alltime high. 


e Marlboro cigarets (Leo Burnett Co.), Sunbeam Corp. (Perrin-Paus 
Co.) and American Machine & Foundry Co. (Fletcher D. Richards 
Inc.) have signed for one-quarter sponsorship each of four regional 
Big 10 football games on NBC-TV this fall. The games will be seen in 
the Midwest only over 35 stations. NBC is seeking a fourth sponsor. 


e Mutual Broadcasting System, New York, reports that 81% of its 496 | 


affiliates have indicated their acceptance of the new network format 
(largely music and news) and that the network is set with affiliates 
in 37 of the top 40 markets. Open markets are Indianapolis, where 
WFMB is quitting as an affiliate, Kansas City, where KMBC has not 
yet renewed, and Columbus, O., where the network has not had an 
affiliate. Change-over date is June 2 for the network, although service 


to affiliates which have not yet accepted the new format will not be 
cut off at that date. 


BIG FREEZE—Norge division of Borg- 

Warner Corp. and A. H. Staley 

Mfg. Co. will run this ad in news- 

paper Sunday supplements in June 

and July to promote a jingle con- 

test being run by the two compa- 
nies. 


Norge, Staley 
Set Joint Ad Push 
for Jingle Contest 


CuicacGo, May 29—A. H. Staley 
Mfg. Co., Decatur, Ill., and Norge 
division, Borg-Warner Corp., will 
invest $250,000 in a joint advertis- 
ing push supporting a jingle con- 
test. 

The campaign broke with a four- 
color page ad in the May 27 issue 
of Look. Similar ads will run in 
June and July in American Week- 
ly, Family Weekly, First 3 Markets 
Group and Parade. 

The contest also will be promot- 
| ed on radio and tv by Arthur God- 
frey, Art Linkletter and Garry 
|Moore. Newspaper ads will be 
run locally. The agencies are Ruth- 
rauff & Ryan for Staley and Don- 
| ahue & Coe (of Illinois) for Norge. 
| 


|@ The contest, which runs until 
| Aug. 10, calls for the completion 
of a jingle relative to the merits 
of Staley’s Sta-Flo liquid laundry 
| starch and Sta-Puf laundry rinse. 
More than $100,000 worth (200 
| units) of Norge refrigerators will 
be given away to housewives. 

In addition, grocery store man- 
| agers and Staley salesmen also will 
|}win prizes. The two companies 
are sponsoring a_ simultaneous 
merchandise display contest. Re- 
frigerators will be awarded to re- 
tailers whose stores have the best 
Norge-Staley displays in their re- 
spective areas and to the salesmen 


| who built the displays. + 
| 


Pulse Will Rate 
‘Network TV Shows 
in Local Markets 


New York, May 29—Local mar- 

ket ratings on network tv shows 
will be added to Pulse Inc.’s 
monthly national ratings on net- 
work tv programs beginning with 
its May edition. 

Under the new plan, the U.S. 
Telepulse will give a national 
rating plus a breakdown on ratings 
in 40 markets. Of the markets, 23 
j}are major markets and basic to 
|the report, while 17 are supple- 
|mentary markets and will change 
from month to month. Thus, from 

175 to 200 markets will be broken 
| down into individual ratings dur- 
jing the year. 
The same system is being em- 
|ployed in Pulse’s report on syndi- 
cated tv film programs. Pulse had 
been breaking down about 25 mar- 
kets in film supplement but now 
the market number will be ex- 
panded to a minimum of 40 mar- 
| kets each month. 

The new service will be avail- 
,able to regular Pulse subscribers 


|terial ordinarily delivered late in| e Don Trevor, formerly with ATV Film Productions, has joined Doyle |as a bonus service. It will not be 


|the week, | 


Dane Bernbach Inc., New York, as television producer, 


‘available as a single unit. # 
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WGN-TV Is First 
Affiliate of Pat 
Weaver's Net 


(Continued from Page 2) 
finest in television programming,” 
Mr. Quaal said. “There is nothing 
in television we cannot do right 
Be cx” 


s In answer to questions he said 
WGN’s present commitments to 
Program Service call for the 8-8: 30 
a.m. Mary Margaret McBride show, 
and the 9 o’clock “Ding Dong 
School,” both to kick off July 1, 
with Taylor-Reed Corp. sponsoring 
“Ding Dong School” in eight major 
markets, with five more to come in 
the fall (AA, May 20). Miss Mc- 
Bride is currently unsponsored. 
As for future Program Service 
properties, WGN-TV gets first re- 


fusal rights and a 72-hour period 
in which to exercise them. The 
“network,” which has no name, 
will not seek option time from sta- 
tions; instead, it will negotiate for 


each program individually, but 
will sell and bill to the advertiser 
as a unit. 

Mr. Weaver was still unable to 
say whether WPIX (the most fre- 
quently rumored outlet) would 
originate the shows in New York. 
Nor could he name stations specifi- 
cally in the other markets. Nor do 
they have contracts. Nor is he wor- 
ried about them—‘“we have face 
to face agreements; most haven’t 
signed contracts, in fact most 
haven’t seen the contracts yet.” 
Despite the imminence of the July 
1 show, he isn’t concerned over the 


contracts, being perfectly willing to | 


go with the agreements he has. 


s Otherwise, it was Reaffirmation 
Day at the Drake: 

1. Mr. Weaver reaffirmed that 
his new network meets a need— 
for the public, for creative talent, 
for independent station operators, 
and for advertisers priced out of 
network television by the zooming 
prices and the folding of the par- 
ticipation shows. 


j BIE se 


Advertising Age, June 3, 1957 


| 
| How Bank Ad Expenditures Vary 
Advertising 1956 Expenditures 
Deposits Expenditures Per $1,000,000 
(000,000) 1956 1957*  % Difference Deposits 
$1 to $5 $ 3,000 $ 3,100 +3.7 $ 900 
$5 to $10 7 A00 7,500 +1.5 1,000 
$10 to $20 12,500 12,200 —2.3 900 
$20 to $50 22,100 23,100 +43 700 
$50 to $100 45,100 48,700 +7.9 700 
$100 to $150 71,900 75,500 +5.0 600 
$150 to $300 94,700 98,200 +37 500 
‘ 04 2 $300 to $500 216,500 228,100 +5.4 500 
$pri ng 15 1M the Air $500 and over 452,200 470,700 +41 300 
--- put i6 ON your wal]! || Projected 
Capture the season! Keep your home eternally 
young with Ipapers and sp ity wall coverings 


from our wonderful collection 


wallpapers inc. 

THE STUDIO OF WALL FASHIONS 
Oakland: 584 Grand Avenue (next to Bonynge 's 
San Francisco: 1136 Sutter Street, at Amthor’s 


Bank Ad Budgets Up 
(3.3% in 1957, Says 
Analysis by FRPA 


REVERSAL—In the face of a national | 
decline, Wallpapers Inc., San Fran- | 
cisco, has upped its wallpaper sales 
—“partly because it has scorned | 
old ad formats,” according to agen- 
cy Kennedy-Hannaford. Here is 
one of a spring-summer series of 

small newspaper ads. 


(Continued from Page 3) 


The following table indicates the 
rrent media use pattern: 


Per cent of total ad expen- 
ditures for all banks 


| while radio will be third with 8.9%. | 


men groping around for the hands 
of other blind men to lead them.” 

Before bankers can develop a 
workable rule or set of rules for 
fixing their advertising expendi- 
jture, they must first learn and 
| fully understand the basics of their 
advertising needs, their objectives, 
media requirements and market, 
|says Mr. Goodwin. As a basic text 
for understanding these things he 
|recommended “How Many Dollars 
| for Advertising,” a book by Albert 
|W. Frey, marketing professor at 


Medium 1955 1956 1957* 
3. He reaffirmed his belief in | Mowspapers 33.3% 26.5% 28.5% Dartmouth College. 
| experimental television, but his re-| ee Televisi 12.1 95 98 | ’ se Pose 
| liance—at least at the moment—on | gram Service would take “the one —— 125 92 a9 : as “ a Sect money aac: 
proved properties. He said a num-| we can be proudest of.” | iientiees 85 a3 87 | nad pater . 8 nas a ge point 
ber of talent agencies and produc- | 3. Mr. Quaal reaffirmed his be- | Direct Mail 112 79 83 _ a = “} ergy +3 cotwin 
ers had talked to Program Service |lief in Mr. Weaver—‘“of all the! 4.4400, 73 ‘67 70 Py oor ned ro json = Aay ‘a 2 
the air, and| people I’ve known in 20 years of}, ‘ ‘ ; . oU,0UU, posits, $1, 
about shows now off - — y Projected \in advertising for each $1,000,000 


mentioned particularly “Feather | broadcasting, there is none for! 


GEE! wu try that 


baking powder!” 


Commercials on WGN-TV have 
a way of getting results 
WGN-TV programming keeps 


folks wide-awake, interested 


because 


and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 


Your Nest.” At the same time he 
announced that the network was 
considering a 6:30-7 p.m. (CST) 
five-day strip which will buck 15 
kid shows now located on network 


(“where we used to have news, 


in the format of the show, beyond 
saying that nothing like it is pres- 
ently on television. 


s He defended these shows on two 
grounds: One, that traffic is nec- 
essary to get network prices down; 
second, that stations need familiar 
programs to produce ratings quick- 
ly for advertisers. He reempha- 
sized that there is no limit on 
range or kind of Program Service 
programming, but that there would 
be initial reliance on “certain basic 
high-audience-rated commercial 
shows.” 

As at NBC, he promised, where 
several were available, that Pro- 


WJAR-AM an WJAR-TV 


pioneer stations of 


PROVIDENCE, R. I. 


are pleased to announce 


the appointment of 


Edward Petry & Co., inc. 


THE ORIGINAL STATION REPRESENTATIVE 
e 


For availabilities that sell the Rhode Solend 
/ 


Market eee call the Petry man 


WJAR-AM *“e @ @ @ 
WJAR-TV 
PROVIDENCE + RHODE 


920 KC 
+ « « « « Channel 10 


ISLAND 


option time on opposition stations | 


| whose creativity, sincerity and in-| ‘ 
|tegrity I “sng greater respect.” | ® In a second report published 
| While there would be no “mass | With the advertising analysis, 
| > ‘ —_ 
| dislocation” of present WGN-TV George Goodwin, vp of the First 
advertisers, meetings are being National Bank of Atlanta, goes in- 
held on clearance for periods other|t® the question of how much 
than the McBride and Ding Dong | banks should spend on advertis- 


you know”). He declined to sketch | 


slots, and “we are ready to coop- 
erate with Program Service— 
morning, afternoon or evening, as 
we go along.” 

Reporters got various samples of 
the way Pat Weaver looks at the 
future for his network. He views 
the plight of the displaced comedi- 
ans with compassion, and hopes to 
do something for them, viewing 
them largely as victims of frequen- 
cy. He has high regard for comedy. 
“Comedy always beats Variety— 
Law. Comedy always beats Any- 
thing—Law.” Then, as an after- 
thought, “if it’s good.” 


® The WGN-originated “Saturday 
| Night Dance Party” from the Ara- 
gon will be “a real gasser,”’ Mr. 
Weaver promised, incorporating 
| dance music and floor show acts. 
| In answer to a question, he spe- 
cifically disclaimed special events 
telecasting—“now being well-cov- 
ered by the networks.” 

In answer to a question about 
whether he contemplated a drama 
show, he explained: “There’s a dif- 


ing. 


in deposits is a good figure. For 
banks with assets of $150,000,000 
plus he suggested $700 in adver- 
tising for each $1,000,000 in de- 
posits. 

These figures evolve from exam- 
inations of ad budget reports from 
specific banks and “are probably 


“When it comes to this question,” 
says Mr. Goodwin, “America’s 
bank executives and advertising 
managers are simply a lot of blind 


higher than the average but they 
probably come closer to doing an 
adequate advertising job,” Mr. 
Goodwin says. + 


- 


| theme also will turn up in the com- 
pany’s New Yorker ads. 


75% of Petry Radio 
Stations Go Along 


|@ Petry is convinced that the com- 
with Night Rate Cut | bination of more aggressive selling 
|and lower rates will revive sponsor 
| New York, May 28—Edward | interest in nighitime radio and will 
Petry & Co. reports that more than | thereby help to relieve the adver- 
|75% of the radio stations it rep-|tiser congestion in the crowded 7 
| resents have gone or will go along| to 9 a.m. and 4 to 6:30 p.m. periods. 
with its proposal to cut nighttime | Petry makes two major argu- 
radio rates 50%. ments in its drive to bring night- 
Two of the stations, WIP, Phila- |time costs down: (1) Nielsen shows 
delphia, and WGN, Chicago, pre-|radio average sets-in-use ranging 
viously told AA that there was no! from a peak of 18.6 at 7 a.m. to 
reason for a rate reduction in their 7.8 at 11 p.m., (2) advertisers’ con- 
markets (AA, May 27). Two other |tinuing reluctance to buy radio 
Petry stations with lively local | during peak tv viewing hours. 
| business do not want to cut their 
| spot rate below the local rate. 
| Still other stations are doing well | 


| with baseball night games and pre- 


ss 
— 


fer to wait until the fall for a de- 


ference between hope and expecta- | cision on the proposal 
al. 


tion, and one must always dis-| 


tinguish between the two.” He)» petry-represented radio stations, 
foresees no drama show until 1958,| jn addition to WIP and WGN. in- 
at least. ’ 


present tv drama seems to fall into| ton: KARK, Little Rock, Ark.: 
two categories: (1) A film story, | WINZ Miami: WISN Milwaukee: 
derived from movie techniques, or|KSTP. Minneapolis; WTAR Mor. 
(2) an hour-long show derived | rok: 'WRNL Richmond: KCRA 
from the theater. He has in mind | sacramento, Cal.; WOAI, San An- 


an “open form” for drama—but | tonio: KFMB, S Diego: KMA 
declined to diclose on the | ~ we. yg : 


it, | Shenandoah, Ia.; KTBS, Shreve- 
ground that it might be stolen. + port, La.; WNDU, South Bend, 


|Ind.; KVOO, Tulsa; WANE, Ft. 
Wayne, Ind.; WJAR, Providence, 
R. L., and KFAB, Omaha. The last 
York, has filed suit in federal|two stations named were added 
court in New York, charging/|to the list as of June 1. 
|Montgomery Ward & Co. New! 

York, with unfair competition in|® Coincident with the nighttime 
copying its girdles and advertising | reduction, which Petry suggested 
methods. The complaint charges} should start after 7 p.m., the rep- 
that Montgomery Ward caused | resentative will begin a campaign 
copies of Peter Pan girdles to be| to make nighttime radio “fashion- 
manufactured, and then adopted|able” again. Petry will try to get 
| the Peter Pan emblem—a figure of this idea across to advertisers and 
a young woman attired in a black | agencies through business paper 
leotard and girdle. The suit seeks | advertising. This will be supple- 
injunctive relief, an accounting | mented by a direct mail campaign. 
and award of damages. ‘The “crusade for nighttime radio” 


Peter Pan Sues Ward 
Peter Pan Foundations, New 


; clude WSB, Atlanta; WFAA, Dal-| 
In this connection, he noted that | las; WIKK, Erie, Pa.; KPRC, Hous-| 


How To Use Audio-Visuals 
for Sales Promotion 


Time, Inc. relies heavily on audio- 
visual aids to help its salesmen sell 
space. The June issue of Advertising 
Requirements takes you behind-the- 
scenes in a magazine-by-magazine 
tour of the varied techniques which 
Time, Inc. has found successful. You'll 
get some mighty good see-it-hear-it 
selling techniques from this highly 
descriptive article. 

In the June issue, you'll also find 
|a thoughtful gathering of other 
splendid articles about advertising 
production, promotion and merchan- 
dising. 

There’s nothing like AR anywhere. 
Try a year’s service (12 issues) by 
simply attaching your $3 check to 
your letterhead. Mail it today. Your 
satisfaction guaranteed. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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Pushing copper mines 


” 


~ 
gant! 


rrrTitiieee 


genre eae se 


this week? 


The average Forbes man of 
business couldn’t take an entire 
copper mine off your hands, but 
his buying influence in the field 
is astonishingly vital. 


The latest Forbes Reader Survey 
turns up the fact that 20,000 
Forbes readers have the power to 
authorize or recommend the 
purchase of non-ferrous metals !* 


Multiply this story by the many 
fields of purchasing influence 
turned up by the Forbes Survey, 
and you have one of the biggest 
business markets in America today. 


And it’s virtually a Forbes 
exclusive. There is only 
insignificant duplication of 
readership with other business- 
management publications. 


The reason: only Forbes gives a 
man the kind of information he 
needs to make a decision, finally, 
about a product, an idea, a 
company, or an investment. 


If you’re looking for a big market 
of business men, look no further 
than Forbes. You'll be joining 
the leaders. 


*Send for Forbes booklet that 
gives you the facts. 


Forbes Magazine 
70 Fifth Avenue e New York 11, New York 


FORBES 


DECISION 


Now over 225,000 paid circulation! 
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